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AL LICHTMAN, 20TH CENTURY FOX FILM CORP. 
444 WEST 56 ST. NYK 


We have just finished third nite Robe on our huge 
CinemaScope Screen and Stereophonic Sound with two 
speakers in each car. We are thrilled beyond words with 
our new CinemaScope installation. Plenty of light on the 
screen with no distortion. People enthralled at beautiful 
picture and Stereophonic Sound improves quality of 
sound 100 percent, besides giving very effective direc- 
tional sound. Encountered rain sleet and cold first three 
nights Robe but in spite of it outgrossed 7 days Kilimanjaro 
and 7 days Stars and Stripes Forever, which played much 
later in season. We are very happy we made this adventur- 


ous step and we feel sure CinemaScope will be installed in 
every Drive-In throughout the United States. Sincerely. 


ERICK C. PETERSON 
Motor Vu Drive-In, Salt Lake City 
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Bigger (and Better) Pictures 


HEN the final story of the screen revolution 

caused by the new techniques is written, 

there will be a full measure of credit given 

to several developments. Already important 
places in motion picture history has been won by Cine- 
rama and CinemaScope. Indications are that present 
experiments with horizontally-fed cameras and ana- 
morphic processing and projection systems also will be 
of lasting significance. 

A quarter of a century ago several major American 
film companies tried to achieve bigger and brighter pic- 
tures on the screen through the use of wide-measure 
film. Although several features were released in such 
methods, all experimentation was quickly dropped for 
economic reasons early in the 1930s. 

Cinerama’s success from the moment it opened on 
Broadway just eighteen months ago made it clear that 
the public was receptive to “big screen’ entertainment. 
Here was one answer to the tiny home television screen. 
However, Cinerama’s three-projector and deeply curved 
screen seemed too costly for widespread installation. 

The story of Spyros Skouras’ development of Cinema- 
Scope from a forgotten anamorphic lens to what it is 
today is well known. Not only has CinemaScope already 
given several thousand theatre screens a new look and 
a stereophonic voice but in fifteen months’ time a group 
of pictures have been made and released in the system 
with excellent results at the box office. 


' ' J HEN the conversion of the 20th-Fox studio to 
CinemaSccpe was announced some sceptics 
doubted that enough light could be obtained to 
illuminate properly the giant screens required in the 
principal first run theatres. Satisfactory results were ob- 
tained not alone by skills of lens and lamp makers but 
also through inherent virtues of the anamorphic process. 
Dr. H. Sidney Newcomer, a pioneer with Professor 
Henri Chretien in the development of anamorphic lenses, 
wrote in “New Screen Techniques” that the first motion 
picture application of such lenses was proposed over 
forty years ago by Ernest Zollinger. However, small 
theatre screens could be lighted adequately by tradi- 
tional metheds so no serious attention was given ana- 
morphic systems until wide screen became the industry’s 
goal. 

The spotlight of attention is now on variable ana- 
morphic lenses or optical systems. Two such systems 
were demonstrated recently on the West Coast and only 
this week in New York City. They are SuperScope, de- 
veloped by Joseph and Irving Tushinsky, and Super 
Panatar, by Robert E. Gottschalk. Five RKO releases 
already have been planned for the Tushinsky system. 


An advantage of any variable anamorphic system is 
that it permits a theatre to project the maximum size 
picture permitted by the physical characteristics of the 
theatre without the loss of light attendant on the expedi- 
ent of using an aperture plate to “crop” the picture at 
top and bottom. 

Apart from CinemaScope prints, the Tushinskys plan 
to have two types of anamorphic prints available. One 
would be suitable for aspect ratios between 1.75 to 1 
and 2 to 1, the other between 2 to 1 and 2.25 to 1. Cine- 
maScope prints, of course, would be for the established 
2.55 to 1 ratio. The same projector lens is adjustable for 
all aspect ratios up to 3 to 1. 


HE variable anamorphic systems do the “squeez- 
ing’ of the images at the laboratory stage rather 


than at the camera as in CinemaScope. Pictures 
intended for the process should be filmed for wide screen, 
i.e. the cameraman is supposed to keep action wanted on 
the screen out of defined areas near the top and bottom 
of the frame. 

Paramount’s VistaVision and other systems using 
cameras which expose film horizontally instead of verti- 
cally achieve sharper images because each frame is ap- 
proximately twice standard size. In the laboratory these 
double-size images are printed in the normal orientation 
and proportion. VistaVision films, as well as pictures 
photographed by conventional cameras, may be put 
through an anamorphic process in the laboratory. This 
should result in an additional gain in picture sharpness 
and brightness on the screen, especially in large theatres. 

Standardization of wide screen techniques is still a 
long way ahead. However, progress in improving the 
dramatic impact of films is more important than stand- 
ardization. Splendid progress has been and is being 
made. Standardization must never again in this industry 
be a synonym fer stagnation. 


@ The motion picture industry can be well satisfied with 
the recent report for 1953 of the House Un-American 
Activities Committee. The committee asserted that no 
other major industry now employs fewer Communists. 
While noting that at one time the whole entertainment 
industry, including the field of motion picture production, 
was a reservoir for financial help to Communist and 
front causes, an excellent job had been done in eliminat- 
ing subversive influences. If there are any remaining 
Communists in motion pictures, the Committee said that 
“every effort will be made to disclose the nature and 
extent of their work.” 

—Martin Quigley, Jr. 








Exhibitors Thanked 
To THE Epiror: 

Dear Exhibitor: 

I want to thank you on behalf of Amer- 
ica’s children for your contribution toward 
making the 1954 March of Dimes a success. 

Through your theatres and your coopera- 
tion you have enabled the American people 

join in one of the greatest fights ever 
1 single disease. They have 
through donations with a 

1 on faith—faith that victory 


1inst 
their 
iccine may become a reality 
future 

i the mass-scale testing of 


hand. 


I know you join m« 
ling prayerfully as this huge under 
taking progresses. 
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to express my _ personal 
) O'CONNOR, Presi- 
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New York, N. J 
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they wil 


lose 
ick it out t ta.% 
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iverage loss with no salary 
r is about $100 per mont 
n indefinitely. 
lem is our dealings with the 


Granting that nerves hav 


reached new degree of “tfrazzleness” the 
way we are going we will not have enough 

speaking to us to keep going 
taken off. Despite new short 


contracts, we seldom get a short newer than 


film compani¢ 
if the tax is 


one and one-hal 
to book a 
present contract 

We 


ins open 


years. One company failed 


single short ipplicable to the 
In an entire year. 
little feature and the drive- 


up with the big ones against us, 


run the 


advertising in our local paper. 


This week we ran across a number of 


file copies of the “Motion Picture World’ 
from June 7 to June 28, 1913. Listed in 
the old magazines are found Essanay, Edi- 
son, Bison, Vitagraph, Biograph, Lubin, 
Kalem, Selig and many foreign companies. 
A half-page ad for Vivaphone Singing and 
Talking Pictures is given with the state- 
ment it is “the Greatest of Talking Pic- 
tures.” What a storehouse for TV! 

We had been in operation about six years 
when these magazines were published and 
hope present conditions will not force our 
first 
of continuous 


BOOTH, Booth 


forty -seven years 
SHLKLEY 
Rich Hill, Mo 


closing in some 
operation. 
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Stereophonic Sound 
To THE EpITOR: 

I don’t want to minimize the tremendous 
impetus CinemaScope has given the indus 
try. I only ask, as a small town exhibitor 
who cannot afford stereophonic sound, when 
will I be able to play these CinemaScopx 
pictures on my re 


egular equipment ? 
I’m perfectly wil 7 


1 

ling fer those who can 
ifford all the embellishments that are cur 
rently required for showing most Cinema 
Scope picturse to have their day. Just want 


to know when those of us who can’t lead 


may be allowed to follow. Is that too much 


to askk?—ROY ROIWE, 


Company, \ 


Re We Aim semen 

Burgaw, fe te 

Films Too Long 

[o THE EDITOR: 
Many otherwis« 


very good pictures art 


spoiled by being too long. Too much “blah 
blah” that does not add to the progress 0: 
the plot is included and could advantag: 
usly be cut—Jowa Exhibitor. 


Repeal Tax 
To THE 
We must repeal the 20 per cent tax « 


inother business.—Nebraska E.x- 


EDITOR: 


For the Family 
To THE Epitor: 

We need more shows the whole family 
come to see together. 


can The more gen- 


eral appeal, the more people, the more box 


offiice.—Minnesota Exhibitor. 
Excessive Rentals 
To THE EpITor: 

Unless the excessive film rental terms are 
not reckoned with in given situations, there 
will be still fewer of the smaller theatres to 
sell—Oklahoma Exhibitor. 
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QUESTIONNAIRE seeking 
information on newspaper ad 
rates is going out to exhibi- 

tors from Theatre Owners of Amer- 
ica. The aim is to “compile enough 
data and pertinent arguments to 
help persuade publishers of the 
value of the theatre to the commu- 
nity and neighboring merchants.” A 
recent survey made reported that 61 
per cent of daily papers charge spe- 
cial theatre rates higher than those 
scheduled for local stores. 


> In a 32-picture deal said to be the 
first of its kind, WCBS-TV has ac- 
quired a group of Robert Lippert 
pictures for telecasting immediately 
after their theatrical showings, the 
purchase having been made before 
they go into theatrical release. 
Some of the films have just been 
completed and have not yet been 
shown in theatres. In another deal 
WCBS-TV acquired 26 pictures 
from Hollywood Television Service, 
a subsidiary of Republic Pictures. 


> Attendance has jumped 20 per 
cent at Irving Field’s Cortland thea- 
tre in Cortland, O., since he inau- 
gurated a policy of barring children 
unless accompanied by an adult. 
Vandalism has disappeared com- 
pletely, he said. A survey of 600 
persons in the area to determine 
their reaction to the policy revealed 
that they were in accord 100 per 
cent. 


>» The White House, which got a 
new balcony under Mr. Truman, is 
getting CinemaScope under Presi- 
dent Eisenhower. Completed this 
week was the installation of full 
CinemaScope equipment in the pri- 
vate projection room, including Am- 
pex stereophonic sound and a Mira- 
cle Mirror screen. The latter, meas- 
uring 16 feet eight inches by seven 
feet, is said to be the smallest in- 
stallation in the world. 


> Sol Hurok, world famous impres- 
sario and subject of last year’s 20th- 
Fox screen biography, “Tonight We 
Sing,” returned from Europe last 
week and announced that this fall 
he will sponsor a motion picture for 
the first time. It is a screen version 
of the opera “Aida,” made in Ferra- 


niacolor in Rome and featuring top 
Italian opera and ballet stars. Mr. 
Hurok calls it “a completely suc- 
cessful blending” of opera and film. 
He will introduce it in New York 
this fall in association with Italian 
Films Export. 


> All things must pass. Crescent 
Amusement Company of Nashville 
announced this week that some time 
next month it will close its Rex 
theatre there, built in 1907 and old- 
est house in the circuit. A reporter 
reports that in front of the theatre, 
inlaid in the pavement, there still 
appear the words “5c Motion Pic- 
tures 5c.” That too passed, some 
time ago. 


> The Japanese do come up with 
original ideas. This one would seem 
to palliate the lot of American film 
companies which have for years had 
to suffer “import quotas.” The 
Japanese Government told Loew’s 
International that MGM’s “Lili” 
was the best picture shown in its 
country during 1953—and that there- 
fore the company may import, over 
its quota, one extra picture. 


> Business conferences between 
New York and Chicago by a two- 
way closed television circuit will 
start shortly on a regular basis, ac- 
cording to Irvin P. Sulds, president 
of Business Television, Inc. The 
new service, using newly developed 
RCA TV cameras, will be called 
Television Conference Call, and 
other cities will be added as the de- 
mand indicates, he said in an ad- 
dress in New York. 


> Television gets blamed—about 75 
per cent worth—in some belated 
statistics from the Department of 
Commerce. It says that much of the 
theatre attendance decrease from 
1950 through 1952 in Great Britain 
was due to television 


> When you build a drive-in, be cer- 
tain it’s all in the same township! 
After spending $90,000 on the 
Morrisville Drive-In theatre, Falls 
Township, Pa., Robert Baronoff dis- 
covered the other day the last four 
rows are in Lower Makefield Town- 
ship. And in Lower Makefield 
Township’s zoning laws, drive-ins 
are illegal, 


> More about censorship: Sharp 
words were spoken in the Ontario 
Legislative Assembly recently on 
the Ontario Censor Board, reputed 
to be one of the most enlightened in 
all North America. One opposition 
member suggested a more rigid cen- 
sorship of films and charged that the 
board had a double standard of cen- 
soring, one for Toronto and one for 
smaller communities. 


> American Broadcasting - Para- 
mount Theatres, through Leonard 
Goldenson, president, Friday re- 
ported to stockholders a _ consoli- 
dated net profit of $8,996,000, which 
includes $4,480,000 from operations, 
and $4,516,000 from capital gains. 
After deducting preferred dividends, 
earnings are equal to $2.14 per com- 
mon share, of which $1 is from 
operations, and the remainder from 
capital gains. Mr. Goldenson said 
theatre income for 1953 was higher 
theatre-by-theatre than in 1952. He 
cited and praised technological de- 
velopments and said more would 
come. He also noted “rebound” in 
television “saturated” areas, with 
customers now returning. 


> The Federation of Motion Picture 
Councils recently formed and meet- 
ing in New York the first three days 
of this week, Wednesday declared 
against legal censorship of motion 
pictures as “un-American in prin- 
ciple.” Mrs. Maxwell M. Williams, 
of Royal Oak, Mich., is president of 
the organization. 
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tar of Warners’ 
maga- 


JACK WEBB, right, 
Dragnet’, receives from ''Time 

zine correspondent John Allen th 
inal painting for the magazine : 


promot 

Krushen, left 

and Harry Balaban 
A. Winikus right, UA national ad-publicity- 


dens at the Roxy theatre, New 


$6 000,000 color by Technicolor film 
Janet Leigh, Robert Wagner 








On the famed Miracle Mile of Hollywood's 


IT'S LARGE 
Wilshire Boulevard, Doris Day's likeness advertises the coming 


of Warners’ CinemaScope musical, ‘Lucky Me'’, in which she 
stars with Robert Cummings and Phil Silvers. 
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THE TREASURY Honors the industry for its assistance in selling $4,300,000,000 in 
Savings Bonds. The scene above is at the Beverly Hills Hotel where 39 citatior 
were handed artists, executives, and studios. The Universal-International contingent 
is seen above. James J. Newman, Treasury official, hands the studio citati 
production vice-president Edward Muhl. Spectators are Russell Johnson, Morri 
by the Herald Weiner, George Sherman, David A. Lipton, George Bole, Joseph Hoffman, William 

SAMUEL GOLDWYN says the film market is Gordon and Archie Herzoff. 

greater than ever, and so is the producer's ee f 

gamble. Mr. Goldwyn was interviewed at his “a 

New York office. See page 20. 


IN ITALY, State Undersecretary for the entertainment i 
Giuseppe Ermini awards Herbert J. Yates, Republic pr 


IN WASHINGTON, Eric A. Johnston, left, Motion Picture Asso- right, the Cross ot the Knight of the Order of the Italiar 
ciation of America president, is given the Brazilian Government's public. Watching is Mrs. Yates. See page 29. 

Order of the Southern Cross, by Ambassador Joao Carlos Muniz. 

The award is for promotion of friendly relations. 


BIRTHDAY, for Albert J. Richard, Paramount News editor, in New 
York. At the staff get-together, below, Ed Cassidy, accounting, 
felicitates his boss. With Mr. Richard at the table are Colonel James 
Buchanan, Bob Denton, Fred Feltinger and Al O'Eth. 


BIRTHDAY, for pro- 
ducer William ‘Bill 
Pine, right, seated. 
Spectators at the 
cake-cutting in Hol- 
lywood are his part- 
ner, William C. 
Thomas, right, and 
his son, Howard. The 
latter recently be- 
came a producer at 
Universal - Interna- 
tional. 
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MGM, PARAMOUNT FILMS 
USE PERSPECTA SOUND 


Single Optical Track Said 
to Compare Very Well to 
Multi-Track Magnetic 


Beginning with MGM’s “Betrayed,” set 
for July release, and Paramount's Vista- 
Vision “White Christmas,” set for fall re- 
lease, all MGM and Paramount films, with 
the exception only of MGM’s CinemaScope 
prints for domestic release, will carry Per- 
specta Stereophonic Sound tracks, Arthur 
M. Loew, president of Loew’s International, 
announced at a New 
York Tuesday. 


press conference in 


Perspecta Sound, announced 
originally some weeks ago for use 
with all MGM CinemaScope prints 
for release abroad, is a single 
optical sound track which can be 
played through the conventional 
single speaker or, in conjunction 
with the Perspecta Sound Inte- 
grator, through three horns. The 
quality of the stereophonic or 
directional sound in the latter 
use compares favorably with mul- 
ti-magnetic track stereophonic 


sound, Mr. Loew told the press. 


A Perspecta Sound integrator currently 
is being installed in the Radio City Music 
Hall in New York. It is expected that this 
equipment will be used in the near future 
to demonstrate the system, perhaps in con- 
junction with the Paramount east coast 
VistaVision demonstration, the date of 
which has not yet been set. 

“Perspecta Sound,” said Mr. Loew, “‘marks 
a milestone in the development of the new 
sound. It is certainly the most practical, 
that 
explorations in the new sound techniques 
produced.” Using the Perspecta 
MGM and Paramount thus 
render unnecessary the making of two dif- 
ferent prints of a picture to take care of 
exhibitors either conventional or 
stereophonic sound. MGM’s domestic Cin- 
emaScope prints will carry four-track mag- 
netic sound, similar to that 
20th-Fox for its CinemaScope 


economical and sensible innovation 
have yet 


sound tracks, 


wishing 


stereophonic 
required by 
films. 


Negotiations Are Reported 
Under Way with Warners 


Mr. Loew introduced C. Robert 
president of Sound, Inc., and 
invented Perspecta Sound, and read a letter 
from Barney Balaban, president of Para- 
mount Pictures, expressing satisfaction on 
the cooperation of the two companies in 
Perspecta Sound. Wrote Mr. Balaban: “It 
hope that this will prove the first 
step in standardizing the 
sound for all the industry.” 


Fine, 


Fine who 


is my 
new ‘dimensional’ 


12 


by the Herald 


ANNOUNCING “PERSPECTA SOUND" in which Loew's International has an interest. 
The scene Tuesday as Arthur Loew, center, Loew's International president, described 
the instrument (shown at the bottom of the page), and the uses to which it may be 
put, and also introduced manufacturer Sherman Fairchild, at his left, and inventor 


C. Robert Fine. 


It is understood that negotiations are 
under way with Warner Brothers for that 
studio’s adoption of Perspecta Sound. A 
deal is expected to be concluded shortly. 
Overseas, MGM’s first Perspecta Sound re- 
lease will be the CinemaScope presentation, 
“Knights of the Round Table,” which opens 
first in Australia as the Easter attraction, 
followed soon after by openings in all the 
major cities of the international market. 
The company is making it obligatory for 
overseas exhibitors to use stereophonic sound 
( Perspecta ) CinemaScope films. 
Otherwise exhibitors may choose how they 


with its 


will play the sound track. 

Of interest to the 
that Perspecta Sound 
optical sound track to which an additional 
signal is added to the “direction” 
and volume emanating from the various 
horns behind the screen. Additional controls 
for auditorium or surround speakers can be 
added if The heart of the system 
is the integrator unit, costing between $800 
and $900 apiece. 


the fact 


single 


exhibitor is 
employs a 


control 


desired. 


The integrator is a box 19 inches wide, 
10% inches high and 13 inches deep. It 
is installed in the booth and has three dials 
which show the sound level carried to the 
three horns. Mr. Loew estimated the cost 
of equipping an average theatre with Per- 
specta Stereophonic sound, including the 
integrator, extra horns, wiring, amplifiers, 
etc., at between $3,000 and $5,000. If the 
theatre already has the necessary horns, he 
pointed out, the would be lessened 
accordingly. 

Some 200 integrator units already have 
been manufactured, said Mr. Loew, and 
currently they are being turned out at the 
rate of 10 a week by the Fairchild Record- 
ing Equipment Company, the first manu- 
facturers of the equipment. Other companies 
are expected to be licensed to make the 
equipment in the near future. 

MGM International Films, Inc., a sub- 
sidiary of Loew’s International, owns 50 per 
cent interest in Fine Sound, Inc., which con- 
trols the Perspecta Sound rights. Studios 
will pay a royalty of $1,000 per picture for 
use of the system, on top of an initial out- 
lay of approximately $1,500 for the equip- 
ment record in  Perspecta 
Sound at the studio. 


UA Sets "Apache" Release 


“Apache,” starring Burt Lancaster and 
Jean Peters in color by Technicolor and the 
first production on the $12,000,000 program 
committed to United Artists by the new 
Hecht-Lancaster organization, will be UA’s 
July 4 release, the company announced. 


cost 


necessary to 
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For Easter... 
20: unfurls the BANNER of 
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GO ss540 74 GLORY! 























| Color by TECHNICOLOR 
In the wonder of STEREOPHONIC SOUND 


YY 


20th Century-Fox presents PRINCE VALIANT” starring JAMES MASON 

JANET LEIGH * ROBERT WAGNER + DEBRA PAGET + STERLING HAYDEN 

Produced by ROBERT L. JACKS * Directed by HENRY HATHAWAY °* 

Screen play by DUDLEY NICHOLS * Color by TECHNICOLOR + Based 
on King Features Syndicate’s “Prince Valiant’’ by Harold Foster 





A limited number of prints will be available for Easter engagements of 
the finest CinemaScope presentation yet offered. It is suggested you 
immediately contact your 20th Century-Fox branch manager. 





SUPERSCOPE COMES EAST 


IN IMPRESSIVE DEBUT 
THE DEMONSTRATION 


Tushinskys Present Lens 
System and Exhibitors 
React Favorably to It 


by VINCENT CANBY 


Two brothers, Joseph and Irving Tushin- 
sky of Hollywood, came to New York this 
week and succeeded in doing that which has 
become increasingly difficult in the last 12- 
month—that is, impress the east coast motion 
picture industry which, like the industry in 
other areas, no longer impresses easily. 

The Tushinskys brought with them Supet 
Scope, a variable anamorphic lens system 
which they demonstrated Monday morning 
at the RKO 86th Street theatre. In the audi- 
ence were some 800 exhibitors, distributors 
ind others, including the trade press. Spe- 
cifically the system consists of these two 


n con ponents: 


@ A variable anamorphic projec- 
tion lens, to retail at $700 a pair, 
compatible with CinemaScope, 
and with which the exhibitor can 
show any anamorphic print in- 
cluding those having ratios rang- 
ing up to 3-to-l. 


@ An optical method of printing 
whereby anamorphic prints can 
be made from standard negatives, 
thus making unnecessary shoot- 
ing with an anamorphic camera 
lens. 


morphic system, “Super- 


demonstrated Wednesday. 


TAKING THE OR- 
DERS after the dem- 
onstration. George 
Dembow, of National 
Screen Service, left. 


FROM Stanley War- 
ner, below: Harry 
Goldberg, Harry Kal- 
mine, and S. H. Fab- 
ian. At the extreme 
right, below, RKO 
Theatres’ Sol 
Schwartz and Albert 
List chat with Dr. Al- 
fred Goldsmith and 
Columbia's Louw 
Weinberg. 


All Photos by the Herald 


u 


Russell Downing and RKO's Leon Bamberger wel- 
] Irving Evans of the comes Louis Schine and 
moet Spas Music Hall with Mar- Donald Schine. 

clips from MGM’s “Knights of the tin Quigley. 


18 


two-hour demonstration, fea- 


fable,’ Walt Disney’s “Fantasia” 

oming RKO films “Sinbad the Sailor,” 

Big Rainbow,” “Susan Slept Here” 

“Silver Lode,” was followed by lunch- 

given for members by Allied States 
pp site pa J@) 


SUPERSCOPE. The device attaches to the 
standard projector lens. It has a ratio-change 
wheel; a pointer and dial to indicate ratios 
achieved; and a fine adjustment /cver. 


14 


TOA CONSIDERS 


Max Hoffman and 
Sperie Perakos of 
New Haven, and 
Walter Reade, Jr., 
TOA president, listen 
to New York circuit 
owner Harold Eskin. 
At the right, Sam 
Roth of Washington 
and TOA's Dick 
Pitts. 


Bernie Lust and Mrs. Lust of Wash- 
ington listen to counsel Herman 
Levy. Below, Albert Pickus, Paul 
Behrke and Maury Miller. 
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Association and Theatre Owners of Amer- 
ica where, it is reported, much enthusiasm 
for the system was expressed. 


@ In the afternoon, Al Lichtman, 
20th Century-Fox distribution di- 
rector, who had attended the Su- 
perScope showing with other 
20th-Fox officials, announced that 
the company would have no ob- 
jections to exhibitors using the 
Tushinsky lens with 20th-Fox 
product. Just so exhibitors 
wouldn’t get the idea 20th-Fox 
had any idea of modifying other 
of its CinemaScope requirements, 
Mr. Lichtman repeated that the 
company would accept “no com- 
promise” on the matter of suit- 
able screens and_ stereophonic 
sound. 


Forecasting an eventual reduction in the 
$1,800 price for a pair of Bausch & Lomb 
CinemaScope projection lenses, Mr. Licht- 
man said he considered the SuperScope lens 
“inferior” and that “there is no substitute 
for the genuine article.” 

The Tushinsky lens was used throughout 
the Monday demonstration. Shown were 
clips from two films photographed with a 
CinemaScope anamorphic lens — MGM’s 
“Knights” and a Disney Swiss travelogue— 
in the 2:55-to-1 ratio. Later the same 
“Knights” scene was shown in a ratio of 
2-to-1, 1:75-to-1 and 1 :33-to-1, from anamor- 
phic prints in those ratios made by the Su- 
perScope optical printing methods. Scenes 
from the RKO releases also were shown in 
the various ratios, with Joseph Tushinsky, 
presiding, stressing the fact that these had 
been filmed in the standard manner but 
printed anamorphically. 

The chief advantage of these anamorphic 
prints, said Mr. Tushinsky, is that the so- 
called “cropping,” necessary for wide screen 
projection, is done in the laboratory. The 
print which is received by the exhibitor, 
occupying the full frame, already is in the 
desired wide ratio so that a standard Acad- 
emy aperture can be used and no light is 
lost in projector “cropping.” 


Cites Clearer Picture, 
Higher Color Definition 


By doing away with the anamorphic cam- 
era lens, he continued, a much clearer pic- 
ture and higher color definition are obtained. 
There “is nothing better than normal 
photography,” he said. Producers wishing 
to utilize SuperScope shoot in the conven- 
tional manner, framing their action so that 
nothing will be lost in cropping top and 
bottom, then have their laboratories do the 
anamorphic printing. The labs, in turn, make 
their arrangements with the Tushinskys who 





ALLIED LISTENS 


eT? we 


AMONG the attentive men 
above are, seated: Ben 
Schlanger; Joseph Shulman, 
Hartford; Sidney Samuelson, 
Philadelphia; Charles Moyer, 
Bethlehem; and Victor Austin, 
East Stroudsburg. At right, 
Joseph Tushinsky as he told 
Allied about ratios, and costs. 
Below, John Fioraventi, Dun- 
nellen, N. J.; Bob Spodick, and 
Leonard Sampson, New Hav- 
en, and Norman Bialek, West- 
port. 


New Jersey Allied leader Wilbur Snaper 
says what he thinks about Superscope and 
the rest of the lenses. With him, Moe Hor- 
witz, Cleveland; J. B. Fishman and Jack 
Post, New Haven. At the left, from Balti- 
more: Aaron Seidler, Bill Brizendine, Sam 
Temple and Ed Kimpel. 


supply special equipment and technicians for ,4¢ ¢he luncheon discussion before 
the job. the Teehtantine. covtend: ue ted a~ 
Thi 2 f makine anz ic prints sey showmen Lou Gold, Newark; 
jitsu of making anarornhic rin Say ign Ee er 
, se aria > Spewak, Cartaret; William J. 
added, also is vitally important in that it  Bgesil, Lodi; F. Rubado, Lyndhurst, 
preserves studios’ vast libraries of “stock” and Dan Scheer, Ridgefield Park. 
shots, making them available for anamorphic , 
features. 
Inventor Tushinsky said he recommended 
(Continued. on page 18) 
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FIRST DATES START SOON FOR A PARAMOUNT 
BIG ONE OF SPECTACULAR SCOPE... <, 














To the other side of the world went famous stars, color-cameras 
and studio technicians to film in unparalleled splendor this story of 
hidden passion and forbidden love. When wild stampeding elephants 
storm a fabulous mansion erected in the depths of the Ceylon 
jungle, showmen will recognize that here is one of the most 
significant boxoffice attractions in many a day... 








SUPERSCOPE 


(¢ nit 





ued from page 15) 
two diffe rent anan orphic prints, 
ratio of 1:75-to-1 and 


allow 


one in a 
in 2-to-l, 


every 


one which 


would practically theatre in 


the country to show anamorphic films—par 


many theatres which now, 
characteristics, are un 

pictures without 
Elaborat- 
that 
country 


full 


screen height. 
ventured a guess 


the 


CinemaScope in_ its 


theatres” in 
of structural lin 


Each Size Print Would 
Have 10% “Tolerance” 


Mr. Tushinsky added that the two 


anamorphic prints 


sizes O! 


each would have a 10 
per cent “tolerance” on either side, meaning 
that they could be 


much 


ratios that 
smaller without noticeable 
the full theatre 
In his introductory remarks, the inventor 
full 


CinemaScope, 


projected in 
bigger or 
distortion, covering range. 


j 


paid credit to 20th Century-Fox and 
latter had fully 

the “millions” 
spent in theatre installation. He also acknowl- 


edged the 


saying the 
‘justified” its existence in 


cooperation which he and _ his 


brother had received from Paramount, say- 
ing that Paramount’s VistaVision, 


filming to 


a Way ol 


obtain a high definition picture, 


was fully compatible with SuperScope and 
suitable for the 


particularly making of ana 


norphic prints 
During the interview, with the demonstra- 


tion scarcely an hour in history, George 


Dembow, vice-president and sales managet 
ol National 


rid 
orid 


wide 


Screen Service, 


appointed 


\ distributor for the SuperScope 


that he already had several 
on him. Harry 
Brandt had ordered 100, Walter Reade The 


ind Wilbur 


] 1 66£ engl”? 
sizeable l orders torced 


Snaper five, among 


] 


1,000 of the have 


lenses already 


been made 


it the Tushinskys’ own plant o1 


the coast and will be ready for delivery in 
Start on the 1,000 
is about to begin and eventually the produc- 


tion rate is to be 1,000 a Mr 


about 45 days second 


ibout month, 
Tushinsky said 


He struck particularly responsive note 
noted that produc- 
will be 


exhibitors, 


for exhibitors when hk 
to utilize 
make 
prints with single 
will be 


mandatory, he 


ers, wishing Super Scope, 
ay uulable to 
track sound. 


optional 


required to 
Stereophonic 
sound and single-track 


said, 


Dorsett Announces Stereo 


Sound Unit for Drive-ins 


The Dorsett Laboratories, Norman, Okla., 
announced this week that 20th Century-Fox 
had three-speaker in-car 
sound unit for use with 20th-Fox’s Cinema- 


approved a new 
Scope productions with stereophonic sound. 
The unit, which is expected to se!l for about 
$14 on a mass production basis, was demon- 
strated earlier this year in Oklahoma City 
and in Hollywood. Triangular-shaped, it is 


by the Herald 


PRESS CONFERENCE. Brothers Joseph and Irving Tushinsky face the press backstage 
at the RKO 86th Street theatre. for an hour of questions about the manufacture, costs, 
and meaning of this latest technical "revolution". 


attached either to the rear-view 
the board. It is 
in plants near the 
Norman late 


schedule l. 


dash being 


Dorsett Laboratories in 


and spring deliveries are 


Gottschalk 


Shows Lens 


First trade demonstration of Super Pana- 
tar, a variable anamorphotic projection lens, 
was held March 24 at the RKO &6th Street 
theatre, New York City. 
veloped by Robert E. Gottschalk and is con- 
trolled by Panavision, Inc., of Hollywood. 
It will be distributed by Radiant Manufac- 
turing Company and is being ground by the 
William L. 
it is announced. 

Mr. Gottschalk explained the 
of the 


This lens was de- 


Mann Company in California, 
advantages 


Super Panatar. To illustrate how 


cartoon material may be expanded without 
objectionable distortion an MGM “Tom and 

Next a 
reel 


Jerry” subject was projected. few 
MGM 
panded to the CinemaScope ratio to point 
out that 
are pictured any distortion is unsatisfactory. 
The demonstration 
from the CinemaScope picture, “Knights of 
the Round Table.” 


It was 


minutes of an travel were €X- 


when humans or familiar objects 


concluded with a reel 


2 


that 3 the 
Super Panatar lenses have been purchased 
International 
theatres 


announced ) pairs of 


by Loew's for installation in 
MGM \lso Columbia is 
acquiring a special optical printing lens de- 
veloped by Panavision. The company is 
working with both MGM and Columbia in 
experiments 


abroad. 


with an anamorphic camera 


lens. The variable anamorphic projection 
lens will be 
weeks. 


in full production within two 
By next month the rate of produc- 
tion is expected to be 50 lenses per day. At 
present the price for a pair of these projec- 
tion lenses is $1,100, although Mr. Gott- 
schalk said that a price reduction would be 
made shortly. 


mirror or 
manufactured 


MGM to Lift 


Film Total to 


26 for Year 


Decision to increase MGM’s 1954 produc- 
tion from 18 to 26 features was announced 
this week Hollywood _ by Dore 
Schary, studio head, following last week’s 
Nicholas M. Schenck, 
president of Loew’s, and other New York 


from 


conferences with 
and studio executives. 

\s a result, Mr. Schary said, seven major 
will be put in production this 
Preparation for other films will be 
speeded, with eight additional pictures added 
to the schedule for subsequent months. 


features 
month. 


Taking part in the studio meetings were 
New York executives Charles C. Moskowitz, 
Charles M. Reagan and Howard Dietz, who 
with Mr. Schenck returned east last week- 
end. Decision to increase production, it was 
said, came with the review of current box 
office returns on current MGM pictures, as 
well as enthusiastic preview reaction to such 
films as “The Student Prince,” 
doon,” ‘Seven Brides for Seven 


‘Briga- 
3rothers,” 
Betrayed” and “Valley of the Kings.” 
Now scheduled for immediate production 
are: “Green Fire,” with Stewart Granger, 
Grace Kelly; ‘““The Last Time I Saw Paris,” 
Elizabeth Taylor, Van Johnson; “Athena,” 
Jane Powell, Edmund Purdom; ‘‘Jupiter’s 
Darling,” Esther Williams and Howard 
Keel; “Deep in My Heart,” Jose Ferrer, 
Helen Traubel; “Many Rivers to Cross,” 
Robert Taylor, Eleanor Parker; “The Glass 


Slipper,” Leslie Caron, Michael Wilding. 


DeMille Picks VistaVision 

Producer Cecil B. DeMille announced in 
Hollywood this week that his next super- 
spectacle, a 


remake of his “Ten Command- 
ments,” will be photographed at Paramount 
in that studio’s newly developed Vista Vision 
process. 
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UA 
STANLEY KRAMER 


CHAMPION, HOME OF THE BRAVE and HIGH NOON 





WITH HIS FIRST PRODUCTION 
SINCE COMPLETING 


“THE CAINE MUTINY” 


“NOT 
AS A STRANGER?” 





The property that re-united this team is destined to 
take its place among the all-time industry greats! So 
tremendous has been its popular appeal that it has 
set the unprecedented record of skyrocketing to the 
No. 1 spot on America’s best-seller lists just 4 weeks 
after publication! A Literary Guild and Readers Digest 
Book Club selection, this inside story of the intimate 
life and loves of a doctor is packed with the kind of 
dynamite that sets off boxoffice fuses! And UA and 
Stanley Kramer are sustaining the novel’s amazing 
popularity with a publicity and advertising campaign 


guaranteed to pay off on celluloid! Watch for more 


news about this important, pre-sold film! 





UA A GREAT PRODUCER...A GREAT PROPERTY... UA 
THE KIND OF GREATNESS YOU CAN EXPECT FROM UA! 








Goldwyn for 
Big Picture 
Scale Rise 


Samuel came out strongly in 
favor of pre-release, advanced admission 
policies for “big” pictures at a weekend 
press New York. The pro- 
ducer, who recently purchased “Guys and 
Dolls” for $1,000,000, took that stand when 
asked to comment on the criticism heaped 
upon the pre-release system in the recent 
report of the Senate Small Business Com- 
mittee. Everything costs more today, Mr. 
Goldwyn argued, and the public is willing to 
pay for a good picture. 

“The only ones squawking are exhibi- 
tors,” he said. “They want the same price 
as 25 years ago,” he charged. 

He stressed his belief that the motion 
picture market today “is greater than ever in 
the history of the business for outstanding 
pictures.” The gamble is greater, however, 
he added. 

As to what 
filming of 


Goldwyn 


interview in 


will be used in the 
and Doils,’” Mr. Goldwyn 
said he will weigh all the systems available. 
Regarding the predicted accent on bigger 
pictures, Mr. Goldwyn forecast the death of 
the double bill and inferior pictures. He 
challenged exhibitors who complain about 
the product shortage to make pictures. 

Asked whether he plans to continue to re- 
lease through RKO Pictures with the buy- 
out of the company by Howard Hughes in 
the offing, he didn’t know at the 
present. Regarding the Production Code, 
Mr. Goldwyn said in response to a question, 
“T’ve said all I have to say about the Code.” 
Further developments, he indicated, will 
await a producers’ conference on the coast. 

Mr. Goldwyn saw an increasing role for 
the independent producer in Hollywood, 
with major producers going in for more unit 
production by independents. 


Talk Standard Product 
At 20th-Fox Meeting 


Plans for the 


system 
“Guys 


said he 


standard 
releases were discussed at a 20th Century- 
Fox meeting last week in New York of 
eastern and central division sales executives. 
Called together by distribution 
Al Lichtman, the sales heads heard reports 
of several top Panoramic Productions, in- 
cluding “The at Red River,” “The 
Gambler From Natchez,” “The Raid,” and 
“Princess cf the Nile,” which were screened 
last week at the home office. Participating 
with Mr. Lichtman in the talks were Charles 
Einfeld, vice-president ; W. C. Gehring, exec- 
utive assistant general sales manager; Alex 
Harrison, western sales manager, and Jack 
Bloom, national circuits representative. 


merchandising of 


director of 


Siege 


Reopen Kaw Theatre 
Theatres has 
Kaw Theatre, Topeka, Kan. It was a second 


¥- ran, ouse, but now will be an “art” theatre. 


* 


Dickinson reopened the 


an 
te 


20 








STARR TO COAST FOR 
QUIGLEY PUBLICATIONS 


Martin Starr has been appointed Holly- 
wood manager, Quigley Publications (Mo- 
tion Picture Herald, Motion Picture Daily, 
Motion Picture and 
Television Almanac, 
Fame). He is presently 
familiarizing _ himself 
with New York home 
office operations and 
will assume his post 
April 5 at the Holly- 
wood Bureau, Yucca- 
Vine Building. 

Mr. Starr has just 
concluded a seven-year 
term of service with 
the Crosley Broadcasting Company as mo- 
tion picture commentator and drama critic 
on Radio Station WINS, where he con- 
ducted nightly a program dealing with mo- 
tion pictures and industry and screen per- 
sonalities. 

He is a past president of Associated 
Motion Picture Advertisers and has had a 
varied experience in industry and daily 
newspaper journalism and as a popular 
magazine feature writer. Over the past two 
decades he has been active in motion pic- 
ture industry affairs and has a wide ac- 
quaintanceship with industry personnel na- 
tionally and in a and New York. 


Martin Starr 


Fox Has 2 
CinemaScope 
Pictures Set 


With “Broken Lance” currently before 
the anamorphic-lensed camera on location at 
Nogales, Ariz., and “The Egyptian,” Darryl 
F, Zanuck’s personal project for 1954, in 
work at the studio, 20th Century-Fox also 
has 10 other major CinemaScope pictures 
in various stages of pre-production plan- 
ning, it was learned in New York the past 
week, 

The films, all to be in color by Techni- 
color, are: “Pink Tights,” to be produced by 
Sol C. Siegel starring Frank Sinatra; “A 
Woman’s World,” produced by Charles 
3rackett, with Clifton Webb; “Jewel of 
Bengal,” produced by Charles Brackett; 

“Daddy Long Legs,” with Fred Astaire and 
Leslie Caron, produced by Sol C. Siegel; 
“The Racers,” Kirk Douglas starring, pro- 
duced by Julian Blaustein; “Prince of Play- 
ers,” with Richard Burton, produced by Sol 
C. Siegel. 

Also Irving Berlin’s “There’s No Busi- 
ness Like Show Business,” with Ethel Mer- 
man, Donald O’Connor, produced by Sol C. 
Siegel; “Desiree,” with Jean Simmons, pro- 
duced by Julian Blaustein; “Saber Tooth,” 
produced from an original by Philip Dunne, 
and “Untamed,” produced by Bert E. Fried- 
lob and William Bacher. 





“Where To Buy Jt” 
MOTIOGRAPH DEALERS 


CALIFORNIA 


LOS ANGELES: B. F. Shearer Company 
1964 S. Vermont Ave. 


SAN FRANCISCO: B. F. Shearer Company 
243 Golden Gate Ave. 


COLORADO 


DENVER: Service Theatre Supply 
2054 _ 


GEORGIA 


Wil-Kin a Supply, 


ATLANTA: 
50 Walton Bt “N. Ww. 


ILLINOIS 


CHICAGO: Gardner Theatre Service, Inc. 
1235 S. Wabash Ave. 


INDIANA 


INDIANAPOLIS: Ger-Bar, Inc. 
‘ . Illinois St. 


1OWA 


DES MOINES: Des Moines Theatre Suppl 
1121 High St. 


KENTUCKY 


LOUISVILLE: Falls City Theatre Equip. 
427 S. Third St. 


LOUISIANA 


NEW ORLEANS: Hodges Theatre Supply Co. 
1309 Cleveland Ave. 


MARYLAND 


BALTIMORE: J. F. Dusman Com wk 
. 25th St. 


MASSACHUSETTS 


BOSTON: Major Theatre ees Corp. 
44 Winchester St. 


MICHIGAN 


GRAND RAPIDS: Ringold Theatre Equi 
106 Michigan St., KN. w. 


MINNESOTA 


MINNEAPOLIS: Frosch Theatre Supply Co. 
1111 Curie Ave. 


MISSOURI 


ST.LOUIS: McCarty Theatre Supely Co. 
3330 Olive St. 


Shreve seamen Supply Co. 


ITY: 
KANSAS C a + 


NEW YORK 


NEW YORK: Joe Hornstein, Inc. 
639 Ninth Ave. 


BUFFALO: Perkins Theatre Supply Co. 
505 Pearl St. 


NORTH CAROLINA 


ARLOTTE: Wil-Kin Theatre Supply 
var: “s a 229 S. Church St. 


OHIO 


CLEVELAND: Ohio Theatre Supply 
2108 Payne Ave. 


OKLAHOMA 


OKLAHOMA CITY: W. R. Howell 
12 S. Walker Ave. 


OREGON 


PORTLAND: B. F. Shearer Company 
1947 NW. Kearney 


PENNSYLVANIA 


PITTSBURGH: Atlas Theatre Supp 
402 p ~ St. 


RTY FORT: Vincent M. Tate 
as ; 1620 Wyoming Ave. 


TENNESSEE 


MEMPHIS: Tri-State a ae pply 
0 S. Second St. 


TEXAS 


Modern Theatre Equipment 


DALLAS: 
1916 Jackson St. 


UTAH 


SALT LAKE CITY: Service a Supply 
E. First So. St. 


WASHINGTON 


SEATTLE: B. F. Shearer Company 
2318 Second Ave. 


WEST VIRGINIA 


CHARLESTON: Charleston Theatre Supply 
506 Lee St 


WISCONSIN 


MILWAUKEE: The Ray Smith Company 
710 W. State St. 





CANADA 


CALGARY, ALB.: — Theatre Supplies 

Film Exchange Bldg. 
MONTREAL, QUE.: Dominion Sound 

4040 St. Catherine . WwW. 
Perkins autte coe. 
1197 Phillips Place 
TORONTO, ONT.: General Theatre Supply Ce. 
861 Bay St. 
VANCOUVER, B.C.: Dominion be 3 2 oe 


=" 
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FLASH! 


THE FIRST DRIVE-IN THEATRE 
INSTALLS APPROVED 


DUAL-SPEAKER IN-CAR 
STEREOPHONIC SOUND 


The 900-Car 
Motor-Vu Drive-In 
Salt Lake City 


(Owned and Operated by ERIC and CARL PETERSON) 


Presents 


“THE ROBE" IN CINEMASCOPE 


on a 102’ x 48’ screen 


Opened March 19 to Capacity Crowd 


with a 


MOTIOGRAPH IN-CAR STEREOPHONIC SOUND SYSTEM 


and 


MOTIOGRAPH AAA PROJECTORS 





THE AUDIENCE ENTHUSIASTICALLY ACCLAIMED TWO-CHANNEL STEREOPHONIC SOUND 





The Installation was Supervised by 


SERVICE THEATRE SUPPLY, INC., Salt Lake City 
MOTIOGRAPH, AND ALTEC SERVICE ENGINEERS 





SENATE GROUP SURPRISE 
IS 60-CENT EXEMPTION 


Industry Elated as It Gets 
a Better Break; “Major” 
Fraction Is Covered 


by J. A. OTTEN 
WASHING 


the admissions tax reduction voted Friday 
} 


TON Kull Senate approval o1 
yy the Senate Finance Committee, was pre 
at midweek by key Senate lead- 
officials of the Coun- 


dicted here 
ers. At the 
of Motion Picture 
nittee started a 


Senate floor: 


same time 
Organizations tax 
drive to hold its 


gains 


on the and in the final House- 


Senate conterence 

The Senate Finance Committee 
Friday voted—effective April 1— 
to exempt from the 20 per cent 
admissions tax all tickets costing 
60 cents or less and to reduce the 
admissions tax to 10 per cent on 
all tickets of more than 60 cents. 
This was even better than 
COMPO had asked: It had 
sought a 50-cent exemption. The 
House-passed excise tax bill cuts 
the tax to 10 per cent on all 
tickets with no exemption. 


Moreover, the Finance Committee heeded 
COMPO that 
the new rate on the higher-priced tickets 
each 10 cents o7 
House bill makes the 
each 10 cents or fraction—no 
ill the fraction. COMPO had 
irgued that the change could be particularly 
sn all 


a second and yoted 


request 


should be one cent for 


major ution. The 


tax apply 
| 


matter how sn 


important for theatres and children’s 
‘porting on the bill, the committee said 

1 the exemption on the lower priced 
“the 
tax constitutes a special hardship in certain 
T he ictio1 


Small Bu 


+ 


ickets because it believed admissions 


was hailed by the Senate 
mittee 


iness Cor which last Aug- 
ust noted that repeal of the tax was “a pru 
dent and necessary step to aid a distressed 
industry.” 
Chairman Millikin (R., Col.), 
to bill up on the Senate 

this and to have it 

passed within several days of its introduc- 
tion. Assuming the bill is not changed on 


the Senate floor, 


said he 


W eek 


a House-Senate conference 


would then be required. 


Compromise Would Decide 
On Additional Relief 


The Finance Committee action virtually 
assures the industry of a cut to at least 10 per 
cent on all tickets, since—barring a last-min- 
ute upset on the Senate floor—this much will 
be contained in both House and Senate bills 
and could not be changed in conference. The 
only question then would be how much addi- 


22 





BUTLER’S VOTE KEY 


IN SENATE GROUP 


WASHINGTON: Senator Butler (R., 
Neb.) will hold the key vote in the 
Senate committee which will have to 
meet with a House committee if and 
when the Senate passes the Finance 
Committee-approved tax reduction 
bill. The conference would be neces- 
sary since the Senate bill offers com- 
plete exemption on tickets of 60 
cents or less while the House bill 
offers only a blanket 10 per cent cut. 
Senate conference committee mem- 
bers known to favor the further re- 
duction are Martin (R., Pa.) and 
George (D., Ga.}, while against it are 
Byrd (D., Va.) and Millikin (R., Colo.), 
leaving Senator Butler with the de- 
ciding vote. 





tional relief should be provided in the way 
of an exemption on lower-priced tickets. 
COMPO spokesmen said they were “ex- 
tremely gratified” by the two-fold Senate 
Committee action and that they were sure it 
would’ give “great comfort to thousands of 


small 


“Temporarily, we're ahead,” 


theatres.” 

said special 
have to 
He added that the tax commit- 
tee is asking exhibitors all over the country 


counsel Robert Coyne. “Now we 
stay ahead.” 
to wire or phone their Senators urging them 
to support the 
version when the bill comes up on the Senate 
floor. 

The exhibitors 
communicate with 


Senate Finance Committee 


urged to 
members of the House 
of Representatives, and to tell the House 
members that they should get behind the 
Senate version. Special attention is being 


also are being 


put on the men who would be House-Senate 


conferees. 


Would Cost Treasury 
$65,000,000 a Year More 


Senator Millikin said it was estimated that 
the exemption of tickets costing less than 60 
cents—it would apply to all admissions and 
not just motion picture theatres—would cost 
the Treasury about $65,000,000 to $70,000,- 
000 a year more than the flat reduction to 
10 per cent in the House bill. Committee 
staff members said the bulk of this 
would be accounted for by motion picture 
theatres, however. 


great 


That a very large number of theatres are 
in the 50 cents to 60 cents admission range 
is indicated by the fact that only a $40,000,- 
000 additional revenue estimated 
for the 50-cent exemption. Thus, the extra 
nine would cost the 


loss was 


cents of exemption 


Treasury an extra $25,000,000 to $30,000,000 
a year. 

Committee staff that 
about .70 per cent of the nation’s approxi- 
mately 17,500 theatres charge under 60 cents 
admission. COMPO estimated that bette 
than 5,000 of the 6,127 theatres now in the 
red were in the under-60 cents bracket. The 


members estimated 


exemption for the lower-priced tickets was 
offered by Sen. Kerr (D., Okla.). 

The Finance Committee also voted to per- 
reduction in the 
idmission tax in the tickets 
bought before April 1 and used after that 
date. This would apply to season tickets or 


mit refunds equal to any 


case of any 


similar plans. 

Meanwhile, COMPO’s 
the tax via an ad campaign in “Editor and 
Publisher,” continued last week with the 
publication of the fourth in the 
signed to “enlighten” the nation’s journal- 
The latest COMPO ad is headlined: 
“We Have Plenty of Customers, But... .” 
It then goes on to explain that theatres are 


calmpaign against 


series de- 


ists. 


compelled to let two out of every customers 
come in free. That, in effect, the ad stated, 
is what the Federal admissions tax really 
amounts to. 


Barnes Says Decree Does Not 


Make Arbitration Mandatory 

WASHINGTON: Assistant Attorney Gen- 
eral Stanley Barnes last week advised Sen- 
chairman of the Senate 


ator Sch: reppel, 


Small Business Committee, that Paramount 
decree provisions arbitration in the 
“permissible rather than 
that, the Department ot 
Justice has no authority “to set a deadline 
an arbitration sys- 
tem,” as \ \lbert 
South Gate, California, exhibitor, in a let- 
ter to Senator Schoeppel. Mr. Barnes, how- 


make 
industry manda- 
tory.” In view of 
for the establishment ot 


proposed by Hanson, a 


ever, pointed out that Eric Johnston, presi- 
dent of the Motion \ssociation of 
America, invited 


Picture 


has industry representa- 


tives again to participate in a conference 
to discuss arbitration. 


Salt Lake Drive-In 

Opens With Dual Sound 
SALT LAKE CITY: The 
theatre to install approved dual speaker in- 
car stereophonic sound, the 900-car Motor- 


first drive-in 


Vu Drive-In, opened a run of “The Robe” 
in CinemaScope March 19. Business was 
capacity. The Motor-Vu, owned and oper- 
ated by Eric and Carl Peterson, has a 
102’ x 48’ screen, and installed a Motio- 
graph In-Car Stereophonic Sound System 
and Motiograph AAA Projectors for the 
projection technique. The installation 
was supervised by Service Theatre Supply, 
Inc., Salt Lake City; Motiograph, and 
Altec Service engineers. 


new 
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Universal is leading the way with 
two single track productions — 


“Taza, Son Of Cochise” and 
“Creature From the Black Lagoon” 
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GOVERNOR OF NEW YORK 
HAS CENSORSHIP BILL 


Measure Defines Words 
in Film License Law to 
Comply with Decision 

ALBANY: The Brydges-Fitzpatrick bill 


defining “immoral” and “incite to crime” 
in the New York State film licensing law 
rests before Governor Dewey as a 30-day 
measure, meaning that he has to sign it or 
veto it in that period. 


The state Senate last Saturday, 
after a sharp debate, passed the 
bill by a vote of 47 to 7, after the 
Assembly had approved it without 
debate by a vote of 140 to 0. Philip 
J. O’Brien, Jr., counsel for the 
Motion Picture Association of 
America, had presented the op- 
position case to Gov. Dewey on 
the day that the Assembly Judi- 
ciary Committee reported the bill 
favorably. 


Senator Earl W. Brydges, Niagara Falls 
Republican, who with Assemblyman James 
A. Fitzpatrick, Plattsburgh Republican, in- 
troduced the companion bills, spoke for the 
proponents in the upper house. Sen. Joseph 
Zaretski, Bronx Democrat, who called the 
measure “the most important of the session,” 
led the opposition. 

Senator Brydges described the bill as 
“an attempt” to meet recent United States 
Supreme Court decisions. 

That court, he explained, had in Burstyn 
vs. Wilson (“The Miracle”), extended to 
motion pictures the freedom of press guar- 
anteed under the First and Fourteenth 
Amendments to the Constitution, while hold- 
ing “sacrilegious” an invalid ground for 
license refusal. The court also ruled in Com- 
mercial Pictures Corp. vs. the Regents (“La 
Ronde’’) that “immoral” was too vague and 
indefinite” in meaning. 


Attempt to Draw Up a 
“Clearly Defined” Statute 


Sen. Brydges continued that the bill, 
“prepared after a good many conferences 
in which a good many able persons parti- 
cipated,” attempt to draw the 
“clearly defined” censorship statute which 
the U.S. Supreme Court had said in “The 
Miracle” case would be valid and to meet 
the court’s objection to “immoral” in the 
New York licensing law. Sen. Brydges 
thought the “incite to crime” clarification 
was the result of the recent Supreme Court 
decision on the Ohio censorship statute. 
Sen. Zaretski, however, declared the court 
did not rule on that as a ground for license 
denial. 

It was declared by Sen. Brydges that 
New York State for many years has had 

" and reasonable” censorship law, 


was an 


a “fair 
under the Board of Regents and its Motion 
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EDITOR PRESENTS 
CENSORSHIP STAND 

The industry's case for self-regu- 
lation es opposed to governmental 
censorship was given by Martin 
Quigley, Jr., editor of The HERALD, 
on the television and radio program, 
"American Forum of the Air" last 
Sunday afternoon. On the forum 
with Mr. Quigley were Dr. Hugh M. 
Flick, director of the Motion Picture 
Division of the New York State De- 
partment of Education, and Ephraim 
S. London, attorney, who carried 
"The Miracle" case to the U. S. 
Supreme Court. The half-hour pro- 
gram was carried by 45 television 
and 94 radio stations of the NBC 
network. 











Picture Division (State Education Dept.). 
He continued that the law is necessary not 
because of pictures produced by responsible 
companies subscribing to the production 
code, but because of foreign made films. The 
latter now comprise “over 50 per cent” of 
the films submitted to the Motion Picture 
Division in the state, Sen. Brydges reported. 
He added that foreign pictures are “vastly” 
increasing; that a number previously denied 
a state seal had re-filed applications in the 
belief “our censorship statute was completely 
destroyed by the U. S. Supreme Court 
decisions.” 

Sen. Brydges had told “the better, the 
responsible elements” in the industry they 
would be wise to support a “fair and reason- 
able” censorship law in this state. He 
warned that without a state censorship law, 
the industry would be subject to all the 
vagaries and inconsistencies of local censor- 
ship throughout the state. The bill’s stand- 
ards and language were contained or in- 
ferred in the Production Code, he said. 


Claims State Has a 
“Perfectly Good” Law 


Sen. Zaretski argued that the state now 
has a “perfectly good censorship law,” one 
barring films which are “obscene, indecent, 
inhuman or incite to crime.” If the bill’s 
supporters ‘“monkeyed” with it, they might 
bring about a U. S. Supreme Court decision 
“outlawing censorship.” 

Stressing the Supreme Court decision in 
the Burstyn case, and its implications, he 
pointed out that it held “sacrilegious” in- 
valid. Yet the Brydges-FitzPatrick bill did 
not eliminate that word from the present 
law. “Immoral” was being defined, although 
Sen. Zaretski insisted the Supreme Court 
had ruled cut the term as too vague. 

“Obscene and indecent” included words 


used in the measure, like “erotic, porno- 
graphic and lewdness,” the Bronx Senator 
declared. He claimed the proponents were 
“trying to give a new meaning to immoral.” 

Pointing to the concurring opinion by 
Justices Douglas and Black in “La Ronde” 
that all prior restraint on motion pictures 
is unconstitutional, Sen. Zaretski cautioned 
the bill’s advocates this might eventually 
become the ruling of the majority. 


Arthur Mts 
Handling of 
Film Code 


ST. LOUIS: Asserting that the industry’s 
Production Code is inadequately adminis- 
tered and sometimes applied in a discrimina- 
tory manner, Edward B. Arthur, general 
manager of Fanchon and Marco—St. Louis 
Amusement Co., last week told the annual 
meeting of the Better Films Council of 
Greater St. Louis that organizations such as 
it should be represented on the P.C.A. 

Mr. Arthur was the first to offer Howard 
Hughes’ “The French Line” without a 
P.C.A. seal a theatre booking. The “major 
religious denominations,” representatives of 
civic groups, exhibitor organization “and 
persons of national or state reputation as 
leaders in their respective communities” also 
should be on the Code Administration, Mr. 
Arthur said. 

An appeals board for Code disputes other 
than the board cf directors of the Motion 
Picture Association of America should be 
constituted, he asserted, and also said: the 
P.C.A. should issue decisions explaining its 
rulings and recommending certain pictures 
for certain audiences; the P.C.A. seal should 
be “dispensed with” because it “is too abso- 
lute’ and “leaves no room for qualifica- 
tions”; P.C.A. rulings should be widely pub- 
licized and provisions should be made so 
those interested in the Code may “meet to 
discuss its operation and make suggestions 
for changes.” 


Dr. Flick to Speak 


Doctor Hugh M. Flick, chief of the New 
York State Censor Board, will address the 
annual meeting of IMPDAA April 6, at a 
luncheon at the Russian Tea Room. Re- 
ports will be heard from the various com- 
mittees of the association. 


Flynn Leaves Warner 

By mutual agreement the contract be- 
tween Warner Bros. and Errol Flynn has 
been terminated, it was announced this week 
by Jack L. Warner, vice-president. 
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Variety Clubs Convention 
Mixes Business With 
Texas Hospitality 


by JAMES D. IVERS 
DALLAS: Basking in the open-handed hos- 
pitality of Texas, more than 500 Variety 
Club barkers added up the philanthropic and 
humanitarian efforts of their local tents in 
the United States and abroad, decided on 
expansion of Variety International activities, 
presented the Annual Humanitarian Award, 
and elected new officers. 

They had fun, too. 

It was the 18th annual convention of 
Variety Clubs International, overflowing 
from Dallas’ Hotel Adolphus, and _ big 
enough to fit its Texas setting. John H. 
Rowley was convention chairman and Dallas 
Tent 17 the host with every officer and 
member of the Big D Tent devoted to seeing 
that the delegates felt at home. 

In the four days of business sessions the 
tent delegates: 


@ Resolved to establish a permanent 
international office in Dallas to coordi- 
nate information and stimulate activ- 
ity among all tents; 


@ Heard with enthusiasm the annual 
Heart Report by Nathan D. Golden, 
chairman of the Heart Committee, 
recording the spending of $2,804,040 
during the past year; 


@ Approved a proposal that the Heart 
reports be put on a calendar year basis 
instead of convention-to-convention ; 


@ Heard retiring chief barker Jack 
Beresin present the 1954 Humanitarian 
Award to Dr. Karl Friedrich Meyer, 
who did the original research which 
led to the development of the polio 
vaccine now being used; 


@ Elected George Hoover of Miami 
Tent 33 new International Chief 
Barker. 


Establishment of the permanent interna- 
tional office in Dallas will be done under 
the present budget allotment for the Inter- 
national and it will be organized by Col. 
William C. McCraw, international executive 
director. 

Highlight of the convention, as always, 
was the reading of the tent-by-tent reports, 
which occupied both business sessions 
Wednesday. Greatly expanded fund raising 
activities and expenditures were reported 
by the tent delegates representing 10,000 
showmen from America and Europe. 

Reports from Boston: (over $400,000 for 
its “Jimmy” Fund); London ($48,000 spent 
mostly for schools for blind children) ; New 
York ($50,000 for its year-old Epilepsy 
Clinic campaign); Toronto (approximately 
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BARKERS ELECT HOOVER. 
HONOR POLIO 





DR. KARL MEYER, above, winner of this 
year's Variety Clubs International Humani- 
tarian Award, has had a distinguished 
career as a pathologist and bacteriologist 
capped by his isolation of a weakened 
strain of polio virus which was developed 
into the infantile paralysis vaccine first ad- 


ministered in quantity last year. Born in 
Basel, Switzerland, Dr. Meyer studied at 
the Universities of Zurich, Bern, Munich, 
Berlin and Paris, and came to the United 
States in 1910, later becoming a natural- 
ized citizen. He has been director of the 
Hooper Foundation for Medical Research 
of the ae of California since 1924. 
He has lectured at most major U. S. uni- 
versities and has been consultant to many 
state and Federal public health agencies. 


$70,000 for its vocational school for handi- 
capped children) ; and Philadelphia ($235,- 
000 for its camp for handicapped children) 
were spotlighted. 

More than 400,000 individuals benefited 
during the year from the total expenditure 
of $2,804,040 by the various tents. 

The tent selected for the annual Heart 
Citation plaque, chosen on the basis of effort 
and usefulness to the community as well as 
on the total moneys raised or spent, was 
Grand Rapids Tent 27, while Omaha Tent 
16 received Honorable Mention. Awards 
were made Thursday night. 

The serious business of Variety — the 
Heart reports and activities—vied with 
Texas’ large ideas of hospitality and en- 
tertainment. Monday was get-together day 
with a cocktail party in the evening. Tues- 
day, the first business session in the morning 
was followed by a civic luncheon and an 
afternoon visit to the 230-acre Boy’s Club 
Ranch supported by the Dallas tent. There 
the Coca Cola Company was host at a chuck 
wagon barbecue. In the evening the Tito 






SCIENTIST 


Guizar show, staged every night in the 
Adolphus Roof Garden for delegates and 
their guests, was supplemented by Morton 


Downey. 

Wednesday there was a luncheon honor- 
ing the international canvasmen and a ladies 
luncheon featuring Robert Stack and Bar 
bara Stanwyck, in from Hollywood for the 
convention. That night the Pepsi-Cola Com- 
pany sponsored a frontier festival at the 
Dallas Fair Grounds. 

At the closing banquet Thursday Chief 
Barker Beresin presented the Humanitarian 
Award to Dr. Meyer; Miss Stanwyck pre- 
sented the individual tent Heart Citation, 
and the speakers included Governor Allan 
Shivers of Col. McCraw Dr. 
Meyer. 


Texas, and 


Hodgson of Chromatic Says 
Color Television Close 


Color television is 
elements in the industry would have the 
American public believe,” Richard Hodgson, 
president of Chromatic Television Labora- 
tories, said in New York Wednesday in an- 
nouncing plans for an expansion of produc- 
tion. Chromatic has developed and licenses 
the Lawrence color TV tube. It is a Para- 
mount Pictures affiliate. Mr. Hodgson said 
Chromatic, which began making grids for 
the tube at its Emeryville, Cal., plant March 
15 at the rate of 25,000 units in about 10 
months, has raised its goal because it be- 


“closer than some 


lieves so much in the imminence of large- 
scale color receiver production. He said 
color television has been retarded by price 
and the small tube; that the 12™%-inch and 
15-inch tubes are obsolete, and that Chro- 
matic is ready to license manufacturers in 
producing 21- and 24-inch tubes. 


Saville Named Head of 


° ° 
SPG Nominating Group 
HOLLYWOOD: Producer Victor Saville 
has been elected chairman of the nominat- 
ing committee of the Screen 
Guild and with his committee will nominate 
candidates for membership on the executive 
board. Mr. Saville has appointed Albert 
Cohen, Fred Kohlmar, Mervyn Le Roy and 
Harry Tugend to serve on his commitee, 
which will select 14 candidates to the board. 
Elections will take place at the annual SPG 
meeting May 3. 


Producers 


Admission Twn Total in 


Year $312,831 ,000 
WASHINGTON: General 
collections in the fiscal year ending last June 
30 dropped to $312,831,000, the Treasury 
reported this week in its annual report for 
the 1953 fiscal year. This compared to $330,- 
816,000 in the previous fiscal year. 


admission tax 








BRITISH FACE 
STUDIO CRISIS 


Lab Stoppage Brings Plan 
to Give 2-Week Notice to 
All Studio Workers 


by PETER BURNUP 


LONDON Members of the 


Film 


agreed to 


British 
Monday 
dismissal notices to all stu- 


Producers Association 


give two weeks’ 
lio employees this Friday unless the labora- 
tory work stoppage has ended by that time. 


It also was agreed to start no new films in 
production, meanwhile 

lalks at the Labour Ministry between the 
Film Laborat ry and 


tion 1 Theatrical 


\ssociation Associa- 


and Cine Technicians 


early this week broke down finally and un- 


nance hands at the plants were 
lay night and beginning Mon 


whole industry 


here entered upon a 


swiftly accelerating running-down 
which, if u cl 


process 


ecked, must inevitably lead to 
omplete shut-dow1 

On Monday Labout 
Monckton agreed to appoint a 


study the dispute and its causes 


Walter 


committee to 


Minister Sir 


At the final talks and in tcken of 
good faith. FLA representatives 
made an offer of improved work- 
ing conditions to certain classes 


of the workers. This was refused 
by the union. Formally asked then 
by the Ministry conciliation off- 
cers whether they were now pre- 
pared to put their claims to test at 
arbitration, union representatives 
replied: No. 

They insisted still “normal negotia- 
ld 10n expressed th 
reference to arbitra 


which would be inter 


encouragement to the employers 
to operate the normal nego- 


‘hinery between the two parties.” 


Laboratories Go Dark 


boratories accordingly go 
neces, in the event of the 


-l, 1,1 ] 
1 none would dare 


wsreeis were processed 


except that they were 
*t this week instead of 
Four of the country’s 

led. British Movie 
by Kay's Laboratories, 
with FLA It is 


planned origin 


1 , 
mhiwation 
unde 


rstood that 
] 


ily to suspend in sv: 


Movietone 
~athy with the others. 
Its directors, however, are aware that in so 
loing they would render themselves liable to 
non-tulfilment of 


ictions tor 


contracts. 
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Immediately the breakdown became known, 
the Rank Organisation gave dismissal notices 
to 30 of its Pinewood Studio work people 
including not only members of ACT but of 
the other two unions, the Electrical Trades 
Union and the National Association of The- 
atrical and Kine Employees. 


New Film in Jeopardy 


The organisation states that the 30 men 
are the first to be affected by the closedown 
of the laboratories which will inevitably hold 
up production in the studios. If there is no 
quick settlement of the dispute, the organ- 
isation further redundancies will 
follow, although every effort will be made to 
them to a minimum. “It will of 
course be :mpossible to begin work on new 
the Rank statement significantly 
concludes. 

Che 
issued no general directive on 
although othe 
working without daily rushes, are known to 


also says, 
restrict 
films,” 
Association to date has 


the matter, 
embarrassed by 


Producers’ 
studios, 
contemplate action in line with Mr. Rank’s. 
“Obviously if a studio is due to complete a 
day or two it will continue with- 

On the 
to start a 


picture in < 
producet 
the 


out rushes. other hand, 


picture in imme- 


diate future would be to do so,” said a 
BFPA spokesman. 


Estimates of the backlog of unreleased pic- 


CTAaZ\ 


tures to distributors’ vaults vary. There is 
a stock of new films in the country to last, 
i and weeks. 


there 


it is said, between three four 


Thus, within a month, will be no new 


West 


will be 


films in London's nd and by the end 


it six weeks there no fresh films to 
see anywhere. 

\CT has already approached the Govern- 
Party friends, to 


forbid the importation of prints made abroad. 


ment, through its Labour 
In any event heavy taxation would be in- 


volved in such a practice. 


Warner Stereo Test 


Warner Brothers’ 
track sound test has been fixed for this com- 
Wednesday at Warner theatre. 
“The Command” screened there for 
half its length with full stereophory, 
mainder on 


stereo versus single 


ing the 
will be 
the re- 
a single optical track. The in- 


tention is to precede “The Command” screen 
ing with the already reported trailer of ex- 
cerpts from the company’s forthcoming Cine 
maScope productions. 

first demonstration 


here of its VistaVision process at the Plaza 


Paramount plans _ the 


theatre in about a month. 


Following the policy inaugurated in the 
ih. S,, “The Desert” will be dis 
tributed here by Walt Disney’s newly formed 
Walt Disney Film 
Ltd., which will concentrate solely on the 
film. 


Living 


company : Distributors, 


Skouras in 
Britain on 
CinemaScope 


LONDON: Spyros Skouras, 20th Century- 
Fox president, discussed with officials of the 
Government’s National Film Finance Cor- 
poration last week the possibility of inde- 
pendent film producers being assisted in the 
production of CinemaScope films here. Mr. 
Skouras, on his visit here, 
conferred with J. Arthur Rank and the lat- 
Davis, 


surprise also 
ter’s managing director, John 
sumably on the stereophonic sound require- 
ment for 20th-Fox CinemaScope presenta- 


pre- 


tions. 

No statement issued by 
following the conference, after which Mr. 
Skouras took off for Paris and home. The 
meeting, however, was described as 
dial.” 

The identity of the independent producers 
in whose behalf Mr. Skouras conferred with 
the N.F.F.C. could not be learned. The 
20th-Fox president is said to have pointed 
out that the American market for British 
films is being reorientated entirely by the 
3ritish- 
made CinemaScope pictures now are guar- 
anteed distribution throughout America’s 
“CinemaScope circuit,” it was indicated. 


was either side 


“cor- 


development of CinemaScope there. 


Mr. Skouras was shown advance reels of 
the CinemaScope Royal tour film, “The 
Flight of the White Heron,” made for Brit 
ish Movietonews. So impressed was he that 


forthwith he appointed Sir Gordon Craig 
Movietonews managing director. 


New Trial ls Ordered in 
Ade!man Trust Suit 


Six major distributors must go on trial 


again in the anti-trust suit by Texas exhibi- 
tor I. B. Adelman, under a ruling of the 
Fifth Circuit Court in New That 
ruling allowed a rehearing for Loew’s and 
RKO, gave dismissed 
them from the 
other 


Orleans. 
judgment and 
action, and then denied the 
distributors’ 


them 
petition for rehearing. 
The defendants had sought rehearing follow- 
ing the court’s reversal of a lower court 


Mr. 


inal complaint listed Texas Interstate and 


ruling favoring them. \delman’s orig- 


Texas Consolidated circuits, but they have 
been dismissed Mr. Adelman 
operates the Delman, Dallas, and the Del- 
Houston. 


from action. 


man, 


U-Il Holds Four-Day Sales 


Meeting in Buenos Aires 
last week 
Latin American sales con- 
\ires, 
performances of the participating branches 
were reviewed, individual opinions aired and 
outlined. 
Americo 


Universal-International con- 


cluded a four-day 


ference in Buenos during which the 


plans for the coming year 
the 
Aboaf, foreign general manager, while Al- 
fred E. Daff, president of Universal-Inter- 
national Films, gave the keynote address. 


were 


Presiding at meeting was 
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RKO Holders 
Accept Offer 
Of Hughes 


DOVER, DEL.: Stockholders of RKO Pic- 
tures at a special meeting last Thursday 
voted to accept the offer of Howard Hughes 
co purchase the company for $23,489,478 in 
cash. 

The meeting also moved to reduce the 
capital of the corporation in the manner pro- 
posed in the proxy statement. Final con- 
summation of the sale, however, will await 
the decision of Chancellor Collins J. Seitz, 
presiding over the minority stockholders suit 
in Wilmington. 

Only one stockholder, Lewis Gilbert, of 
New York City, voiced any disapproval of 
the action and made known his attitude at 
the meeting. James R. Grainger, company 
president, presided. Others of the board 
present for the meeting were Garrett Van 
Wagner, William H. Clark and J. Miller 
Walker. 

Grainger Issues Statement 

At the Mr. 
Grainger issued a statement which said that 
“there were present at the meeting in person 
or by proxy, a total of 3,358,116 shares con- 


conclusion of the meeting 


sisting of 1,262,120 shares owned by How- 
ard Hughes and 2,095,996 shares owned by 
stockholders. Approximately 8,000 
stockholders were represented at the meet- 
Stockholders took action to approve 
the acceptance recommended by the board 
of directors of the offer of Hughes to pur- 
chase all the property and assets of the cor- 
poration $23,489,478 in and to 
authorize the sale of the property and assets 
pursuant to the offer. 

“Stockholders also approved and author- 
ized the reduction of the capital of the cor- 
poration in the manner and to the extent set 
forth in the proxy statement, so as to enable 
stockholders other than Mr. Hughes to re- 
ceive promptly their pro rata share of the 


other 


ing. 


for cash, 


purchase price, consisting of $6 for each 
share tendered for redemption. 
Cite Voting Percentage 

“The affirmative 
ceptance of the offer passed by all 


favor of ac- 
stock- 
holders entitled to vote at the meeting in- 
cluding stock owned by Mr. Hughes 
amounted to approximately 85 per cent of all 
the stock of the corporation issued and out- 
standing and entitled to vote. The affirmative 
vote in favor of the offer 
passed by all stockholders entitled to vote at 
the meeting, exclusive of stock owned by Mr. 
Hughes, amounted to 77 per cent of all the 
stock of the corporation issued and outstand- 
ing and entitled to vote exclusive of stock 
owned by Mr. Hughes. 

“The vote against approving and author- 
izing such matters amounted to less than 
three per cent of the stock issued and out- 
standing and entitled to vote exclusive of 
stock owned by Mr. Hughes.” 


vote in 


acceptance of 
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FILM LIBRARY TO MARK U. A. 
ANNIVERSARY WITH ‘FESTIVAL’ 


At left, Lillian Gish in a scene from "Way Down East," made in 1920. Upper right, 
Douglas Fairbanks tangles with Mary Pickford in "The Taming of the Shrew," released 


in 1929, both by United Artists. 


The Museum of Modern Art Film Library 
in New York will tie in with United Artists’ 
35th anniversary next month with a series 
of public showings April 5 to April 25 of 
21 of the important pictures the company 
has released since 1919. 

Each picture in the ''film festival" will be 
shown one day only, with two performances 
daily, at 3:30 P.M. and at 9:30 P.M. The 
series will be launched with "Way Down 
East" and end with last year's Academy 
Award winner, ‘High Noon." 

Among the pictures to be shown will be: 
"Way Down East" (1920); "Orphans of the 
Storm" (1922); "Isn't Life Wonderful” 
(1923); "Little Lord Fauntleroy" (1921); 
"The Taming of the Shrew" (1929); "Sadie 
Thompson" (1928); "The Story of G. |. 


Joe" (1945); "The Black Pirate’ (1926); 
"The Gaucho" (1927); "The Trespasser’ 
(1929); "The Love of Sunya"™ (1927); "The 
Salvation Hunters’ (1925); "His Majesty 
the American" (1920); ‘Our Daily Bread" 
(1933); "The General" (1927); ‘The Private 
Life of Henry VIII" (1933); “Elephant Boy" 
(1937); "Nothing Sacred" (1937); "Of Mice 
and Men" (1940); “Pygmalion” (1939); 
"High Noon" (1952). 

The anniversary of the company will be 
celebrated in Philadelphia May 5 with a 
testimonial dinner attended by industry 
figures, to be given in honor of the com- 
pany under the sponsorship of Variety 
Club Tent 13 of Philadelphia, it was an- 
nounced by Jay Emanuel, chairman of the 
dinner committee. 





Hold Lippert Pictures 
Meeting in Chicago 


The annual Lippert Pictures sales 
vention held at the Blackstone 
Hotel, Chicago, starting March 27, it 
Arthur Greenblatt, 

Robert L. 
announce the new season’s product to the 
28 Lippert distributors attending the ses- 
sions and Mr. Greenblatt was to head dis- 
cussion of sales policies for the program. 


con- 
was to be 
Was 
announced by general 


sales manager. Lippert was to 


Judge Denies Loew's Plea 
To Dismiss Liberty Suit 


CHICAGO: Denying Loew’s petition for 
dismissal of the Liberty theatre suit, Judge 
Julius Hoffman, of the U. S. District Court, 
this week indicated that he is favorably dis- 
posed towards granting the Liberty its re- 


quest for a preliminary injunction that 


would require Loew’s to license 
old. “split 
ment with Michigan City’s two 
both of 
Theatres. 
charged that the cir 


the Liberty under the 


run theatres, which 
by Indiana-Illinois 
complaint 
and paid “ridiculous” price: 
legedly merely to take such fil 


the Liberty. 


Plagiarism Suit Names 
Wanger Over ''Riot'’ 


A. $3,015,000 plagiarism suit w 


} 


week in New York in Federal 
Walter Wanger, 
Artists Productions, 
Pictures Corp. The suit charges that tl 

film “Riot in Cell Block 11” based on 
material written by Peggy and Walter Mc- 


pro 


( ourt 
producer-directo1 


Inc., and 


Was 


Graw, who write and produce a radio 
gram. 





by WILLIAM R. WEAVER 

Hollywood Editor 

LAST WEEK one of the best kept pacts 
among press, producer and exhibitor in the 
whole history of this sustained a 
small rip that could widen into a tear, ul- 
a split, if no attention were paid 
Everybody knows 


business 


timately 
to it. Rips are like that. 
this. 

The pact referred to was made about 15 
years ago, between the Motion Picture Thea- 
tre Owners of America, representing Ex- 
1 the Association of Motion 
Production 


hibition, ane 


Picture Producers, representing 


and Distribution. 


Press Not Signatory to 
Pact, and Needn’t Be 


ess Was n the pact, 

n’t need to be. And it was so pleased 

hole thing that abided 

extremely rare ex- 

Last week’s 
the exceptions 


h id become a 


t signatory to 
it has 
while. 


neces- 
extended series of 
happy juxta- 
» columnists and 
needn’t be 

situation. 

best in 
f the Smith 
(ane pardon, 
Smith 


which 


Exhibitor 


lays Exhibitor Smith would 
(gag) coming 

Jay attraction 

-harge him, 

1 stuff. They’d 
lumnist’s opin 
a great picture 
it wasn’t mucl 


ud other 


Local Press Was Still 
To Be Heard From 


TeSS to } 


ve heard 


in town hadn't already 


about 


the picture, but there 
whatever of Exhibitor Smith 
that he 
first run picture and 
product 


talk- 


wouldn’t be 


convincing his folks actually had 
brought them in a 
ancient 


wasn't palming off some 


that the columnists 
ing about that 
released for another half-year) had forgot- 
ten all 

This was bad for everybody. 
hurt at the 
distributors 


yndicated (now 


other pictures 


ibout months ago. 
Exhibitors 
That 


less 


were getting box office. 


meant were going to get 


28 


revenue from exhibitors, producers would 
get less from distributors, and so on, relent- 
lessly. And it was bad for columnists, too. 
They were getting flat feet from dashing 
around Southern California in quest of ex- 
clusive first glimpses of “sneak-previewed” 
pictures. 


Set Up a Simple and 
Workable Procedure 


So, to make it easy on everbody, the 
MPTOA, convening in Los Angeles that 
year, came up with a completely common 
sense resolution, and the AMPP, followed 
tacitly by all the other producer bodies, set 
up a simple procedure whereby lay press 
representatives invited to witness previews 
are reminded (in a neat little program nota- 
all invitations) that the picture to 
be previewed is not to be reviewed (other- 
wise than ui trade papers) prior to its local 


t1i0n on 


ypening in each city. 

This extremely simple, sensible and or- 
derly agreement has been observed in spirit 
that 
especially new people, forget 
got there. 


and in letter for so long now some- 


times people, 
t’s there and how it Last week, 
for instance, a young press agent who says 
he never heard what the standing rule was 
] 


based on ripped the pact a little. 


The picture reviewed out of season by 
at least three lay-press guests at a sneak 
is “Knock on Wood,” a Dena Pro- 


Paramount release, 


preview 
production for 
young publicist who didn’t know 
Robert McElwaine 
ind able son of just about the best all-around 
Bob’s a little 
paternal 


ductions 
ind the 

was loaded is earnest 
publicity man in Hollywood. 
big for Papa Don to take over the 
knee, but not too big to listen. 

It was, as stated, a small rip, but it could 
viden into a tear, a rent, a split -by repeti- 
tion and emulation into a total breaching of 
one of the best kept pacts between press, 
producer and exhibitor in the whole history 
of this business. 

The title 
on Wood.” 


again, appropriately, is “Knock 


~- 


DIOS started 
and completed shooting on one 
which wound up the period with an 


THE STI four new pictures 
last week, 
other, 
over-all total of 20 in shooting stage. 

The standout among the new undertakings 
is “Strategic Air which Samuel 
J. Briskin, who hasn’t personally produced 
a picture in a good while, started for Para- 


Command 


mount. It’s going in VistaVision, of course, 
from 


t oO 
to go 


as all Paramount pictures are 
now on, and in color by Technicolor. James 
Stewart and June Allyson, the incomparable 
Mr. Mrs. Glenn Miller of the incom- 


parable “Glenn Miller Story,” head the 


and 


THIS WEEK IN 
PRODUCTION: 


STARTED (4) 


A.A. 
Sons of the Navy 


COLUMBIA 
Black Dakotas 
{Technic olor) U-I 
Nevada Gold 
Technico! r) 


/ 





PARAMOUNT 


Strategic Air Command 
(VistaVision; 
Technicolor) 


COMPLETED (1) 


A.A. 


Desperado 


SHOOTING (20) 


A. A. 

Bowery Boys Mee 
Monster 

COLUMBIA 

Long Gray Lins 
(CinemaSco 


Technicolor) 


CinemaScope; 
ee Technicolor) 


20TH-FOX 


Broken Lance 


eph and H 
Brethren 
CinemaS 

T nNnicn r 


LB =) 
Vera Cruz 
(Hecht-Lancaster; 
Technicolor) 
ng Bull (Frank; 
naS ; color) 


Three for the 


(CinemaS 


Techni 
Na a Pr =) ‘ 
Korea née masci pe 
INDEPENDENT 
S w Creature 
W. Lee Wilder) 
PARAMOUNT 
Big Top (Wa 
VistaVision: 


Briskin cast, and Anthony Mann, the dis- 
tinguished director of the Miller biography, 
is directing. Anybody want more assurance? 
Frank Lovejoy, Barry Sullivan, Bruce Ben- 
nett and Jay C. Flippen are also in it. 
Technicolor is being employed, also, by 
Columbia's Wallace MacDonald for his 
‘he Black Dakotas,” Nazarro 
is directing. Gary Merrill, Wanda Hendrix, 
John Bromfield, Noah Beery, Jr., Richard 
Webb, Clayton Moore are in the cast. 
Neville Brand, the newcomer who led the 
riot in the “Riot in Cell Block 
11,” is before the cameras again, this time 
in “Sons cf the Navy,” which Scott R. Dun- 
lap is producing, and Lesley Selander is 
directing, for Allied Artists. Jan Sterling, 
Robert Arthur, Paul Langton and Walter 
Reed are others in the cast. 
Hunter launched “Nevada Gold’— 
third of the week’s starters going in color 
by Technicolor—for Universal-International, 
with Jesse Hibbs directing Lex Barker, 
Mala Powers, Howard Duff, William 
Demarest and John McIntyre. 


which Ray 


successful 


Ross 
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Yates Fears 
Shortage in 
Stereo Use 


by DR. ARGEO SANTUCCI 


ROME: Republic Pictures’ president, Her- 
bert J. Yates, told a gathering of exhibitors 
here last week that the widespread adoption 
of stereophonic sound could bring about a 
serious shortage of product for small and 
medium-sized theatres. 

Speaking before the Italian Association of 
Exhibitors (AGIS) at its headquarters in 
Rome, Mr. Yates said: “Should the majority 
of first run theatres throughout the world 
install stereophonic sound, the result must 
be that all producers of motion pictures will 
be compelled to adopt sterec yphonic sound, as 
they will not be able to produce good, con- 
ventional scund pictures at present-day costs 
for a limited or split market. 

“This naturally would have a tendency to 
limit the number of conventional pictures 
which would be produced, resulting in a 
shortage of pictures,” he said. 
visit in 


During his 
England before coming here, Mr. 
Yates also spoke of stereophonic sound and 
some of the new techniques in a critcal vein. 
“Until further he reiterated here, 
“all Republic pictures will be produced for 
the conventional screen as well as the wide 


screen.” 


notice,” 


During his Rome the Republic 
head was presented the Cross of the Knight 
of the Order of the Italian Republic by State 
Undersecretary for Show Business, the Hon- 
He also 
was presented a gold medal by the Italian 
film trade press in 
45th anniversary in the industry. 


stay in 


orable Professor Giuseppe Ermini. 


commemoration of his 


Boston Public Library Marks 
Industry's Contributions 


Charles Brackett, president of the Acad- 
emy of Motion Picture Arts and Sciences, 
will be awarded a citation for the motion 
picture industry’s contributions on educa- 
tional and cultural levels at a dinner in 
Boston’s Sheraton-Plaza Hotel April 6. The 
occasion is the Public Library’s 
celebration of its centennial. Invited to at- 
tend the banquet are Eric Johnston, presi- 
dent of the Motion Picture Association of 
America, and the presidents and sales man- 


3oston 


agers of the leading film companies. General 
chairman of the Charles E. 
Kurtzman, north castern division manager 
of Loew’s Theatres. 


occasion is 


"Glass Houses" to Meadow 

“Glass Houses,” a two-reel featurette deal- 
ing with the current problem of juvenile de- 
linquency, has been acquired for distribution 
by Noel Meadow. Arrangement for pre- 
mieres in New York and other cities are 
being made. The film features Jay Jostyn, 
star of the radio serial, “Mr. District At- 
torney.” 
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ASK CONGRESS FOR 


NEWSREEL GALLERIES 


WASHINGTON: Rep. Hagen (R., 
Minn.) has introduced legislation to 
set up special galleries in the House 
and Senate for newsreel cameramen 
and news photographers. Special gal- 
leries are now provided for reporters 
and radio-television workers. Rep. 
Hagen said that "pictorial journalism 
is today one of our most valuable 
means of education and information, 
and the photographic fraternity is en- 
titled to the same privileges as the 
reporters." 





Paramount's 


“Pageant? in 
34 Key Cities 


Some 34 theatres in as many key cities 
throughout the country have been selected 
for the Paramount Pictures pageant March 
29-April 2, with 26 of theatres to 
present the triple-feature product show on 
the first day, A. W. Schwalberg, president 
of Paramount Film Distributing Corp., an- 
nounced last week. 

The pageant is being put on for inde- 
pendent exhibitors, circuit operators, film 


these 


buyers, bookers and representatives of press, 
radio and television to point up Paramount's 
program for providing theatres with an un- 
interrupted top-flight 
maximum box office potential. 

The pictures selected for the Pageant are: 
“Elephant Walk,” in color by Technicolor, 
with Elizabeth Taylor and Dana Andrews; 
Hal Wallis’ “About Mrs. 
Shirley Booth Robert 
“Knock on Wood,” in color by 
with Danny Kaye and Mai Zetterling. The 
latter will play the New York Capitol afte: 
the current “Glenn Miller Story.” 


RKO Signs Multiple 
Deal With Dowling 

A releasing deal has been signed between 
Allan Dowling Pictures and RKO Radio for 
two independent productions, to go befor« 
cameras during the next eight weeks. Of- 
established at Republic 
Studios and both productions will be made 
there. The first, “Night Music,” will co- 
star Linda Darnell and Dan Duryea and 
will go before the camera March 29. The 
second, “The Sea Is A Woman,” will go 
before the cameras May 7. 


"Hans" Set for July 


“Hans Christian Andersen” will be re- 
leased at popular prices July 1 by RKO 
Radio Pictures, Samuel Goldwyn said last 
week. He said the picture lends itself to 
larger screens. 


flow of pictures of 


Leslie,” with 
and 


Technicolor, 


and Ryan, 


fices have been 


Price Rise in 


Hemisphere 
Need: Picker 


Organized efforts are under way in Latin 
and South America to have local govern 
ments recognize existing industry conditions 

and the need of 
increased admission 
Arnold M. 
United Art- 
ists vice-president in 


prices, 


Picker, 


charge of 
distribution 
New York 
week. 


Recently 


roreign 
said in 
this 


returned 
Six week 
through 11 

the 
Hemi- 
sphere, Picker 
stated United 
Artists’ business, as compared with 1952 and 


from a 
tour 
countries in 
Western 
Mr. 


that 


Arnold Picker 


1953, has risen 75 per cent. ‘Comparison 
of the business between the first eight weeks 
of this year and 1953 shows an increase of 
2 . - ”? ‘ 1 

<9 per cent, Che 

Latin America is dynamic,” he 
theatres are 


“New 


and there is much refurbishing of old houses 


he said. economy oO! 
continued. 
being built everywhere 
taking place.” However, there is a “crying 
need” for increased admission prices 
countries, he said 


The United Artists 


scheduled to leave Friday for a two-month 


n most 


vice-president 


was 
tour of European film centers in conjunction 
with the company’s 35th anniversary cele- 
busines 


bration, and other company 


Demonstrate ''Mirra-Scope"’ 
Surfacing for Drive-ins 


“Mirra-Scope,’ a new screen surfacing 


material principally for drive-ins, was to be 
ted March 25-27 at the 
‘aldwell, Virgil 
inventor of the material, annow 


Che l 


\merican 


Terrace 
Odell, the 


demonstré 
drive in, ( Idaho, 
week. 
First 


acting as sale 
1 


Surfacing mater! 
Kan 


agent, also i being demon- 


Products of as ( Ity 1S 


the Heart drive-in 
Mr. Odell 


will be 


strated April 1 at in the 


Kansas City area. said other 


demonstrations arranged upon rt 
quest of exhibitors. Mirra-Scope is 
double the light from 


to be particularly suitable for CinemaScope 


said to 
regular screens and 


and So PD projection at drive ins 


Houser to Hollywood 
Mervin RKO’s 
of advertising, publicity 
under Lieber, RKO’ 
rector of advertising, publicity and « 
tion, will move to Hollywood between May 


Houser, eastern director 


and exploitation 


Perry national di 


x1 loita 


15 and June 1 as executive assistant to Mr. 
Lieber. Mr. Houser has been heading the 
RKO New York for the 
No successor has been named as 
place him. 


office past year. 


vet to 


re- 





People in y & ews 


RKO 


foreign 


Radio 
operations, left 
tour of the 


WALTER BRANSON, general 
manager of all 
New York last 
company’s European offices. He 
‘ompanied by Ropert WOLFF, 
director for RKO in the United Kingdom 


territory 


week for a 
Was ac- 
managing 


Preyser, United Artists vice-presi- 
New York 


five-week 


SEYMOUR 


dent and al counsel, left 


gene! 

for Europe Wednesday on a 

business trip 

F. CRONIN, for many years an ex- 

Theatres, is 
the New York 

McCormick, Inc., consultants 


and governmental re- 


Comerford now 


office of 
lations 
Loraine Car- 


N. J. has left on 


uusiness trip covering Dallas 


president of 


> ‘ 
Boont« nN. 


has been placed in full 


aboratories west coast 


Columbia to 
Ran I3-Week 


Sales Drive 


1 


‘an Up With Columbia” drive 


and liquidation cam- 
iday, and run for 13 weeks 
it was announced by \. 
eral sales manager. The drive 
sales force of the com- 
branche 5. 
ot the drive the com- 
ht pictures available for 
list will be 
which will be concerned 


‘Miss Sadie 


rth: “Salome,” 


lhompson,” 
with Rita 
“It Should 
ou,” starring Judy Holliday and 
\lan 
Ford 
\gain,” 
Milland; “The 


Crawtord. 


nd Stewart Granger: 
“Paratrooper,” with 

it,” with Glenn 
“Let's Do It 
and Ray 


] ~] 


Broderick 


Legion Approves || of 14 
New Productions in Week 

The National 
week reviewed 14 
( lass A, Section I, 


for gener il 


this 
four in 


Legion of Decency 


1 


films, putting 


patronage; seven in 


morally 


Section II, 


30 


morally unobjectionable 
Class A, 


unobjectionable for 


sales, replacing CHARLES Amory who has 
resigned to form a television film distri- 
bution company. 


MicHaEL Havas, RKO Radio Latin Amer- 
returned to his head- 


New York last 


ican supervisor, 


quarters in Mexico from 


week. 


Don HARTMAN, executive producer of Para 
Studio, 
shortly for a month’s trip to 


Holly wood 


New York 


mount will leave 


and Europe. 


Max FELLERMAN has been named vice-pres- 


ident and general manager of Lopert 


Films Distributing Corp. 


Produc- 
\LFRED 


ERNEST PELSON has joined Moulin 


tion Co. 
CROWN, president 


as executive assistant to 

of the company. 
Joun J. SCULLY, district sales manager for 
for the 
shortly 


Universal Pictures past 10 years, 


as resigned and will announce 


his new affiliation. 


Class B, 
In Section I are 


idults, and three in 
jectionable in part for all. 
“Go Man Go.” “The 


>] 499) ang 
Blood and 


morally ob- 
Iron Glove,” “Racing 
Marie.” In Section I] 
Night,” “The Mad 
Story,” “Night 


“Rose 
“Casanova’s Big 


Miami 


are 
Magician,’ “The 
People,” “The Phantom of The Rue Mor- 
gue,” “Prisoner of War” and “My Heart 
Sings.” In Class B are “About Mrs. Leslie,” 
it “tends to create sympathy fo1 
Night,” be- 
cause of “suggestive costuming, dialogue and 
“Duffy of 
“reflects the 


because 
wrong-doing”’: “Beauties of the 
San 


situation” and Quentin,” 


because it acceptibility ot 
dix O! ce.” 


Reverses Master in 


Towne Theatre Case 

CHICAGO Judge W. A. Car ipbell of 
U.S. District Court here has reversed Mas 
ter in Chancery Will Saltiel’s recommenda- 
that the 200 stock in the 
lfowne theatre Milwaukee, held by United 
\rtists be returned to the Towne. Thomas 


McConnell, attorney for the theatre, has not 
will appeal the 


tion shares of 


ated whether or not he 


Nndic 


order. 


$1,700,000 Estate 
Left by Will Hays 


SULLIVAN, IND.: The 


bulk of Will H. 


Hays’ estate, which amounted to $1,700,000, 


will go to his wife, Jessie, and his son, Will, 


Jr., according to his will, which was ad- 


mitted for probate in Sullivan Circuit Court. 


Other bequests, mostly of $5,000 and $1,000. 
went to other relatives and friends of the 


late Mr. Hays. 


Set Theatre 
Exhibition of 
Polo-Lite3-D 


The first public theatre exhibition of the 
Pola-Lite 3-D System, the single strip 3-D 
projection attachment, will take place this 
Wednesday at the Roxy theatre in Detroit 
featuring Universal’s “Creature the 
Black Lagoon,” Al O’Keefe, vice-president 


from 


in charge of distribution for the Pola-Lite 


Company, announced in New York this 
week. 

The print for the showing was specially 
processed for the Pola-Lite system. In 
addition to the black i 


“Lagoon,” Universal now is completing the 


and white prints of 
processing of their ““Taza, Son of Cochise,” 
in color by Technicolor, for exhibition in 
the Pola-Lite single strip 3-D system, said 
Mr. O’Keefe. He added that following the 
Detroit engagement, the company plans to 
hold additional key demonstration in 
several other exchange areas. 

Under Pola-Lite’s sales policy, Mr. 
O’Keefe said, exhibitors can now obtain two 
Pola-Lite 3-D attachments for their theatres 
minimum ofr- 


city 
new 
for $100 cash together with a 


der for 6,000 Pola-Lite 
period of one year. 


3-D glasses over a 


Matthew Fox Enters Pay-TV 
Field with Skiatron 


Matthew 
of Motion Pictures for Television, Inc.., 


Fox, owner and board chairman 


and 
Uni- 


this week announced his en 


formerly executive vice-president of 
versal Pictures, 
try into the “pay-as-you-see” television field, 
rights to 


tel vision 


acquiring the U. S. and worldwide 
the Skiatron 
system. The agreement was signed in New 
York by Mr. Fox and Arthur Levy, presi- 
dent of Skiatron Electronic and Television 
Corporation, which holds the basic patent 
rights. Mr. Fox said he has already taken 
steps to seek Federal Communications Com- 


“subscriber-vision” 


mission approval for start of commercial op- 
erations and has formed an operational com- 
pany, Skiatron TV Corporation, with him- 
self as board chairman and president of the 


new company. 


Baltimore Variety Sets 
Testimonial to Skouras 
3ALTIMORE: 
tical, diplomatic, civic and business digni- 
taries, headed by Maryland Governor Theo- 


\n imposing roster of poli- 


3altimore Mayor 
the dais 


dore R. McKeldin, Jr. and 
Thomas D’Alesandro, will be on 
at the Variety Club of Baltimore testimonial 
president of 


dinner to Spyros P. 


20th Century-Fox. Mr. Skouras was named 
by the Variety Club as “Industry Man of 
the Year.” The event will be held Wednes- 
day, March 31 at the Emerson Hotel. Mr. 
Skouras will receive a special plaque mark- 
ing the occasion “for his courageous and 
vital role in the pioneering and development 


Skouras, 


of CinemaScope.” 
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ALBANY 

A familiar face in a new job: Gus Lampe, 
ex-general manager of Schine Circuit and 
more recently entertainment director for 
Schine Hotels, managing the organization’s 
WPTR here. .. . Three small theatres have 
temporarily closed—Strand and _ Victoria, 
Watertown, and Community, Manchester, 
Vt... . Norman Jackter, Columbia man- 
ager and distributor chairman of Depart- 
ment of Defense’s “The Price of Liberty,” 
is shooting for 220 playdates in the exchange 
area. Alan Iselin’s Auto-Vision, East 
Greenbush, John Gardner’s Turnpike, West- 
mere, and F. Chase Hathaway’s Hoosick, 
No. Hoosick, were the first drive-ins to 
reopen. Fabian’s Mohawk, Colonie and 
John and Peter Marotta’s Carman, Guilder- 
land, were among those scheduled to follow, 
in the Albany zone. 


ATLANTA 


Harold Illing, Jr., has reopened the Illing 
theatre, Oceans Springs, Miss. This theatre 
was built in 1915 by the late E. W. Illing, 
Sf >< - CORWEY,:. 5... Will vote on 
the Sunday movies issue. . . . Bobby Brooks 
has opened the Lake drive-in, Sardis, Miss., 
and R. B. Gooch has opened the Skyview 
drive-in, Savannah, Tenn. Nat Wil- 
liams, Interstate Enterprises, Thomasville, 
Ga., has appointed Robert Fowers as man- 
ager of the Mode and Ritz there 
Seldon has been reelected president of the 
Southeastern Theatre Conference. Fred 
Koch, Jr., is vice-president and Thomas 
Patterson is executive secretary-treasurer. 

Pete Howell, head shipper at Allied 
\rtists, is back after a Florida trip. 
Branch manager Hobbs, same company, 
checked in after a business trip to Florida. 

. . Miss Grace Woodly has returned to 
Columbia Pictures in the booking depart- 
ment. ... Rube Joiner, Joiner Booking Ser- 
vice, is back in Atlanta after a vacation spent 
in Connecticut. 


BALTIMORE 


Hal Colley is the new publicity man for 
the New theatre. . . . Rodney Collier, chief 
barker of the Variety Club and Stanley man- 
ager was at the Variety Convention in 
Dallas. The Variety Club turned over 
to the local March of Dimes $25,000 on be- 
half of the local exhibitors. This represented 
collections in the theatres and was three 
times as much as last year’s collection when 
there were no audience collections. |. . Bob 
Marhenke, former manager of the Water- 
sedge, has announced his candidacy as inde- 
pendent for the House of Delegates from 
Baltimore County. Valter Gettinger is 
doing the booking and buying for the Fox 
Drive-In, Olney, Virginia. . . . John Graul- 
ing, Jr., New Glen projectionist, is recuper- 
ating at home after being in Franklin Square 
Hospital. ... K. B. Duke will start renova- 
tion of the New theatre in Leonardtown 


soon 
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within the next several weeks. While work 
is being done they will reopen the old St. 
Mary’s. Owen Schnepf, Century, back 
from an Atlantic City trip. 


BOSTON 


“The Glenn Miller Story” is holding well 
in its second stanza at the Keith Memorial 
and continues. Viola Berlin, manager 
of the Exeter Street theatre, has added the 
first run showing of “A Queen’s World 
Tour” to the regular program of “Conquest 
of Everest.”. Paul Kessler, manager of 
the Rifkin’s Suffolk theatre, Holyoke, has 
been transferred to the circuit’s Meadow 
Glen drive-in, Medford. Harold Cum- 
mings has returned to the E. M. Loew 
managerial staff at the Riverdale drive-in 
Springfield. . . . Ben Williams, independent 
buyer and booker, is now handling the ac 
count for the Pinehurst drive-in, Billerica. 

Allan MacDonald, assistant manager 
at the Paramount Boston, and his wife are 
receiving congratulations on the birth of a 
son, their third child... . Jack Martin, Re- 
public salesman who was shaken up in an 
auto accident, is back at his desk. . Affil 
iated Theatres Corp. is handling the buying 
and booking for the new Caribou theatre, 
Caribou, Maine, recently built for Clifford 
Morgan. 





WHEN AND WHERE 


March 28-30: Annual convention, Allied 
Theatre Owners of Gulf States, Edge- 


water Gulf Hotel, Edgewater Park, Mi 


April 6-8: Annual convention, Allied Inde- 
pendent Theatre Owners ot Wisconsin 
Hotel Shroeder, Milwaukee. 


April 19-21: Spring convention, Allied The- 
atres of Michigan, Hotel Statler, Detroit. 


May 2-7: Semi-annual convention, Society 
of Motion Picture and Television Engi- 
neers, Statler Hotel, Washington, D. C. 


May 4-5: Annual convention, Allied Theatre 
Owners of lowa, Nebraska and Mid 
Central, Fontanelle Hotel, Omaha. 


May 4-5: Annual convention, Independent 
Theatre Owners of Arkansas, Marion 
Hotel, Little Rock, Arkansas. 


May 10-11: Annual convention, North- 
Central Allied Independent Theatres 
Owners, Nicollet Hotel, Minneapolis. 


June 15-16: Annual spring meeting, Allied 
Theatre Owners of Indiana, South Shore 
Hotel, Lake Wawasee, Ind. 





CLEVELAND 
Crusade for Freedom campaign got off 
start Friday with Harry Bux 
baum substituting for I. J. Schmertz as dis 
tributor chairman at a meeting in 
all distributors represented. 
\brams, exhibitor chairman, was co-chait 
man of the meeting at which the industry 
pledged 100% co-operation. . James Kala 
fat, circuit theatre owner, was elected treas 
urer of the Cleveland Chapter, Reserve off 
cers of the Naval Services. Mrs. Mary 
Schwartz, widow of the — late Ernest 
Schwartz who away on Jan. 28, 
died this week while in Florida with her son 
Robert. Funeral services were held in Cleve 
land Sunday. A daughter, Mrs Eck- 
house of Chicago also survives. . . Sam 
Reichblum is completely remodeling his 
Columbia theatre, East Liverpool. Not 
bert Clark, manager of the Windameet 
theatre, fell and broke his wrist Frat 
Murphy, theatre 
before some 150 
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COLUMBUS 


The Columbus Citizen is polling its read 
ers on whether they favor daylight 
time. Early returns 
margin in favor of more daylight during the 


savings 
indicated a two-to-one 
summer months, The 
spired to run the ballot after Mayor Sensen 
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DENVER 


Robert i. Demshki, city manager for Fox 
Inter-Mountain Theatres, Longmont, Colo., 
has been named manager of the new Cen 
tennial Twin-Screen drive-in, opening 
Denver next month. Murray Lafayette 
United Artists publicity man, has been as 
signed to the exchanges from Denver west 

. James Velde, New York, western divi 
sion manager for United Artists, and Ralph 
Clark, district manager, were in for conter- 
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(Continued from preceding page) 
ences with M. R. Austin branch manager, 
and the two went to Colorado Springs to 
visit Larry Starsmore, president of West- 
land Theatres. . . . The wind has been so 
severe in New Mexico the first months of 
this year that Herb Buschmann, United 
Artists salesman, was forced to have his 
windshield replaced, it being pitted so badly 
by blowing sand. The paint and chrome on 
his 1954 Chevrolet were likewise ruined. 
... Richard Klein, Rapid City, S. D., gen- 
eral manager of the Black Hills Amusement 
Co., is in a Denver hospital undergoing 
treatment. 


BUFFALO 

Sol Schwartz, president of RKO Thea- 
tres and a number of other leading lights 
in the motion picture industry, were to be 
guests at the testimonial dinner Saturday 
in Rochester in honor of Carl S. Hallauer, 
executive vice-president of Bausch & Lomb 
Optical Co. for “outstanding service in civic 
affairs, public service and politics.”. . . Lu- 
cille Panzica, Ann Beals, Alice Schaller and 
Shirley Tomaselli have been elected trus- 
Local F-9, Film Exchange Em- 
ployes and Charles Mancuso is the new ser- 
geant-at-arms. Ray Pashley, Syracuse 
territory salesman for Allied Artists, has 
returned from a vacation trip to the West 
Coast... . Yvonne Schmied, Republic cash- 
ier, announces her engagement to Jack 
Franz of Chicago. The wedding will be held 
in July. ... The Buffalo, Center, Century, 
Lafayette, Paramount and Teck theatres all 
are showing “The Price of Liberty,” the 
documentary film produced by Warner- 
Pathe, Inc., in cooperation with the Depart- 
ment of Defense. 


CHICAGO 

Caroline Wallerstein, wife of Balaban and 
Katz general manager, Dave Wallerstein, is 
continuing on their western vacation despite 
a broken ankle suffered on their second day 
at Sun Valley. Manny Smerling, chief 
barker, and John J. Jones, international rep- 
resentative, are the official delegates from 
Variety Club of Illinois at the annual con- 
vention in Dallas. Other Chicagoans in at- 
tendance include Joe Berenson, Irving Mack, 
and Meyer Stern. Women’s Variety 
Club held a theatre party at the Icecapades 
March 16, with proceeds going to La Rabida 
Jackson Park Sanitarium. ... Mr. & Mrs. 
Robert Flannery, of the White Way Sign 
family, became parents of their second child, 
a boy, named Thomas Brian Flannery... . 
Charles Teitel of the A. Teitel Film Co., 
made a trip to New York to discuss acquir- 
ing territorial distribution on upcoming 
films. Opening of “The Command,’ 
first CinemaScope picture to play the United 
Artists, marked the first time four Cinema- 
Scope productions have been showing in the 
Loop at one time. 


CINCINNATI 


Additional suburbans have installed Cine- 
maScope equipment and currently are show- 
ing “How To Marry A Millionaire,” with 
the bookings at the Ambassador, Covedale, 
Hollywood, Mariemont, Monte Vista and 
Valley. It is reported that quite a number 
of other suburbans either have contracted 
for this type of equipment or are contem- 


tees by 
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SHOWMEN SEE VISTAVISION 


@ SOME OF THE MANY who saw VistaVision at the demonstrations last week at the 


Paramount studio. 


In array are J. L. Lawrence, Salt Lake City exhibitor; Loren L. 


Ryder, head of engineering and recording at Paramount, and one of the hosts to the 
showmen; Al Taylor, the company's Los Angeles branch manager; Kurt Laemmle, 
Laemmle Theatre circuit; Y. Frank Freeman, Paramount studio vice-president; Max 
Laemmle, of the Laemmle circuit; Robert Ableson, Los Angeles Paramount sales 
manager; Lou Berman, the 101 Drive-In theatre, and George A. Smith, Paramount 


western division manager. 





plating installation. . . . “The Glenn Miller 
Story” has caught the fancy of local movie 
patrons, and now is in its fourth week at 
Keith’s theatre. Joseph F. Alexander, 
RKO city manager, was called to New Eng- 
land recently by the death of his uncle... . 
The Cincinnati Variety Club, Tent No. 3, 
“will hold a “Mardi Gras Nite” April 27 
in the club quarters, according to the com- 
mittee consisting of Jules Sein, Robert Hol- 
lebb, Robert Jacobs, Max Marcus and Art 
Van Gelder. The recently-organized 
Ladies’ Auxiliary of the Variety Club will 
stage a spring dinner-dance at the Beverly 
Hills Country Club, May 5. Gloria 
Swanson was here recently making personal 
appearances at the Hall of Mirrors in the 
Netherland Plaza in behalf of fashions bear- 
ing her name and sponsored by a store. 


DETROIT 


Seymour Berman is 
salesman for Columbia. Recent jazz 
concert at the United Detroit Theatre’s 
Broadway-Capitol proved so successful that 
the Regent, another UDT house is trying 
it this week end. ... The police censorship 
board has added Stanly Russell to the staff. 

Lenten season showings of “Martin 
Luther” include the Mack, Uptown and 
Tower, April 7-13 and Calvin in Dearborn, 
April 11-17. . Disney’s “Living Desert” 
closed at the Telenews after six weeks. 
Newsreels and shorts again become the 
policy. Autographiles will revel at the 
Michigan when Charlton Heston opens with 
“The Naked Jungle.” The staff at MGM 
extends sympathy to city manager Lou 
Marks who lost his wife... . Harry Jacob- 
son is the new manager of the Trenton, an 
Associated theatre. Ruby Goldstein is 
back on the job at the Booker T. after 
Harper Hospital surgery. The Cleve- 
land Variety Club gave a testimonial din- 
ner for Irwin Pollard as he left for Detroit 
to become a United Artists salesman. 


the new Michigan 


HARTFORD 


Sal Adorno, Jr., assistant general man- 
ager of M&D Theatres, Middletown, Conn., 
plans a June 1 completion of his $100,000, 
750-car capacity Middletown drive-in, being 
erected some four miles south of the city. 
The drive-in will have no affiliation with 
the M&D interests. Harry F. Shaw, 
division manager, Loew’s Poli-New England 
Theatres, and Mrs. Shaw are on a cruise 
to Panama. ... Frank Lynch, formerly man- 
ager of the Kounaris-Tolis Meriden thea- 
tre, Meriden, Conn., has been named to a 
similar post at the Salem Playhouse, Nau- 
gatuck, Conn. 


INDIANAPOLIS 


The Coloseum of film salesmen will hold 
their big spring dinner and dance at the 
Marott Hotel May 8, president Jack Mea- 
dows announced. .. . A. Hendricks, man- 
ager of the Indiana, gave the Indiana Blind 
School several hundred phonograph records 
collected in a “Glenn Miller Story” promo- 
tion. . . . While “bank night” seems to be 
all right in neighboring Hendricks County, 
Marion County (Indianapolis) prosecutor 
Frank H. Fairchild holds it’s gambling... . 
“The Moon Is Blue” is now in its 24th week 
at Joe Cantor’s Esquire. All Indian- 
apolis area drive-ins are now open for the 
season. Most of them are plugging $1 
chicken dinners. .. . The Rex at Montezuma 
and Virginia at Terre Haute have closed. 

Clair Stucky, Lakeland exhibitor, is 
vacationing at Las Vegas. ...C. F. Mor- 
rison is now buying and booking for the 
West Side Outdoor. 


JACKSONVILLE 
Emory Austin, MGM’s national exploita- 
tion chief in New York, has promoted Jack 
Weiner from the New Orleans office to this 
(Continued on opposite page) 


MOTION PICTURE HERALD, MARCH 27, 1954 





(Continued from opposite page) 

city, where he will head branch manager 
Fred Hull’s promotion programs for the 
area, .. . MGM salesman Charlie Turner 
left on an extended road trip to Miami... . 
T. P. Tidwell, Fox branch manager, re- 
ported that, together with Phil Longdon 
and Bob Stevens, salesmen, he attended a 
southern division meeting in Atlanta which 
ended on an enthusiastic note over the cur- 
rent Fox products available for distribution. 
. . - Carroll Ogburn, Warner branch man- 
ager, was visited by Ollie Williamson, At- 
lanta office manager. . . . Jimmy Hobbs, 
Monogram manager from Atlanta, conferred 
with Harvey Garland and Elmer Hollander 
in Florida State Theatres’ booking office. 
. .. Milton Hansberry is Ed Tanney’s new 
assistant in the Paramount shipping depart- 
ment. . . . Lucille Braselton, Fox film in- 
spectress, returned to work after a serious 
illness. 


KANSAS CITY 


Loew’s Midland presents this week its 
second CinemaScope feature, ‘‘Rose Marie.” 
Prices are slightly advanced. . . .“The Con- 
quest of Everest” is in its second week at 
the Vogue, art cinema. . . .“Julius Caesar” 
is in its tenth week at the Kimo art thea- 
tre. . . .“The Moon Is Blue” is in its sec- 
ond week at the downtown Esquire of the 
Fox Midwest circuit. . . .““Creature from the 
Black Lagoon,” 3-D, was announced as a 
special for a Paramount midnight show 
March 20. ... The Riverside, one of Com- 
monwealth circuit’s drive-ins in Kansas 
City, and the Lakeside reopened March 19 
for the season. . . . Robert Collier, several 
years in theatre management in this area, 
the past year with Consolidated Agencies, 
is manager of the Claco drive-in, recently 
opened for the season. 


LOS ANGELES 


Nick Estrada, who has the buying and 
booking service for the Mexican theatres 
in the territory, has been visiting his wife 
in the hospital... . Jerry Purcell, Columbia 
salesman, is back on the job after vacation- 
ing. Al Blumberg, National Screen 
Service, and his wife, took off for Miami 
Beach for a vacation and also to celebrate 
twenty-seven years of wedded bliss. 
Judy Poynter, who operates a buying and 
booking service, has been assigned the Cine 
Car drive-in theatre in Cypress, Cal. . . 
Lou Obrasky, who has been a salesman for 
the Clasa Mohme office, resigned his posi- 
tion. . . . The long closed Western theatre 
in Los Angeles, will be re-opened shortly 
by Tom Muchmore, who operates the Can- 
oga theatre, Canoga Park, and also the 
Arroyo, Los Angeles. . . . Howard Clark- 
son, manager of the DeAnza, Riverside, has 
passed on. 


MEMPHIS 


Mrs. Frances’ Blankenship, Columbia 
booker, has been elected president of the 
newly-organized Memphis branch of the 
Women of the Motion Picture Industry... . 
Paul Harrington, owner, has closed his Cal- 
vert theatre, Calvert City, Ky., and opened 
his Calvert drive-in for the summer... . 
Sunset drive-in, Selmer, Tenn., and Delta 
drive-in, Osceola, Ark., have opened for the 
summer... . Clayton Tunstill, United Thea- 
tres, Inc., owners of Paramount theatre, 
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Helena, Ark., which was closed after a blast 
in the building next door seriously damaged 
the showhouse six months ago, announces 
repairs are completed and Paramount is 
open again for business. . . . Ned Green, 
Mayfield, Ky., exhibitor, is having a phys- 
ical checkup in a Memphis hospital. 

W. O. Taylor, Uptown, Dresden, Tenn., 
is on a trip to Texas. . . . David Flexer, 
Flexer Theatres, Inc., has started work on 
a new drive-in at New Albany, Miss... . 
Nathan Flexer, owner, announces a new 
25,000 remodeling of his Lake drive-in, 
Waverly, Tenn. 


MIAMI 

Bill Dock of Florida State Theatres is 
promising the full Hollywood treatment for 
the March 3lst world premiere of “Lucky 
Me,” at the Paramount, Beach and Gables. 
Getting acclimated for his personal appear- 
ance’ chores is Phil Silvers, in town at the 
Lord Tarlton. .. . Mary Grayce is the new 
distaff commentator at WTVJ, replacing 
Fran Ratteree who joined the staff of 
WSUN-TV in St. Petersburg... . The Di 
Lido was the scene of a benefit fashion 
show for Variety Children’s Hospital with 
one of the child models, SheriLou Shepherd, 
daughter of Wometco’s Sonny Shepherd. 

. . The Roosevelt, Miami Beach experi- 
mented with a combined stage and film 
show recently. .. . Matty Tylek is a recent 
addition to the Florida State Theatres Art 
shop. 


MILWAUKEE 


Harry Olshan, branch manager at the 
Columbia exchange here, is distributor 
chairman for the Crusade for Freedom. He 
announced the film, “Price of Liberty” 
would be released to the seven theatres 
downtown on a day and date basis, free of 
charge. . . . Joe Woodward is doing the 
buying and booking for the Highway No. 
13 drive-in theatre at Richland Center for 
Vic Manhardt. The theatre is planning on 
reopening for the season in April. . . .The 
Motion Picture Commission of Milwaukee 
passed the picture “French Line.”. . . Many 
out-of-towners were here to attend Variety 
Club’s Saint Patrick’s Party. Among them 
were Sig Goldberg, Wausau, Wisconsin Al- 
lied’s president; John P. Adler, Marshfield ; 
George and Toni Sattler, Iron River, Mich. 


MINNEAPOLIS 


Larry Buck will reopen the Cokato thea- 

tre at Cokato, Minn., about April 1. House 
has been closed about a month. . . . Clyde 
Cutter, booker for Theatre Associates, at- 
tended the graduation of his son from Great 
Lakes, Ill., naval station and vacationed in 
Chicago. Bert Cunnington, booker at 
Universal, had a popular song he wrote 
played on WCCO-TV’s “Music Mart”... . 
Ben Marcus, new Allied president, was in 
from Milwaukee. . . . New grandmother at 
Warners is Ida Shartin, district manager’s 
secretary, whose daughter, Sue, gave birth 
to a baby girl... . M. A. Levy, 20th-Fox 
Midwest district manager, is on a Carribean 
cruise. .. . Television WOSH-TV at Osh- 
kosh, Wis., has gone off the air permanently 
—lack of retail advertising revenue. 
C. J. Dressell, RKO branch manager, was 
in Duluth, Minn., Superior, Wis., and Min- 
nesota’s Iron Range towns working with 
salesman Dick Powers. 


NEW ORLEANS 

Among the industry leaders to speak at 
the Allied Theatre Owners of the Gulf 
States annual convention at the Edgewater 
Gulf Hotel, Edgewater Beach, Miss., Sun- 
day-Monday-Tuesday, are Max Youngstein, 
U.A.; Mike Simons, MGM; Bob Coyne, 
Council of Motion Picture Organization and 
Ben Marcus, National Allied president. . 
Currently vacationing at the Edgewater 
Gulf are Mr. & Mrs. Shirley Booth, owners 
of the Booth theatre, Rich Hill, Mo. f 
Mrs. Lorraine Cass, president of WOM- 
PI’S, and the executive body have urged all 
members to attend the closed meeting which 
is scheduled for Wednesday April 7. 
The Baby Grand, Thibodaux, La., will be 
a dark house effective April 1. It is owned 
by Sydney Harp, who also operates the 
Grand in that city and the Grand, Donald 
sonville, La... . The Joy, Mamou, La., is 
closed temporarily for remodeling and 
equipment conversion. . Gaston J. Du- 
reau, Jr., president of Paramount, Gull 
Theatres, and wife Dixie were in New York 
on a six-day visit and conferences with 
home office executives. On March 24, they 
sailed for LeHavre and a 90-day tour of 
Europe and the British Isles... . The Har- 
vard, Winnsboro, La., has been rechristened 
the American Legion. Eugene Keyes is the 
manager. 


OKLAHOMA CITY 


Reuben H. Williams, 71-year-old retired 
theatre worker, died March 16 at his home 
in Oklahoma City of a heart attack. He 
was, until his retirement six years ago, a 
motion picture projectionist in many of the 
local theatres. He is survived by his wife, 
five daughters, a son, a sister, two brothers, 
14 grandchildren and three great-children. 
... Cooper Foundation Theatres have trans- 
ferred Gecrge Grube as manager from the 
Tower theatre to manager of the Harber 
theatre, and Melvin Jackson from manager 
of the Capitol to manager of the Tower... . 
“Julius Caesar” is now in its third week at 
the Harber. .. . “Hell and High Water,” in 
its third week in Oklahoma City, has been 
moved to the Tower. . . . Gilbert Rounsa- 
ville, manager of the Grand, Dixie, and 
Buckskin theatres at Holdenville, Okla., has 
resigned. He has been manager in Holden- 
ville since September, 1950. His resigna- 
tion will be effective April 1. No successor 
has as yet been named. Clyde L. 
Doughty, theatre owner in Garber, Okla., 
was elected president of the Garber Rotary 
club to succeed Jim Krivohlavek. . . . An 
early morning fire destroyed a drugstore 
and the Delta theatre in downtown Altus, 
Okla., March 14. 


The Centennial p.emiere ot “Night Peo 
ple” at the Orpheum theatre brought in 
(Continued on following page) 
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(Continued from preceding page ) 
nearly $20,000 for the Variety Club’s Heart 
Fund and Omaha Opportunity Center, chief 
barker J. Robert Hoff announced. 3 
Debra Paget, Jeffrey Hunter and Leonard 
Goldstein will be town March 22 in con- 
nection with “Siege at Red River” at the 
Orpheum and saturation bookings through- 
out the lowa-Nebraska territory. . . . The 
Lew Heal estate at Fullerton, Neb., has sold 
the Royal Theatre to Cliff Shearon, Genoa 
exhibitor. Mrs. A. G. Miller, wife of 
Atkinson theatre owner, is improving after 
an operation in Omaha. Gerald Smith 
sold the Rapids theatre at Rock Rapids, Ia., 
to Ray Mellenberndt, who has been man- 
Vernon Wheeler has 
theatre at Allen, 


ager for a year. 
ceased operations at his 


Neb 


PHILADELPHIA 
Schuyler Beattie, brother ot George Beat- 
tie, William Goldman Theatres executive, 
succeeds Elmer Hirth in the circuit’s book- 
ing and buying division. He had been in 
distribution for many . . David E. 
Brodsky, theatre architect, was reelected 
president of the Downtown Hebrew Or- 
phans Home for a fourth consecutive year. 
Cecil Felt announced the closing of his 
Bluebird, but that the house would be op- 
weekends with Spanish pictures 
by other interests. Midweek policy of 
presenting art films was adopted by Bob 
Kilcullen, manager of the Roosevelt, Scran- 
ton, Pa [ri-States Buying and Book- 
ing Service is now handling Joe Lazo’s 
Freeland, Pa... . Francis 

20th Century-Fox 
connected with the Berlo 
Vending Company in an official capacity. 
The Plaza, Reading, Pa., closed. 

Che Roebling Roebling, N. & 
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salesman, won a “Man of 
morable mention award from 
‘The Glenn Miller Story,” 
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PORTLAND 

Many neighborhood theatres are featur- 
ing “budget nite” on Tuesday and Wednes- 
day. .. . Guild theatre manager Marty Fos- 
ter is off to New York for three weeks. ... 


34 





JINGLE BELLS! 


ST. JOHN, N. B.: John Coughlan, 
one of the three partners in the Rex 
theatre, at Tracadie, N. B., has al- 
ready started his preparations for 
mneiing Christmas trees for the 
1954 holiday demand in New Jersey 
and New York. His partners in the 
film theatre are two women, his wife 
and Mrs. Louise Arseneau. 





“The Living Desert” did SRO biz the first 
week at the Guild. . . . Doug Forbes, Ham- 
rick Circuit booker, is in town to confer 
with city manager Marvin Fox... . “French 
Line” will play the Broadway in 2-D in- 
stead of the advertised 3-D. Newly 
promoted western sales manager for RKO, 
Herb MacIntyre visited Mrs. J. J. Parker 
and Tom Walsh, Parker executive. ‘ 
James Velde, United Artists western sales 
manager, is here from NYC; Ralph Clark, 
UA district manager, here from San Fran- 
cisco, and A. J. Sullivan, here from Seattle. 

Dick Newton, manager of the Para- 
mount theatre, had a campaign 
on “Red Garters.” 


PROVIDENCE 


Following along the theme of MGM’s 
30th Anniversary, Bill Trambukis, manager 
of Loew’s State, has had a giant ten-foot 
spectacular lobby display erected that her- 
alds forthcoming attractions. . . . The Pike 
drive-in, located off Louisquisset Pike, 
Cumberland, was the first open-air theatre 
to inaugurate the 1954 Opening 
attractions were “Miss Sadie Thompson,” 
and “Conquest of Cochise.” . The Route 
44 drive-in just missed out being the first 
open-airer in the state to start the new sea- 
son, by one day. . “The Living Desert” 
held for a third week at the Avon Cinema, 
East side art house. . . . During the Lenten 
The Providence Sunday Journal 
has replaced the customary ‘stills’ of current 
attractions at downtown theatres with illus 
trations of religious paintings. 


SAN FRANCISCO 


Sherrill Corwin, president, North Coast 
Theatres, was in town to appoint Robert 
Broadbent city manager of his theatres, the 
Esquire and United Artists. The chain was 
without a city manager since Cinerama took 
over Corwin’s Orpheum. Brand 
stepped up from United Artists assistant to 
replace Broadbent as manager of the Es- 
quire. Max Bercutt, of Warner Bros., 
was in town to set campaign on “Murder 
in Rue Morgue.” Mike Vogel left for 
Denver after a successful campaign on Uni- 
versal’s “Creature from the Black Lagoon.” 
Vogel focused his efforts on teenagers and 
men and opening day lines proved he was 
right. The picture opened in 3-D and very 
solid. Vogel’s campaigns are always ener- 
getic. “The Glenn Miller Story” exploita- 
tion here for the Golden Gate theatre was 
the biggest thing since last December when 
“Cease Fire” stole the spotlight... . Verne 
Taylor has returned to his executive offices 
at Golden State Theatres following illness, 
but he plans to put in short hours for some 
time to come. 


successful 


season. 


Season, 


Creorge 


TORONTO 


Exhibitors and distributors are looking 
for a proportionate return of the license fees 
in Ontario. Their licenses were paid for to 
the end of May, however, March 31 of this 
year, they had to renew their licenses in 
order to conform with the Province of On- 
tario fiscal year. Only one theatre is 
listed in the construction report for January 
of this year. It is valued at $100,000 and was 
in Quebec Province. . . . With eight years 
of lab experience abroad, Arthur Hindrichs 
is now manager of Crawley Films’ labora- 
tory which handles a million feet a year of 
16mm color printing, as well as black and 
white. . . . A 26-minute dramatic short, 
made in Toronto, “The Iron Fence,” has 
been sold to RKO by Gabriel Productions, 
headed by Gabriel Szovertfy. The picture 
which deals with a series of escapes from a 
Communist concentration camp, was made 
entirely in Canada. 


VANCOUVER 

The wife of Frank Soltice, manager of 
the Pines drive-in, Penticton, hospitalized 
for major surgery. . . . On the sick list are 
Jack Senior, Paramount Pictures; Cecil 
Saville of the Park; Bill Myers, Canadian 
Picture Pioneers president, and Wally 
Woolridge, of the Strand. Veteran 
showman Dan Sutherland, has been 
in show business for 40 years, is very ill 
with a heart attack. He is 72 and father 
of Gerry Sutherland, Odeon District man- 
ager for British Columbia. British Co- 
lumbia’s new five per cent sales tax, which 
will become law April 1, is nominally the 
highest in Canada. ... Veteran of 23 years 
in the film business, Fred Leavitt has been 
named manager of the Western Drive-in 
Theatres’ Chinook drive-in near Calgary, 
Alta. He was former manager of the Green 
Acres drive-in at Lethbridge, now a unit 
of Famous Players. Jay Lieberman, 
Odeon supervisor in Edmonton, died fol- 
lowing an emergency operation. He was 
51 and brother of Joe Lieberman, of the 
B & L circuit in Nova Scotia, and Moe 
Liberman, owner of the Rialto, Edmonton, 
and well known lawyer of that town. 
Gordon Sutherland, of the Circle. staff. 
i from a broken leg sustained 


who 


is recovering 
in a fall. 


WASHINGTON 
The Variety Club of Washington will 
sponsor the opening night of the Hollywood 
Ice Revue at the Uline Arena, April 6. Pro- 
ceeds will go to the club’s welfare fund to 
maintain the club’s many charitable projects. 
RKO Keith’s held the “Glenn Miller 
Story” for a fifth week. . Robert Mont- 
gomery was scheduled to speak at the Wom- 
en’s Advertising Club of Washington March 
24. ... John A. Bockhorst, 63, cameraman 
for MGM News of the Day, and a White 
House news photographer, died March 17. 
... The Variety Club Board of Governors 
will meet on April 5. \ representative 
group of Washington showmen will be in 
attendance at the Emerson Hotel in Balti- 
more March 31, for the testimonial dinner 
to Spyros P. Skouras, “Industry Man of 
the Year.” ... J. E. Fontaine, United 
Artists salesman, will be given a testimonial 
cocktail party April 9 in the Willard Ho- 
tel, by his many friends and co-workers in 
the motion picture industry. 
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Columbia 


CRUISIN’ DOWN THE RIVER: Dick Haymes, 
Audrey Totter—Doubled this with “Conquest of 
Cochise” (Col.) which was a good double bill program. 
Made a couple of bucks and the price was O. K., so 
can’t complain. Played Sunday, Monday, Tuesday, 
January 31, February 1, 2.—Biil Brooks, Liberty The- 
atre, Hailey, Idaho. 


5,00 FINGERS OF DR. T., THE: Peter Lind 
Hayes, Mary Healy—This one fell flat on its face. 
Well done, good color, but no draw. More red _ ink 
from Columbia. Played Friday, Saturday, March 5, 
6.—Bill Brooks, Liberty Theatre, Hailey, Idaho. 


FORT TI: George Montgomery, Joan Vohs—Finally 
got one from Columbia that didn’t run us in the red. 
If we break even these days, we are lucky, and that’s 
just what we did on this one. A fan picture with 
good action. You can sure tell it was made for 3-D— 
everything comes at the camera. We played it in 
: Played Friday, Saturday, February 26, 27.— 


Bill Brooks, Liberty Theatre, Hailey, Idaho. 


de Rochemont 


MARTIN LUTHER: Niall MacGinnis—A magni 
ficent picture, one everyone should see. It is superb 
and did excellent business. Played Sunday, Monday, 
Tuesday, February 21, 22, 23—Ken Gorham, Town 
Hall Theatre, Middlebury, Vt. 


Metro-Goldwyn-Mayer 


ARENA: Gig Young, Jean Hagan—A very good 
rodeo picture, lots of action and a good story. Our 
weekend crowd really went for it. We played this in 

3-D, which didn’t seem to add much to the picture. 
Played Friday, Saturday. March 12, 13.—Mike Olienyk, 
Belfield Theatre, Belfield, N. Dak. 


MOGAMBO: Clark Gable, Ava Gardner—This pic- 
ture was certainly everything it was built up to be. 
Those who saw it enjoyed it, but the attendance was 
no better than average, despite all the advertising 
effort put forth. I think Grace Kelly was every bit 
as good as Ava Gardner—she’s wonderful in this! 
Played Sunday, Monday, March 7, 8D. A. Snider, 
West Theatre, George West, Texas. 


PRISONER OF ZENDA: Stewart Granger, Deborah 
Kerr—Color by Technicolor makes this version best to 
date. Cast and well known story brought us capacity 
houses for all performances. This one moves all the 
time and our crowd loved every minute of it. We 
were happy with this outstanding film. Results were 
excellent, although our neighboring towns had already 
nlayed it. MGM loved the takings, our audiences 
threw bouquets--so how cozy can an exhibitor get? 
If you have not played this, where are you hiding 
out? Played Wednesday, Thursday, Friday, Satur- 
day, February 17. 18, 20.—Dave S. Klein, Astra 
Theatre, Kitwa/Nkana, Northern Rhodesia, Africa. 


REMAINS TO BE SEEN: June Allyson, Van John- 
son—A fair picture but not worth what thev charged 
for it. Broke about even on this. Some of the film 
companies can’t seem to understand that business is 
way down in most small towns. Played Sunday, 
Monday, Tuesday. February 21, 22, 23.--Bill Brooks, 
Liberty Theatre, Hailey, Idaho. 


SOMBRERO: Ricardo Montalban, Cyd Charisse—A 
fair picture, but these south of the border films are 
no good for us. The price was too high and we went 
way in the red. Will be glad when we get this type 
of film cleaned up. Played Friday, Saturday, Febru- 
ary 19, 2.—Bill Brooks, Theatre, Hailey, 
Idaho 


Liberty 


Paramount 


BOTANY BAY: Alan Ladd, James Mason—This 
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. the original exhibitors’ reports department, established October 14, 1916. 


in it 


theatremen serve one another with information about the box office performance of 
prodact—providing a service of the exhibitor for the exhibitor. ADDRESS REPORTS 
What the Picture Did for Me, Motion Picture Herald, Rockefeller Center, New York 20. 


picture has been done too much and certainly hope it 
will be the last of this type. Paramount expected the 
name of Ladd to make it a big hit. Played Sunday, 
Monday, March 7, 8—J. C. Balkcom, Gray Theatre, 
Gray, Ga. 


BOTANY BAY: Alan Ladd, James Mason—Ladd 
has been one of our best draws, but he sure let us 
down on this one—way in the red. Played Sunday, 
Monday, Tuesday, February 7, 8, 9.—Bill Brooks, 
Liberty Theatre, Hailey, Idaho. 


FLIGHT TO TANGIER: Joan Fontaine, Jack Pal- 
ance—Very exciting with beautiful Technicolor. Jack 
Palance is certainly one of the Hollywod’s most prom- 
ising stars.—J. C. Balkcom, Gray Theatre, Gray, Ga. 


HERE COME THE GIRLS: Bob Hope, Rosemary 
Clooney, Arlene Dahl—I don’t want him any more, 
you_can have him, he never draws peanuts for me. 
J. C. Balkcom, Gray Theatre, Gray, Ga. 


RED GARTERS: Rosemary Clooney, Jack Carson 
In our college town we did absolutely no business with 
this musical western, but the picture nevertheless is 
very entertaining and enjoyed by those who came to 
see it. I thought the title hurt it considerably in our 
town. Played Sunday, Monday, Tuesday, March 7, 
. 9.—Ken Gorham, Town Hali Theatre, Middlebury, 

t. 


STALAG 17: William Holden, Don Taylor, Robert 
Strauss—Robert Strauss should get the best support- 
ing actor prize of the year as he completely stole the 
show. Bad weather hurt our attendance. A boy from 
Gray was a prisoner in this camp. Certainly one of 
the year’s best attractions. Played Sunday, Monday, 
Seog a 28, March 1.—J. C. Balkcom, Gray Theatre, 
Gray, Ga 


Twentieth Century-Fox 


CALL ME MADAM: 
O’Connor—Call 
money, this film is tops! 


Ethel Merman, Donald 
me anything you like, but for my 
Hats off once again to Fox 
for a wonderful, lively, tune-filled movie. When 
Ethel Merman appears on the screen, well, as you 
say, the joint starts jumping! Sanders singing, Vera 
Ellen and Donald OConnor dancing and those wonder 
ful tunes by Berlin—all this and money, too! My 
entire staff and yours sincerely were singing for weeks 
after, ‘““Money, Money, Money,” and that’s exactly 
what “Call Me Madam” gave us! There were a few 
who did not like this film, but then again, they don’t 
know Berlin’s music, peri They don’t know music. 
Every one of the thirteen tunes from Berlin are hits 
—show me a movie that boasts of this! If any ex- 
hibitor passes this one, I suggest he sell out and buy 
a TV_ set—he’ll probably appreciate that! When 
“Time” devotes a full page to a movie, who are we to 
disagree? Played Sunday, Monday, Tuesday, Wednes 
day, Thursday, Friday, Saturday, January 31, Febru 
ary 1, 2, 3, 4, 5, 6—Dave S. Klein, Astra Theatre, 
Kitwe/Nkana, Northern Rhodesia, Africa. 


CALL OF THE WILD: Clark Gable, Loretta Young 
For us this old one drew better than most of the 
new ones. It’s good to get in the black once in a 
while. Played Wednesday, Thursday, February 10, 11. 
Bill Brooks, Liberty Theatre, Hailey, Idaho. 


INFERNO: Robert Ryan, Rhonda Fleming—I en 
joyed this picture. However, my customers must not 
have because I flopped on this one. Played Sunday, 
Monday, Tuesday. February 28, March 1 Bill 
Brooks, Liberty Theatre, Hailey, Idaho 


INFERNO: Robert Ryan, Rhonda Fleming, William 
Lundigan—This was strictly top-drawer. Technicolor 
beautiful, and Robert Ryan’s survival in the desert is 
worthy of an Oscar. Business slow due to cold weather, 


but the picture is great Played Frid 
February 12, 13.—Mike Olienyk, Belftiel 
field, N. Dak 


MAN ON A TIGHT ROPE: Fredric March, 
Moore—Was scared by this one, so stayed away 
it for a long time, until the price came down. A goo 
picture which keeps you interested right to the et 
Almost broke even on this one. Played Wednesda 
Thursday, March 3, 4.—Bill Brooks, Liberty Theatre 
Hailey, Idaho. 


ROBE, THE: Victor Mature, Jean Simmons, Ricl 
ard Burton—Everybody will agree that this is one 
the greatest stories of our time. Add CinemaScope 
and you have a magnet powerful enough to draw 
them from miles and miles around. We set “The 
Robe”? for a full week, opening on Friday It opene 
weak, but by Tuesday night it became evident that we 
should hold it over a couple more days. After play 
ing to SRO on the second Friday, we again extend« 
the run. Everybody who saw it raved about it 
many saw it two and three times. The run finally 
snded after eleven record-breaking days, any three 
which easily broke existing house records. Sure, t 
installation was expensive, but I’m happy th at w 
were the first around here to go CinemaScope. Con 
gratulations, Fox! Played Friday, Saturday, Sund ‘ 
Monday, Tuesday, Wednesday, Thursday, Friday, Sat 
urday, February 26 through March 6.—Mike Olienyk 
Belfield Theatre, Belfield, N. Dak 


TITANIC: This is a sad but excellent picture 
Maybe it was my late playdate, but I didn’t break 
even on this. Price O.K Played Sunday, Monday 
Tuesday, March 7, 8, 9.—Bill Brooks, Liberty Theatre 
Hailey, Idaho 


United Artists 


JOE LOUIS STORY, THE: Coley 
Edwards—Certainly was a flop here. Thought I had 
a money show, since we have a large Negro popula 
tion, but few came. Played Monday, Tuesday, 

C 


Wednesday, February 15, 16, 17 3alkcom, Gray 
Theatre, 


Gray, Ga. 

SHARK RIVER: Steve Cochran, 
A small town natural—good color, 
lots of tension.—] ( 3alkcom, Gray 
Grey, Ga 


Wallace, James 


Carole Matthews 
excitement and 
Theatre, 


Universal 


SEMINOLE: Rock Hudson, 
cast, nice color and a story that keeps the 
ers happy. What more can you want in 
town? Didn’t pack them in, but gave us nearly aver 
age business for the blood and thunder section of the 
weekly program. Played Friday, Saturday, February 
12, 13.—Bob Walker, Uintah Theatre, Fruita, Colo. 


TUMBLEWEED: Audie Murphy, Lori Nelson 
Audie Murphy is always popular with my customer 
Played Sunday, February 21.—J. (¢ falkcom, Gra 
Theatre, Gray, Ga. 


Barbara Hale—A good 
action lov 
a country 


TUMBLEWEED: Audie Murphy, Lori Nelson—Bus 

ness plenty bad now-a-days. But when they see Audie 
Murphy on the posters outside, make way for a good 
crowd that night. He is a sure-fire draw here. This 
picture has a very good story, color and cast Re 
ceived more good compliments on this one than on any 
I ever played here. Good for all small towns. Thanks 
U. L, for another wonderful western. Played Sunday 
Monday, February 14, 15.—James Hardy, Shoals Thea 
tre, Shoals, Ind. 
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DRIVE-IN EQUIPMENT 


WIDE SC REEN PRESENTATIONS PAY OFF! 
Wide angle lenses and special apertures immediately 
available. Write for details. S. O. S. CINEMA SUP 
PLY CORP., 602 W. 52nd St., New York 19 


USED EQUIPMENT 


COMPLETE BOOTH EQUIPMENT SUITABLE 
for indoor or outdoor theatre consisting of Simplex 
double-bearing rear shutter mechanisms complete with 
Weaver automatic dowser and projection lenses. Sim- 
plex bases, new 3-D magazines, Strong almost new 
high-intensity 'amps, Hertner generator and controls. 
RCA Model MI-1040 sound equipment and parts cab 
inet filled with new spare parts. Steel film cabinets 
and 3-unit ticket Automatic machine. Above equip- 
ment has always been on RCA service and is in 
perfect operating condition. First $1,200 cash takes it 
all. Call or write DAVID SANDLER, care of Thea- 
trecraft Mfg 1878 E. 18th St., Cleveland 14, 
Ohio. Phone FA 1-4958 


BIG SAVINGS ON BIG SCREENS AND LENSES 
at Star! Write us! Pair Simplex-Acme Projectors; 
suprex 50 ampere Lamphouses, RCA rotary stabilizer 
sound, heavy bases, rebuilt, $1,095; Brenkert Enarc 
Lamphouses, rebuilt, $489.50 pair; 3-unit electric Ticket 
Register, rebuilt, $139.50; Century CC Mechanisms, re- 
built, $725 pair; Griswold Splicers, $12.95. What do you 
need? STAR CINEMA SUPPLY, 447 West 52nd St., 
New York 19 





Corp. ; 


PROJECTORS BY DeVRY—REBUILT LIKE NEW 
by S. O. S. from $895. Send for Bulletin DEVPRO. 
Time deals available. S. O. S. CINEMA SUPPLY 
CORP., 602 W. 52nd St., New York 19 


POSITIONS WANTED 


ARE YOU SEEKING CAPABLE, 
manager, well recommended for top operation? 


2779, MOTION PICTURE HERALD 





QUALIFIED 
BOX 


HELP WANTED 





WANTED: EXPERIENCED DRIVE-IN MAN 
agers for New Jersey and Chicago territories. Year- 
round positions open with outstanding circuit. Write, 
stating qualifications and background to ARNOLD 
BERGER, 82 Newbury St., Boston, Mass 


SEATING 





CAN’T BEAT THIS SEAT FOR $4.95! 500 FULL 
upholstered back, boxspring cushion, excellent cond: 
tion. Many more. Send for chair bulletin. S. O. S 
CINEMA SUPPLY CORP., 602 W. 52nd St., New 
York 19 


BOOKS 


“NEW SCREEN TECHNIQUES” — THE NEW 
book that is a “must” for everybody in or connected 
with the motion picture industry—the clearly pre- 
sented, authoritative facts about 3-D, Cinerama, Cine 
maScope and other processes covering production, ex 
hibition and exploitation—contains 26 illustrated arti- 
cles by leading authorities—edited by Martin Quigley, 
Jr. 208 pages. Price $4.50 postpaid. QUIGL 5! BOOK 
SHOP, 1270 Sixth Ave., New York 20, N 





RICHARDSON’S BLUEBOOK OF PROJECTION 
New 8th Edition. Revised to deal with the latest tech 
nical developments in motion picture projection and 
sound, and reorganized to facilitate study and refe1 
ence. Includes a practical discussion of Television 
especially prepared for the instruction of theatre pro 
jectionists, and of new techniques for advancement of 
the art of the motion picture. The standard textbook 
on motion picture projection and sound reproduction 
Invaluable to beginner and expert. Best seller since 
1911. 662 pages, cloth bound, $7.25 postpaid. QUIGLEY 
BOOKSHOP, 1270 Sixth Avenue, New York 20, N. Y 


MOTION PICTURE AND TELEVISION ALMANAC 
the big book about your business—1953-54 edition 
Contains over 12,000 biographies of important motion 
picture personalities. Also all industry statistics. Com- 
plete listing of feature pictures 1944 to date. Order 
your copy today. $5.00, postage included. Send remit- 
tance to QUIGLEY BOOKSHOP, 1270 Sixth Avenue, 
New York 2, N. Y 


THEATRES 


ULTRA MODERN 575 SEAT THEATRE, 5 YEARS 
old, Littlestown, Pa. Only theatre in town, and located 
on main highway. Completely fireproof, finest air 
conditioning. modern all glass doors. Inquire J. S 
BAKER, 911 W. 36th St., Baltimore 11, Md. 
SALE—500-CAR DRIVE-IN) THEATRE, 
wonderful location, prosperous area, 75 miles New 
York City. Gross approximately $100,000, handsome 
net. Price $110,000. BOX 2777, MOTION PICTURE 
HERALD 


BUSINESS BOOSTERS 


FREE BROCHURE DRIVE.-IN, 
tising specialties. PARKHURST 
Lansing 10, Mich. 





FOR 


INDOOR ADVER 
ENTERPRISES. 





New EQUIPMENT 


SAVE ON CARBONS! ALL SIZES MOTORIZED 
carbon savers for angle trim are lamps (Mighty 90 
etc.) $59.50. S. O. S. CINEMA SUPPLY CORP., 602 
W. 52nd St., New York 19 





BIG PANORAMIC SCREENS—LOW _ PRICES! 
All purpose metallic screens 9c sq. ft. Wide angle 
lenses, special apertures immediately available. S. O. S 
CINEMA SUPPLY CORP., 602 W. 52nd St.. New 
York 19. 


STUDIO EQUIPMENT 


HARNESS YOUR EXPERIENCE—SHOOT LOCAL 
newsreels, TV commercials, documentaries. Arrange 
advertising tie-ups with local merchants. Ask for Film 
Production Catalog St-10. S.O.S, CINEMA SUPPLY 
CORP., 602 W. 52nd St., New York 19. 


SERVICES 


CARDS, PROGRAMS, HERALDS. 
CATO SHOW PRINTING CO.. 





WINDOW 
photo- offset printing. 
Cate, . 





Louis Lipstone, Head of 


Paramount Music, Dies 
Lipstone, 61, 
Studio Music 
known music executive, died at his 
home in Hollywood March 18 
illness. Mr Lipstone, 


Louis R. head of the Para 


mount Department and a 
widely 
after a short 
born in Chicago, be- 
gan his career as a violinist in that city and 
later was put in charge of all stage shows 
for Balaban & Katz Theatres. He left that 
position in 1939 when he went to Hollywood 
as director of Paramount’s music activities. 
\s his last assignment he 


scoring of the 


supervised the 
“White Christ 
mas.” His widow and two sons survive. 


forthcoming 


Roger Kennedy 
Roger M. Kennedy, 
ot the In \lliance of 
and Stage Employees, A. F. L 
Detroit March 19 
native of Norwalk, 
tered the motion picture 
jectionist in Columbus in 
the IATSE in 1910 as a 


second vice president 
lheatrical 
died in 
after a long illness. A 
Ohio, Mr. Kennedy en 
industry as a pro 
1906. He joined 


chartcr membet 


ternational 
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and transferred 


1913. 


of Local 194, Indianapolis, 
to Local 199 in Detroit in 


John Albert Collins 


John Albert Collins, 71, prominent theater 
executive of Paragould, Ark., died March 12 
» had lived the past 
vice-president of 


at a local motel where he 
month. Mr. Collins 
Capitol and Majestic 
operated the Capitol and Majestic and Sun 


Was 
Theatres, Inc., which 
set Drive-in at Paragould. He is survived 


by his widow and a son. 


& More Extra-Area Cameras Go 
To Technicolor from Mitchell 


The Mitchell Camera Company last week 
completed and delivered to Technicolor in 
Hollywood six camera-movements capable 
ot photogr iphing in the extra-area-negative 
Vista Vision, 
has six 
Tech 
disclosed, and 
ght more. 


nanner used by Paramount for 
it has been reported. The company 
more camera-movements on order for 
nicolor, a Mitchell executive 
has orders from Paramount for ei 


Name Circus Night Heads 
For Cerebral Palsy Drive 


Edgar F. Luckenbach, Jr., 
Luckenbach Steamship Co., and 
Thomas J. 


owner of the 
Robert B. 
Lipton, 
industry 


Smallwood, president of 
commerce and 


Palsy Circus 


head _ the 
United Cerebral 
opening 


Inc., will 
division of the 
premiere committee for the night 
of the Ringling 
Bailey Circus to be held 
Madison 
by Mrs, 


the committee. 


3rothers and Barnum and 
Wednesday at 
Garden, it was announced 
Stokowski. 

New 
phases of the 


Square 
| Le yp Id 


Prominent 


chairman of 

York busi- 
nessmen from all city’s com- 
merce 
sion heads to aid in the 


and industry will work with the divi 
promotion of the 
vear that the 
night 


event, the second consecutive 
entire proceeds of the 


has been donated to the 


circus opening 
Palsy fund. 


Announce New Screens 

metallic surfaced screens 
“Mirro-Claric’ has 
announced by S. O. S. 


New York. 


\ new line of 


to be known as been 


Cinema Supply Co 
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An International Association of Motion Picture Showmen—Walter Brooks, Director 


The City 95 Moving Out To The Neighborhoods 


EX'T month, the world’s largest con- 

centrated suburban shopping district 

will open at Cross County Center 
in Yonkers, just bevond the New York City 
line. The area, covering 70 acres, will house 
stores, and such as 
John Wanamaker, Oppenheim- 
Collins and others of equal fame. Already, 
the big name stores along Fifth Avenue 
have branch operations in dozens of subur- 
ban shopping areas, throughout the met- 
ropolitan area, extending into Connecticut 
and New Jersey. It’s a new trend, as popu- 
lation shifts for better business advantage, 
with room to grow. 

Currently, the General Foods Corporation 
is moving its executive offices from the 
Grand Central zone, in midtown Manhattan, 
to its new $5,000,0000 headquarters in White 
Plains, on the other end of the old 
muting trek that its employees have observed 
for years. That’s the new idea, and it means 
much to theatre operation and theatre man- 
agers. The J. L. Hudson Store in Detroit, 
one of the largest and certainly the tallest 
department store in the country, nineteen 
floors and four basements, is opening a 
multi-million dollar development beyond the 
parking problems of downtown Detroit, and 
in Washington, we heard: of another such 
community center, on the District Line, 
referred to in the Round Table this week. 
Jacksonville, Florida, where we visited re- 
cently, is said to be growing nine times as 
fast in the suburban areas. 

All this spells something to the neighbor- 
hoods, the new ones and the old ones. It’s 
getting to be more than human patience 
can bear, to commute every day into “the 
City” or to find a place to park in the down- 
town areas, while you shop in your favorite 
stores. Now, there is time and space for 
new theatres in these developments, and 


some 50 will include 


Gimbels, 


conml- 


theatres will come to replace older, outmoded 


houses in areas that are changing with the 
Never be fooled by news of theatre 


times. 
closings, unless you also watch carefully for 
those that are opening on new grounds. 





MAN-SIZED PROMOTION 


Herb Rau, columnist on the Miami Daily 
News, headlines his remarks on the pre- 
miere of United Artists’ 'Beachhead" at 
the Carib, Miami and Miracle theatres, as 
above, with credit to Addie Addison, 
United Artists’ southern field exploiteer, 
who dreamed up the idea. You can read all 
about it on this week's Round Table picture 
page, which tells the story. 

Herb says, "This is an area constantly 
bombarded by two-bit press agent stunts 
usually so asinine they backfire and accom- 
plish a reverse effect. So when a man-sized 
publicity gimmick hits Miami, we doff our 
chapeau, not only to the stunt itself, but to 
the individuals who conceived it. We refer, 
of course, to yesterday's invasion of Miami 
Beach, by the United States Marines." 
The three-theatre, across-Miami premiere, 
constituted metropolitan coverage. 

There's no connection, of course, but we 
regret the closing of the Rivoli theatre, on 
Broadway—"'for lack of product''—how- 
ever briefly, because it gives Broadway a 
black eye, discredits the industry we claim 
so much for in new techniques, and proves 
somewhat conclusively that there are not 
enough new pictures. 





@ CINERAMA in Detroit has rolled up a 
record-breaking gross of $1,500,000 in its 
first 52 weeks at the Music Hall Theatre, 
and Chuck Thurston, HERALD correspond- 
ent, tells us how it was done in a by-line 
story on another page of this week’s Round 
Table. The anniversary .is. something to 
celebrate in more than 
it’s phenominal, at the local level, and sen- 
sational, otherwise. They say that 877,000 
people, or half of the population of Detroit, 
have paid advanced admissions for reserved 
seats, on a legitimate-theatre basis, to estab- 
lish a new measure in show business. 


ways one, because 
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@ ROBERT W. DOWLING, president oi 
City Investing Company, who operate thea 
tres on Times Square with ‘‘a long-cherished 
that theatres 
clean and comfortable as your living room,” 


notion should be as_ pleasant, 


have gone « step further than merely provid 
ing paint and polish in the policy of making 
their houses attractive. Now, they've taken 
out the first 46th Street 
Theatre, where Audrey Hepburn is playing 
to capacity, in her new stage-play, “Ondine” 


seven rows of the 


and have installed luxurious, brocade-cov 


ered, foam-rubber-padded divans, each half 


as wide again as normal seats and deeper 


high, $15.60 pel 


$7.80 per person, including tax 


These love-seats come 
divan, or 
Fewer people are seated in each row, so 
despite the higher price, the gross remains 
about the The 
the divans will be the 113-year old National 
Theatre, in Washington those who 
the plush The 
problem has been solved by 


same. newest house to get 
where 


have money occupy seats 
“segregation” 


the same procedure. 


WN 
@ JACK FOXE, advertising and publicity 


director for Loew’s Theatres in Washington, 
answered our whether his 


CinemaScope screen was curved or flat with 


question as to 


the reminder that Loew’s Capitol had a very 
on short 
flat, “‘so 


large stage, and expected to use it, 


notice—therefore, the screen was 
they could fly it” 
flat in the Radio City Music Hall. 
But Loew’s State Theatre in New 
which a big curved screen 
early in the game, will have to spend $30,000 
to correct their original error. In other 
words, it will cost that much additionally, 
regain the 


exactly as the screen is 


Y ork, 


installed quite 


now, to make 
use of their big stage, which is temporarily 
cluttered with the curved screen and three 
speakers, all of which occupied the stage 
floor with no provision for taking them out 
of the way. Live and learn is a policy that 
applies to both large and small theatres, in 


—Walter Brooks 


arrangements to 


the new techniques. 





**Beachhead”’ 
Established! 


THEY CAPTURED MIAMI BEACH—Sonny Shepherd's Caril 
brave boys from Wometco Theatres, United Artists' expedi- 

tionary staff from the exploitation department in New York, in 0 
and 2) Satan the United States Marines, who landed in force. 


Marine detachment bivouacked in front of the Carib, where 
they have occupied the street and taken possession of the sur- 
rounding area by force of arms, and exploitation. The city 
capitulated without a struggle in the face of superior strategy. 


TECHNICOLOR 


) 7 ™- rank LOVEJOY MARY MURPHY 
Hitting the beach for "Beachhead" ballyhoo, the first assault : 


AACSCHRARTENTEREES VET 
wave oT 


Leathernecks hit the sand in full-scale invasion. € ‘ 
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Police Chief Shepherd, a cousin of Sonny's no doubt, sur- 
renders peacefully to the Marine guard, although that expres- 
ion on his face shows his respect for an invasion by jet and 
helicopter. Tactical maneuvers demonstrated in the Miami 
theatre will be valuable in taking other major cities with similar 
strength, and municipal authorities elsewhere are expected to 
accept the same terms. 


nit secures rain thoroughfare before taking the Carib 
Here they have an assist from ''Miss Beachhead.' 





Brigadier General McHenry, of the United States Marines, 
accepts the hospitality of Harry Kronewitz, manager of the Carib 
theatre, in the gala Miami Beach premiere of the U. A. picture. 
The Leatherneck battalion triggered tremendous publicity bar- 
rage fully covered by military and civilian correspondents. 


TV barrage tells population the city has been taken by 
Marines; Alec Gibson accepts a combat helmet from "Miss 
Beachhead" following occupation of Carib, Miami and Miracle 
theatres in downtown commercial areas. 


Futility of resistance 
to promotion is obvious. 
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ROUND TABLE IN 
> WASHIN GTON 


“Not half a dozen theatres have closed in 
Washington in the last five years,’—so 
Frank Boucher said when we met him for 
lunch at the Variety Club as we were pass- 
ing through, the other day. “Those theatres 
were outmoded, worn-out houses, with no 
great loss to the public or the industry. And 
there are more theatre seats in the area than 
ever before, by 10%,” he says. We respect 
Frank’s opinion and good judgment regard- 
ing theatre business in Washington. He was 
a partner in K-B Theatres, is an aggressive 
showman and has been a member of the 
Round Table for the past twenty-five years. 


Where Everybody Works 
For the Government 


He points out, also, that Washington is 
undergoing a “change of life’—for the first 
time in 24 years, there is a new political 
administration, and it creates a status in 
business that is enough to make changes in 
the personal life and habits of many District 
residents. But picture business continues 
good, and the dollar-volume in downtown 
theatres is higher than ever before. A the- 
atre like Loew’s Capitol, in the Press Club 
building, was never designed for long runs. 
These big theatres were built in an era when 
the bill changed every week, and the seating 
capacity of 3,434 was geared to frequent 
turnover. Nevertheless, when we were there, 
to visit Jack Foxe, at the office where he 
handles advertising and publicity for Loew’s 
Washington theatres, “Knights of the Round 
Table” was finishing its sixth week at the 
Capitol, and other first-runs were doing as 
well, both downtown and neighborhood. 

The political situation has resulted in a 
careful spending policy, both by Government 
and individuals. The savings banks have 
never had such large balances, the public 
shows extreme caution in digging into these 
balances, both in the upper and lower salary 
brackets. And Washington is moving into 
the suburbs. The annual gross of a big 
downtown department store is off 17%, this 
year, but the business in branch stores, out 
at the District Line, and over in Virginia 
and Maryland, is up, almost as much. Folks 
who live permanently in Washington are 
turning “downtown” over to the tourists. 
“Langley Park”—a big development “north 
west”—is costing sixty million dollars and 
includes 100 stores. 


Good Business in District 
Neighborhood Houses 


Business is good in the “art” runs, too. 
“From Here to Eternity” was in its seventh 
month at the Trans-Lux, winding up a rec- 
ord run in the Capitol. “Julius Caesar” is 
in its sixth week at the Dupont, to very 
brisk business, and “Living Desert” (Dis- 
ney) was completing its tenth week at the 
Playhouse. Such runs haven’t been common 
in Washington, even in more “lush” days. 
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K-B’s seven neighborhood houses are doing 
plus business, and Jesse Bernheimer’s four 
theatres, no first runs, are doing well. The 
Morton Gerber circuit of 12 houses, exclu- 
sively colored, and all first-runs for their 
clientele, are doing fine business, along with 
Best Theatres, with five houses catering to 
the Negro audience. Downtown Washington 
is today 47% colored, but Negroes prefer 
their own neighborhood theatres to the 
downtown houses. As one writer put it, “It 
took 113 years to discover segregation at the 
National Theatre, but we only proved that 
Negroes do not particularly want to patron- 
ize a legitimate theatre, at the prices.” 

“The Glenn Miller Story” is in its fourth 
week of phenomenal business at the RKO 
Keith’s theatre, and when we called on Jerry 
Baker, the other morning, he was still talk- 
ing about the business he had with the re- 
issue of “Best Years of Our Lives”—and his 
campaign will be an entry for the special 
Samuel Goldwyn award offered at the end of 
the second quarter, with the Quigley Awards 
judging in New York. “Long, Long Trailer” 
was in its fourth week at Loew’s Palace, and 
to properly appreciate this, you must realize 
that the Palace was built and originally op- 
erated as a “grind” house, on a fast turnover 
policy. Cinerama, in its 19th week at 
Warner’s theatre, is averaging better than 
$18,000 and that is big business. 


Washington Is a Town 
Full of Good Showmen 


It’s always a pleasure to renew old ac- 
quaintance in the city on the bend of the 
Potomac. A good show town, full of good 
showmen, and among them, a few who stand 
out in our Round Table membership as the 
cream of the crop. We can always find old 
friends at the Press Club and the Variety 
Club, and enjoy the evidence of good busi- 
ness, and good businessmen, which is ap- 
parent. But it’s pretty necessary to be a 
showman, down there, as any good politician 
will tell you. We have a lot in common with 
the boys on the hill. —W.B 


Sidney Lust 
Has ‘Scope 
Promotion 


When Sidney B. veteran Washin; 

ton and Maryland installed tl 

largest CinemaScope Wash 
ington Metropolitan area in two of his ac 
neighborhood houses, the Allen Theatre, 
Takoma Park, Md., and the Bethesda, Beth 
Md., with stereophonic sound 
for an engagement of “The 
cided to stage an all-out publicity 
motion campaign to let folks know 


Lust, 
exhibitor, 


screens in the 


esda, along 


Robe,” he de 
and pro 
about it. 

It was a double-barreled 
voted partially to the revolutionary Cinema 
and the 52 
(probably the largest in any 1000-seat neigh 
borhood theatres in America), and partly 
to the feature film. 

The Bethesda 
front. 


campaign, de 


Scope process foot screens 


excellence of the 
was decked out with an 
soth theatres used 
space in the Washington dailies, and 
ads in all county papers. The big 
got special press notices from all Washing 
and county ran 
mats. than 


elaborate extra 
special 
screens 
ton drama critics, 
advance 


35,000 heralds were 


papers 
and scene More 
distributed over 
and cross-plug trailers were 
Lust Theatres. 


stories 
a wide 
area, used in 
the other 

Letters were sent to more than 100 clergy- 
Prince and 
Md., requesting their 
“The to thei 
them announced the 


men in Georges Montgomery 
assistance in 


flocks. A 


playdate Ss 


Counties, 
publicizing 
majority of 
pulpits, and 
the engagement in their 
Mr. Lust then obtained permission from the 


Robe” 


a number mentioned 


printed bulletins. 


from their 


superintendent of schools in the two coun 
ties for principals to let students participate 
in special school matinees, and to publiciz: 
the film in the schools. 

were dis 
thou 
distrib 


school 


heralds 
addition, 


thousand 
classrooms. In 


Twenty-five 
tributed in 
sands of reduced rate 
uted to and 
students in Montgomery 
nearby District of Columbia schools, as 
as at the University of Maryland 
Parochial 


coupons were 
junior high 
County and in 


senior 


well 
and sev 


eral schools. 


Cars lined up, waiting for darkness, at Sidney Lust's Hillside Drive-In, outside of Wash- 
ington, D. C., one unit of the group of eleven theatres and drive-ins operated by this 
enterprising showman, just over the district line, in Maryland and Virginia. 


954 
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**The Secret Conclave” 
Has Church Support 


naturals’ 


distributo1 


One ot the 

} + whihi 7. | 
one that exnibitor and 
making at I. F. E 
band 


pray for—i ll in the 
Releasing rp., and the 
wagon ; pretty 

The movi is “The 
atization of the life of 


booking 
rowded 
Secret Co1 
clave,” a film dran 
X, with Vidon playing 
the starring part of the revered Pontiff who 
lied at the start of Worid War |] The filn 
made with Vatican 
into English by I. F. E. in New 
| ul Italian. 


I 


Pope Piux Henry 


, 

approval, was dubbed 
' 

York fro 

e-president in charg+ 


Ir., vic -preside nt 


Releas 
osennield, 
publicity and ex 


advertising, 


decided on a careful cours 


the picturs 
Test Runs Win Support 


[To obtain review ind to establish 
lamental support “The Secret Conclave” 
ym the Church and lay organization ] 

was booked into the Bryant 

a stay of several 

Around the first of th 
ccumulation of publicity 
press and t rshalling 
gal izational 
Valentine 


the Skouras 


10.000 tickets 


t 


1 ann unced 
“The secret { on 
with « 


In May. 


a saint, 


1 a 
take piace 


Church Interest Mounts 


{ 


ourse, will continu 
nonization 
iin itterw 1, with shown 
ntage ol the > timeliness. 
r 
basiieni 
Pheatre three other mayor ¢ 
vagement with extraordinat 
showmanship campaign Not only are t 
with fat box-ofh 


1 1 1 
returns t le \ il ning pricele Ss Lor 


ill for 


opinion 


industry, 1 
In Denvet ly, it is reported by M1 
Jacon, an y effective 
launched by Robert W 


the Fox In 


campaign Was 


pre side nt 


] 
pelig, | 


poration, 


Pius X First Pope Canonized 
in Two Hundred Years 


ABOVE: THE NEWS STORY WHICH 
ELECTRIFIED THE WORLD! 


RIGHT: GREAT ACTOR HENRY VIDON 
1H HES IMMORTAL PORTRAYAL 
OF PIUS X! 


BERR) VIDON a: POPE PIUS"X we tne cornet 
erected eerie Learpell 4 Canta Protection 


a AMERICAN LANONASE FILM ine CFE 





Sample of the pressbook ads prepared by 
I.F.E. for the American showing of "The 
Secret Conclave" along lines which will win 
acceptance by church authorities, and their 
full cooperation. 


Little 
unusual 


“Conclave” with ‘The 


Don ( anillo.” as 


Coupling 
World of 
feature 
olics, Selig 
Archbishop, the Knights of Colun 
bus, Catholic War Veterans, L: Guild 


ind the Superintendent of parochi 


double of special interest to Cath 


secured the cooperation of thi 
Denver 
idies 
il schools 
These organizations participated in an all 
out promotion and ticket-selling campaign 
with a percentage of advance tickets going 
to the Guild. Special student matinees wer: 
letter 
Denver Catholic 


heduled twice daily. A from the 


\rchbishop, printed in the 
Register and distributed on herald reprints 
to the churches, plus strong editorial and 


advertising religious and 


regular press and parochial school tie-ins, 


support in the 


resulted in a two-week engagement at the 
Esquire ‘Theatre. 

Spurred by the success of this run, Inter- 
is booking “The Secret Conclave’ 
Theatres and ar 
for a 


mountain 


into all of its Colorado 


now being made 


run in the company’s 


rangemenis are 
all-out firsi 
principal Salt Lake City 
play-offs throughout Utah. 

\nother outstandingly successful engage- 
ment for * Conclave” is reported by the Hays 
Theatre in St. Cloud, Minn., which racked 
up a gross equivalent to top 10-day business 
i recent 


similar 
showplace with 


on Hollywood product during its 


nine-day run of the picture. 


Credit for the campaign which produced 
new attendance records for the theatre, was 
given by the Minnesota Amusement Co. to 
Division Manager Woodrow Praught, City 
Manager Ray Konewko and Hays Theatre 
Manager Stuart Murray. 

Following up approval 
Chancery office, the trio tied in with the 
St. Cloud Deanery Councils of Men and 
Women. A price scale was adopted which 
permitted a portion of each ticket to go to 
fund. The specially set up 
promotion 


from the local 


the Councils’ 
theatre and 
distributed 


committee of the 
30,000 benefit 
cards and other 


Councils over 


coupons, heralds, window 
promotion material. 

The circuit then made up a blueprint of 
the entire campaign, setting forth a step- 
by-step record of what had been done, so 
that 


through ihe 


Plan for May Dates 


the same success could be repeated 


entire circuit. 


In Springfield, Illinois, the Esquire Thea- 
tre launched its campaign with an invitation 
screening for priests, nuns and_ parochial 
school teachers and their guests a full month 
before playdate. This garnered good news- 
paper publicity and won the enthusiastic co- 
operation of the church leaders. 

\n added gimmick in this campaign was 
contest among the 
schools for the 
adults, 


class and 


the inauguration of a 
the parochial 
tickets to 
going to each 
tickets sold 
Over 2,000 advance tickets were 


students of 


sale ot advance with a 


percentage prizes 
for the 
and school. 


most to students, class 
sold through this contest. The one-week en- 
gagement opened with a “Mid-West Pre- 
and grossed over $4,200. 


being finalized for ‘Secret 


miere” 
Plans now are 
bookings in St. Louis, Los An 


San Antonio and 


Conclave” 


Boston, surround 


geles, 


ing situations, Mr. Jacon reports. Special 
bookings 


Catholic 


are expected shortly in such other 
Albany, Pittsburgh 
Birmingham, But 


centers as 

Tampa, San Francisco, 
falo, Kansas City, 
Baltimore, 


Chicago, Milwaukee and 


1 


in order to cash in fully. 


Part of the crowd of young people, lined 
up for the first morning showing of "The 
Secret Conclave" at the Valentine theatre, 
in the Bronx, where an advance sale of 
12,000 tickets was handled with the sponsor- 
ship of the Catholic churches in the area. 


MOTION PICTURE HERALD, MARCH 27, 1954 


O 





CINERAMA CELEBRATING FIRST 
> $1,500,000 YEAR IN DETROIT 


by CHUCK THURSTON 
in Detroit 


How do you go about filling the house 
for a solid year with the same feature and 
at premium prices? First it takes a picture 
with exceptionally widespread interest value 
and William Green to exploit it. 

Green, looking back on his first year, is 
surprised kimself to see some of the places 
his venture has carried him. Placing ads 
in the Wayne Star, hand-made ditto ma- 
chined paper published by youngsters in a 
Detroit suburb is only one of the off-beat 
advertising methods to bring customers in. 
appears in bus. stations, on 
convention literature, 


\dvertising 
radio, in newspapers, 
hotel directories and dozens of other places 
that catch the eve of the visitor. 
attendance and repeat 
Greyhound Tours and hotel sponsored vaca- 
tions bring a substantial core of business. 


Group business, 


At the outset last year, posters were dis 
played at Greyhound ticket windows wher- 
Detroit tickets were on 
as well as individuals were offered a trans- 
Ticket 
still coming in from as far as Dayton, Ohio. 
\dvertising in the Toledo papers brings an 
average of 50 a week by mail in addition 
to the normal flow of Toledo visitors. 


ever sale. Groups 


portation-show package. orders are 


Group Selling Program 

Conventions are given special attention 
with good results. A basic group sales pro- 
gram has been set up that could well be 
applied to general business. Specific proce- 
dures have been found to sell large blocks 
of tickets. 

1. Specialized treatment for groups when 
they come to the theatre may tend to sell 
other groups as the word gets around. 
Someone detailed to*be on hand if they come 
by chartered bus or assemble in the lobby, 
to greet them, take their tickets, take them 
through the doors and seat them. 

2. Choice seats for groups help sell others. 

3. Constant contact with anyone and 
everyone which might result in a group 
sale. (perseverance ) 

4. All Conventions contacted. 

5. Greyhound Mystery Tours. 

6. Package deal with Hotel Detroiter. 
(We paid part of adv. cost for Canadian 
cities. ) 

7. Mail order coupon ads in out of town 
papers. 

8. Free show for parochial school sisters. 

9, Always invite the head people before 
doing group business. 

10. Use of publicity from outside sources. 

11. Special club nights. 

12. We do not discount but will refund 
a small discount of group price for charity. 

13. Conducted tour for children and tech- 
nical groups who want to see how Cinerama 
ticks. (Many schools have cinema classes. ) 

14. Ticket agencies in nearby cities. 

15. Advertise for group business in 
teacher’s periodicals. 





PUBLICIST’S PROBLEM 


Bill Green, publicist for the Detroit Music 
Hall, whose good record in handling Cine- 
rama makes news on this page, put out a 
bulletin to local columnists announcing that 
with the attraction's first anniversary, 
March 27th, all veterans would be admitted 
free. The columnists ran the plug, but were 
just as vague about the limitations involved, 
since it didn't say exactly for what veterans 
or for how long the free offer would obtain. 

Result was catastrophic. So Bill yelled for 
help in making corrections. Columnists 
hollered just as loudly that they couldn't 
make retractions. When Bill got calmed 
down, he went to see the managing editors, 
and explained that Frank Upton, Cinerama 
manager in Detroit, was himself a veteran, 
and certainly didn't want to pull out the 
rug on his old pals. 

So, they compromised, and Korean 
veterans are invited to see Cinerama as the 
guests of Frank Upton, who never turns 
down a buddy. Now, the problem is what 
to do with the paying customers, who still 
badger the boys in the box office for 
tickets. 1t proves what good impulses can 
do in this business. 





SCHOOLS—Public; Send letter ad 
dressed to principal or superintendent, men 
block 


special matinees, 


tioning reservation—advantages of 


etc. Enclose a reserva 


tion form showing how other schools have 
enjoyed Cinerama. 

Parochial, Tutheran letters 
similar in content in that they describe the 


and County 


advantages of group reservations, populat 
price of certain matinees, etc. 

Girl Scout, Boy Scout, Campfire, Cub, 
Brownie coverage. Announcements of special 
showings for these groups are prepared in 
bulletin form and are sent out with “‘clip 
out” reservation form at the bottom of the 
bulletin due to the general admission set-up 
that will guarantee seats for their individual 
groups if reservations are received well in 
advance of the show 

Aid solicited from various groups to ad- 


date. 


dress theatre envelopes from their mailing 
lists; to their 
monthly circulars and other publications in 


include in weekly and/or 
formation regarding special shows for their 
groups. (Organizations reluctant to release 
mailing lists will usually allow their em 
ployee or secretaries to run off lists if the 
house offers to pay time.) 

Convention Letters—From the list of con 
ventions coming to town send a letter to 
the entertainment chairman stating that our 
Service Department is at thei 
service block pro- 
motional material, etc. 


Special 


regarding reservations, 
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(New \let 


Cinerama 


Board of Commerce 


Letters stating advantages of 


1 


Parties” for employees, good will, ete 


Miscellaneous and ssociations 


groups 
Letters prepared for the 


specific organiza 
tions stating what services are applicable 


for block reservations, charity discounts, ete 
\dded 


vertising, 


to direct mail and specialized ad 
used 
| 


newspaper and radio art 
Keyed ads in the papers shower 


three Detroit dailies, two pulled 


constantly. 
that of th 
about 


even, with the third falling somewhat 
iccordingly 


behind. Ad space was adjusted 
(The third, a Hearst 
to have a following not 


paper was believed 
addicted to Cine 


Ads include 


three inches ol 


rama type presentation. ) direc 


listing plus two or 
display ad, 


minder type ad, 


t ry 


with an occasional large ri 


Radio coverage of nationality 
keyed -by 
speaking listeners to come in a body 
This 
to know what group gets best response 
Whenever a school is planning to atten 


for the bulletin 


group 
various toreign 


Choice 


requesting the 


of seats is assured makes it easie1 


] 


posters are finished board 


Repeats Encouraged 


In addition to new business, repeats art 


encouraged and patrons leaving are hande 
a return envelope containing an order blank 
to pass on to a friend, 
Mention 
that a 


and 


daily 


Cinerama 


was made in one of the 


patron had seen 
this believed to be a 
record, Shortly thereafter a secretary 
that her had 
his prompted Green to 


columns 


six times was 


wrot 


boss seen it 15 times! 


(sreen 
start digging and 
he now has 
calied the “I 
club 


a quite impressive list of cus 
tomers have seen Cineram 
four times” 


Full 


courteous, 


time, well trained personnel 


Piving 


interested service add their wel 


coming touch to the feeling of being 
Well kept, clean 
While other thea 
tres have been feeling the sag of busines 
Music Hall ha 
every pel 
pric 


ot customers add 


to the feeling of luxury. 
these last few months, the 
gone on and on filling nearly 
three 
run 


almost times the 
first 


Green 


formance at 
of the average house. 
Bill 
wait for customers, 
them. Make them 


wanted and they'll come in droy 


But as points out, 
sit and 


gO after 
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WEEKLY Report 


. . . supplementing the 
department of special 
articles and market news 
published every fourth 
week, adjoining the Man- 
agers Round Table except 
when bound into the 
Spring and Fall Buyers 
Numbers, and the annual 
Market Guide Edition, of 
Better Theatres. 





A brand new snack bar was recently installed at J. J. Parker's Broadway theatre in Portland, Oreg., as 
shown above. The stand is equipped for complete service at both ends, allowing room for four attend- 
ants to sell to patrons. At each station are a self-service ice cream tray, candy case and popcorn 
machine. In the center is a single beverage dispenser, which is easily accessible to both stations. 


New Wrapper for Candy 


Oh Henry! Coconut Roll wrappers have 
been completely redesigned and brightened 
with red, yellow and brown, according to an 
announcement by James A. Dickens, vice- 
president and sales manager .of the William- 
son Candy Company, Chicago. 

When first introduced the bar proved ex- 
tremely popular, Mr. Dickens said. The new 
wrapper, giving it the well-known Oh 
Henry! trademark should help in further in 
creasing sales, he added. Oh Henry! Coco- 
nut Roll is packed 100-count only and is 
priced to retail at 5c. The bar will weigh 
1.35 ounces 


Named Dad's Sales Head 


Nowell named assistant 
national sales manager, Fountain Flavor 
Division, of the Dad’s Root Beer Company, 


Jules has been 


Chicago. 


42 


With more than a score of years’ experi 
ence in food and beverage merchandising 
behind him, Mr. Nowell will seek to improve 
and extend Dad’s decentralized packing 
operations and promote the national sale of 
“Dad’s” and “Frutaste” fountain syrups and 
concentrates as well as Dad’s beverage dis- 
pensing equipment through established chan- 
nels of distribution. 


Helmco Builds New Plant 


Helmco, Inc., Chicago manufacturer of 
fountain and restaurant fast food service 
equipment, has started construction of a new 
plant at 7400 W. Lawrence Avenue, Har- 
wood Heights, IIl., according to Col. Her- 
man E. Lacy, the company’s president. The 
new plant, being erected on a five-acre site, 
will provide facilities for substantially in 
creasing production over that of the com- 
pany’s present plant in Chicago, he said. 





Data on refreshment service in 
both indoor and drive-in the- 
atres and market information 
on equipment and merchandise 
for snack service are presented 
in the BETTER REFRESHMENT 
MERCHANDISING depart- 
ment of the Better Theatres 
Market Guide Number, pub- 
lished as Section 2 of this issue 
of the Herald. 











Tying in a Film with 
Snack Stand Promotion 


To promote the M-G-M film "Sombrero" 
as a coming attraction at the Alma the- 
atre jn Vancouver, B. C., an operation of 
Famous Players Canadian Corporation, 
Ltd., manager Earl W. Barlow devised the 
refreshment stand decorations shown 
above. The colorful posters were secured 
from the Mexican consulate at Vancouver 
and attracted a great deal of patron at- 
tention—both to the snack bar and the 
film. Although stand space is limited at 
the Alma, patrons are offered a variety 
of candies, ice cream and popcorn. 


MOTION PICTURE HERALD, MARCH 27, 1954 





Carnival Story 


RKO-King Bros.—High Melodrama on the 
Midway 


(Agfa Color—Print in Technicolor) 


Let it be said first off that “Carnival Story” 
is not Big Top entertainment for the kiddies. 
It is, rather, a skillfully made adult melodrama 
concerning a group of colorful characters in cir- 
cumstances occasionally pretty rough and sor- 
did. Having been filmed entirely in Germany 
and having as its background the hurly-burly 
of a junketing American carnival, it provides 
plenty of exploitation possibilities to attract the 
adult audiences it needs. 

Anne Baxter, always a provocative actress, 
stars in a role that is super-charged with the 
kind of emotion usually associated with true- 
confession romances. That she keeps it from 
slopping over into soap opera is due _ princi- 
pally to her own quality and some fine editing. 
Supporting her are Steve Cochran, as her 
nemesis and a thorough heel; Lyle Bettger, a 
good guy who befriends her to fatal effect, and 
George Nader, a genial “Life” magazine man. 

The screenplay, co-authored by director Kurt 
Neumann and associate producer Hans Jacoby, 
is a tightly written job containing some truly 
stunning shocks and surprises. Miss Baxter, a 
down-on-her-luck German girl, is brought into 
the American carnival troupe as a dish washer 
by Cochran, the show’s advance man. He imme- 
diately exerts complete domination over her- 
and no bones are made of the fact that it’s sex- 
ual domination—which she only belatedly tries 
to fight. She is picked up by Bettger, the car- 
nival’s high diver, trained as his high diving 
partner and eventually marries him. The on- 
again, off-again marriage culminates when 
Bettger falls to his death from the ladder one 
night, leaving Miss Baxter once again to the 
wiles of tom-cat Cochran. 

The climax is a figurative cliff-hanger (liter- 
ally, a ferris wheel-hanger), in which Cochran, 
revealed as a murderer, is thrown to his death 
bv Miss Baxter’s silent protector, the carnival’s 
strong man with the child-mind. This pre- 
sumably leaves her free to marry the devoted 
and uncomplicated “Life” photographer. 

If this sounds like bald melodrama, it is that, 
but “Carnival Story” also is skilled film-mak- 
ing. Director Neumann keeps the screen filled 
with movement and suspense, beginning with the 
credits against the colorful carnival parade 
through the Munich streets, and continuing 
through at least one frank seduction scene and 
several breath-taking scenes on the high dive 
to the climactic horror on the ferris wheel. The 
color photography is fine and the German back- 
grounds provide interesting counterpoint to the 
gaudy carnival. Supporting roles are well 
handled by Jay C. Flippen, as the carnival head, 
Helene Stanley as one of Cochran’s many dames 
and Adi Berber, as the strong man. 


The film was produced by Maurice and Frank 
King, from a story by Marcel Klauber, and 
RKO is the distributor. Noting well the reser- 
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vations on the film’s rougher elements, the ex- 
hibitor can make this pay off handsomely. 
Scene at the RKO screening room in New 
York. Reviewer's Rating: Very Good—ViN- 
CENT CANBY. 
Release date, 
minutes. PCA No. 


March 27, 
16481. 


time, 95 
classifica- 


Running 
audience 


1954. 
Adult 


Saxter 
Cochran 
Bettger 
Stanley, Adi 


. Anne 

.. Steve 

rere Pee ee rer ere Lyle 

George Nader, Jay C. Flippen, Helene 
Berber 


Riders to the Stars 


U.A.—Ivan Tors—Expedition to Space 
(Color by Color Corp. of America) 

Space fiction of well above average order is 
“Riders to the Stars,” a carefully documented 
account of a strange expedition into space to 
gather meteors, part of a S. plan for the 
eventual establishment of military platforms in 
space. The film starts slowly but builds to a 
spectacular climax and, as is the case with much 
science fiction, the plausibility lessens quickly 
as that climax is reached. Nevertheless, if the 
market is still game for space drama, “Riders” 
deserves a large audience. 

Produced by Ivan Tors, written by Curt 
Siodmak and directed by its star, Richard Carl- 
son (space veterans all), the film is backed by 
an imposing list of scientific advisors, according 
to the credits. Their knowledge is most evident 
in the early phases of the film, wherein are docu- 
mented with fascinating precision the various 
tests, mental and physical, on the pilots pre- 
liminary to the rocket ascents. 

The story concerns the efforts of Herbert 
Marshall, in charge of rocket tests in the west- 
ern desert, to discover a means of protecting 
high altitude rockets from molecular bombard- 
ments which disintegrate them. Reasoning that 
meteors which come through space to the earth 
must have some sort of “protective coating,” he 
hits on a plan of getting a couple of meteors 
for study. This, of course, entails the expedition 
into the upper reaches, after a nationwide hunt. 

Eventually selected for the expedition, after 
a nationwide hunt, are Carlson, William Lundi- 
gan and Robert Karnes, all scientists and all 
unmarried. Their personal stories are pretty 
much subordinated to the mission at hand, which 
is just as well, although some emphasis is put 
on a romance between Lundigan and Marshall’s 
pretty assistant, Martha Hyer. 

From the film’s first moments, everything 
points toward the expedition of the three in- 
dividual rockets, the flights of which provide 








All features listed, except 
CinemaScope (CS in chart), 
foreign product and reissues, 
are intended for either stand- 
ard screen aspect ratio or wide 
screen. 








the film’s most exciting moments. Which of the 
three survive makes for a punch ending, as 
well as the awful fate of the two which don’t 
return. Supplementing effectively the studio 
footage are actual rocket flight films. The color 
by the Color Corporation of America is good. 
Performances are keyed to build over-all tension 
and credibility. 

Seen at the Globe theatre in New York where 
a Thursday afte rnoon audience was suitably im 
pressed. Reviewer's Rating: Good.—V. C. 


Release date, January 29, 1954. Running 
minutes. PCA No. 16614. General audience 
tion. 

Richard Stanton.. 


time, 81 
classifica 


, .William Lundigan 
Dr. Donald Stanton. . -Herbert Marshall 
Jerry Lockwood.. . ‘ ..Richard Carlson 
Martha Hyer, Dawn Addams, Robert Karnes, Law 
rence Dobkin, George Eldredge, Dan Riss, Michael 
Fox, King Donovan, Kem Dibbs, James K. Best, John 
Hedloe 


The Siege of Red River 


20th-Fox—Civil War Western 
(Color by Technicolor) 

This is a spy drama and Western which is 
better than average. It seems to grow and 
grow. Its routine situations accumulate impor- 
tance and at the end are explosive. It starts 
as a tense Civil War spy drama in the east, 
and then as its principals move west, becomes 
a rough, slugging Western. It has as its clos- 
ing scene one of the biggest of the now familiar 
scenes as Indians attack a white man’s fort. 

Producer Leonard Goldstein has given this 
more than normal production value. It owes 
much to the excellent photography in color by 
Technicolor, to Rudolph Mate’s direction, to 
Sidney Boehm’s screenplay, and to good acting 
performances by Van Johnson, as the hero, a 
Confederate spy; Milburn Stone, as his buddy; 
Richard Boone, as the brutal, wild villain, and 
Jeff Morrow, as the Federal agent on Johnson’s 
trail. As with most pictures of this genre, 
romance is subordinate to the action line; and 
Joanne Dru is not asked for acting of any 
consequence. 

The story has Johnson and Stone steal the 
famed Gatling machine gun from a special 
Union soldier guard, and then has them work 
ing their way southwest as health medicine 
salesmen. In each town, as they work their 
song and spiel, they are guided to their next 
destination by Confederate sympathizers. Their 
object is Kansas, from where they hope to be 
guided through Indian territory back to the 
Confederacy. 

It is in Kansas they meet romance, and delay ; 
the latter because their Confederate contact 
is killed in gunfire by Federal agent Morrow, 
who is in town with his detail of soldiers and 
also begins to suspect them. They must rely 
on the mercenary Boone, who then betrays 
them in Indian territory by killing Stone, and 
selling the Gatling gun and his services in 
operating it, to the Indians. The latter then 
attack Fort Smith. 

Johnson joins with Morrow and other Fud- 
eral soldiers in killing Boone and hordes of 

(Continued on following page) 
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(Continued from preceding page) 
Indians, recovering the gun, and relieving the 
fort. In doing this, he must reveal his identity ; 
but by this time, the cause of the Confederacy is 
lost, and he is free of his obligations, his 
troubles, and can make what he will with Miss 
Dru. 

Seen at the New York projection room. 
viewers Rating: Good.—F.Loyp STONE. 

Release date, April, 1954. Running time, 81 min 
utes. PCA No. 16772. General audience classification 
Jim Farraday ssébecpokocesnces WEIN ED 
Nora Curtis Joanne Dru 
Brett Manning . Richard Boone 
Benjy CS ee Are tee = Milburn Stone 
Frank Kelso Jeff Morrow 
Craig Hill, Rico Alaniz, Barton, Pillar Del 
Rey, Ferris Taylor 


The Mad Magician 
Columbia—Murder and Magic 


With the benefit of 3-D, “The Mad Magi- 
cian” churns up some time-honored melo- 
dramatic thrills. In a performance of profes- 
sional polish, Vincent Price plays a betrayed 
and frustrated magician who is driven into a 
chain of murders to avenge crimes against 
himself. The story is corny, yet interesting, and 
the pace is always brisk. General audiences 
should find it diverting. 

In the way of feminine ornamentation there 
are Mary Murphy and Eva Gabor, the former 
playing the sweet young thing and the latter the 
calculating hussy. John Emery rounds out the 
cast as a mz agician who robs Price of the fruits 
of his creation 

As the story opens Price is about to begin 
his own career as a magician after years of cre- 
ating tricks for others. No sooner does the 
curtain go up on Price’s first show than it is 
rung down again. It seems that his former 
employer has tricked him into signing a contract 
whereby all of Price’s creations of magic belong 
to the employer. 

Not only has the employer, Don Randolph, 
exploited Price, he has actually stolen his wife, 
Miss Gabor. Recrimination rises in Price to 
a fever pitch and he kills Randolph. Through 
the use of a clever disguise Price impersonates 
Randolph, all to the ignorance of the police. To 
cover up the murder, however, it becomes neces- 
sary for Price to commit two others. And he 
kills Emery and Miss Gabor. 

Eventually Price’s protective disguises com- 
mence to crumble. The melodramatic climax 
sees detective Pat O’Neal nabbing him in a 
scuffle that leads to Price being consumed in the 
fires of a magician’s crematorium. 

Bryan Foy produced and John Brahm di- 
rected from a screenplay by Crane Wilbur. 

Seen at the home office projection room. Re- 
viewer's Rating: Good.—MANDEL HERBSTMAN 

Rel ease date, not set Running time, 72 minutes. 

16793. General audience classification. 
..Vincent Price 
..Mary Murphy 

Eva Gabor 
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John Emery, Randolph, Lenita 


O’Neal, Jay 


The Saint’s Girl Friday 
RKO-Julian Lesser—Sleuthing on the 


Thames 


The fabulous Saint, American adventurer 
extraordinary, and here played by Louis Hay- 
ward, is up to his old and a few new tricks 
in “The Saint’s Girl Friday,” a Julian Lesser 
presentation released by RKO Radio. This tale, 
with an English background, was filmed en- 
tirely in Britain and employs an entirely British 
cast with the exception of Hayward. It’s a 
pleasant little diversion for the general market, 
fast paced and breezy in tone. 

The Saint’s trouble starts this time when 
he returns to England at the request of a rich 
young girl who has cabled him that she is in 
desperate trouble. When he lands he is shocked 
to learn that she has been killed in an auto- 
mobile “accident” the day before. Sleuthing 
around as is his wont, he finds out that she 
was in debt to a ring of notorious gamblers, 
who, it turns out, killed her when she refused 
to join their racket on threat of exposure. 

The adventures take the Saint to innumerable 
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night clubs, some shabbier than others, and 
involve him with at least three attractive dames: 
Naomi Chance who becomes his girl Friday; 
Diana Dors, a peroxide gang moll, and Jane 
Carr, a society woman who dabbles in the 
underworld. Also figuring prominently in the 
tale are Charles Victor, Scotland Yard man 
who is continually being outwitted, and Thomas 
Gallagher, as the Saint’s gentleman’s gentle- 
man who also is not inept at picking a pocket. 

All perform with the genially light-hearted 
manner indicated by the script of Allan Mac- 
Kinnon. Anthony Hinds produced and Seymour 
Friedman directed. 

Seen at the RKO screening 
York. Reviewer's Rating: 


Release date, April 15, 1954. Running time, 68 min- 
utes. PCA No. 16644. General audience classification. 
aanon Templar Louis Hayward 

Carol Naomi Chance 
RE MEN, nsecereceskiebrsesascesnennes Sidney Tafler 
Charles Victor, Jane Carr, Harold Lang, Russell 
Enoch, Diana Dors, Fred Johnson, Thomas Gallagher 


The Iron Glove 


Columbia—Might of the Sword 
(Color by Technicolor) 


New 


room in 
Good. VC. 


Once again producer Sam Katzman, with an 
eye toward popular appeal, has put together a 
formula adventure drama that bristles with 
action and intrigue and is tempered with 
romance. 

The story concerns the devoted loyalty of a 
dashing soldier, Robert Stack, to his prince, 
Richard Stapley, who is kept from his rightful 
place on the throne of England through the 
conspiracies of Otto Waldis, a schemer who 
has had himself crowned. 

The screenplay by Jesse L. Lasky, Jr., 
DeVallon Scott and Douglas Heyes has all the 
standard ingredients to keep the fans content, 
and production values, which include color by 
Technicolor, are good. Leslie Bradley plays 
the smooth villain who sets out to kill the 
prince by posing as his friend. Starting out to 
aid Bradley in the mission of murder is pretty 
Ursula Thiess, but she soon rebels against the 
deed, and furthermore falls in love with Stack. 
What develops is a lot of action and swordplay 
as Stack eventually uncovers the murder plot 
and takes proper steps toward redressing most 
of the villainy. 

The story reaches a climax when Stack and 
two aides ride into the very lair of the enemy 
to rescue a princess and deliver her safely to the 
side of the waiting prince. Stack lends nimble 
vigor to his role while Miss Thiess wears an 
assortment of striking gowns. William Castle 
directed. 

Reviewed at the home office projection room. 
Reviewer's Rating: Good—M. H 

Release date, April, 1954. Running time, 77 minutes. 
PCA No. 16805. General audience classification 
Charles Wogan Robert Stack 
Ann Brett Ursula Thiess 
Richard Stapley, Alan Hale, Jr., Leslie 
Bradley, Louis D. Merrill, Paul Cavanagh, Otto 
Waldis, Rica Owen, Eric Feldary, David Bruce, Shir 
ley Whitney, Ingard Dawson 


Guilt Is My Shadow 
Associated British-Stratford—Drama 


The soft, rolling countryside of Devonshire 
provides the background for love and violence 
in this British importation, released here 
through Stratford Pictures Corp. The picture 
teems with problems, emotional and moral, for 
its protagonists, but somehow fails to generate 
more than standard excitement. 

The story focuses on three principals, all per- 
forming expertly. Peter Reynolds is a worthless 
young man, who, on the run from the police, 
takes refuge in the country farm of his uncle, 
Patrick Holt. Reynolds is not there very long 
before he embarks on new schemes for easy 
living. Presently his wife, Elizabeth Sellars, 
enters the scene to create a problem for the 
irresponsible husband. His shameful treatment 
of his wife incenses Holt, especially since he has 
grown fond of her. A violent climax is reached 
in the screenplay by Roy Kellino and Ivan Fox 


Charles Irwin, 


well when Reynolds savagely beats his wife 


when she catches him in an act of theft. In 
self-defense she strikes him with a heavy candle- 
stick and kills him. ‘ 

Holt swings into action and buries the body. 
In time his love for Miss Sellars deepens but 
constantly she is haunted by the shadow of the 
murder. Not many days pass before Miss Sellars 
decides to reveal her deed to the police and 
await the judgment of the court. 

Ivan Foxwell produced and Roy 
rected. 

Seen at a New York projection room, 
wewer's Rating: Fair—M. 

Release date, March, 1954. Running 
utes Adult audience classification. 
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Racing Blood 
20th-Fox—A Horse and a Boy 


(Color by Supercinecolor ) 

This minor item about the sport of kings is 
a pleasant, slow-paced film that ambles along 
for about an hour and a quarter without stirring 
up much excitement. There isn’t even anyone 
resembling a villain. All the characters are 
either kindly, romantic or comic. 

The only innovation in the picture is the in 
troduction of Jimmy Boyd to film audiences 
He’s the young lad whose records have proved 
such best-sellers. He plays the role of a young 
stable hand who lives with his grandfather. One 
of the mares at the ranch gives birth to twins, 
one of which is born with a split hoof. Al- 
though they’re ordered to destroy the young 
colt, the two of them keep him in hiding and 
gradually nurse him back to health. Eventually 
both horses are entered in the same race with 
the boy’s being the winner. 

Young Jimmy performs as well as can be ex 
pected for a neophyte with George Cleveland 
as the old man giving the best performance. 
Bill Williams and Jean Porter are seen every 
now and then in the stages of a romance while 
Frankie Darro, the perennial jockey, has a brief 
bit. The boy sings three during the 
proceedings, including the standard “Red River 
Valley.” The film was produced and directed 
by Wesley Barry. Sam Roeca, who wrote the 
screenplay, collaborated on the story with Barry. 

Seen at the 20th-Fox screening room in New 
York. Reviewer's Rating: Fair—Jay REMER. 

Release date, March, 1954. Running time, 76 min 
utes. PCA No. 16596. General audience classification. 

Jimmy Boyd 
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Jean Porter, George Cleveland, John 
Flint, George Steele, Fred Kohler, Jr., 
Bobby Johnson, Fred Kelsey 


The Scarlet Spear 
United Artists—African Drama 
(Color by Technicolor) 
African 
against the wonders of nature primeval and 


This is another drama, enacted 
with plenty of natives. The latter are a better 
attraction than the white cast and handy as ever 
for exploitation. While the picture offers noth- 
ing new in the way of African exploration, it 
has positive values in competent photography, 
which includes colors (by Technicolor) which 
are clear and true; and in a literate narrative 
line written by directors George Breakston and 
Ray Stahl. 

There are two plots. One is the de veloping 
and never convincing romance between “corre- 
spondent” Martha Hyer, a carefully manicured 
redhead doubly luscious against the background 
of jungle and rough mankind—and John Bent- 
ley, a conscientious British district commis- 
sioner, hairy, handsome, and also reserved, con- 
scientious, and quite well bred. 

The other plot is the development of the ad- 
ventures of Morasi (played by himself), a 
native chieftain who must do certain things to 
justify his kingship. He must kill a snake larger 
than himself. He must rescue an animal in 
trouble. And he must slay a rival native with 
his spear and bring the latter back stained with 
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human blood. Bentley endeavors to prevent the 
last action because it is murder. The eventual- 
ity is a bloody battle by the two against a ma- 
rauding tribe. Morasi receives a death wound 
in saving Bentley. He returns to his tribe to 
die. He also breaks the spear and abolishes the 
oath of murder. 

For the exploitation drum beaters there are 
stampedes, native dances, painted faces, fights 
between a man and a snake, a snake and a bird, 
and between bands of men; and a narrow escape 
Miss Hyer has from a poisonous cobra. Charles 
Reynolds produced. Music composed by Ivor 
Slaney and played by the New Symphony Or- 
chestra is helpful in creating mood. 

Seen at the New York projection room. Re- 
viewer's Rating: Fair.—F. S. 

Running time, 78 minutes. Release date, March, 1954. 
General audience classification, 
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ADVANCE SYNOPSES 


FLAME AND THE FLESH 

(MGM) 

PRODUCER: Joe Pasternak. DIRECTOR: 
Richard Brooks. PLAYERS: Lana Turner, 
Pier Angeli, Carlos Thompson, Bonar Col- 
leano, Charles Goldner, Peter Illing, Rosalie 
Crutchley. 

ROMANCE WITH MUSIC. Set in Italy, 
the story unfolds a romantic quadrangle. Bonar 
Colleano, a young musician, falls in love with 
adventurous Lana Turner. She, however, be- 
comes fascinated by Carlos Thompson who is 
engaged to Pier Angeli. Many conflicts arise 
out of this situation. The ending sees Miss Tur- 
ner making an unexpected sacrifice in behalf 
of the love of others. 


LUCKY ME 
(Warner Brothers) CinemaScope. 
PRODUCER: Jack Donohue. DIRECTOR: 
Jack Donohue. PLAYERS: Doris Day, Rob- 
ert Cummings, Phil Silvers, Eddie Foy, Jr., 
Nancy Walker, Martha Hyer, Bill Goodwin, 
Marcel Dalio. Warner Color. 

COMEDY WITH MUSIC. The struggles of 
a handful of entertainers to get backing for a 
show they want to put over is recounted with 
comedy and complications. In the course of the 
proceedings, the entertainers are so hard pressed 
that they have to wash dishes to pay for a res- 
taurant meal. When a potential sponsor arises, 
a romantic triangle puts a block in the path 
towards financing. In a comic ending the show 
is merrily produced. 


THE STUDENT PRINCE 

(MGM) 

PRODUCER: Joe Pasternak. DIRECTOR: 
Richard Thorpe. PLAYERS: Ann Blyth, 
Edmund Purdom, John Ericson, Louis Cal- 
hern, Edmund Gwenn, S. Z. Sakall, Betta St. 
John, John Williams. CinemaScope, Ansco 
Color. 

MUSICAL DRAMA: Edmund Purdom, a 
prince, while off to school, falls in love with 
a beautiful barmaid. As their love deepens 
they decide to marry. Needs of the kingdom 
and affairs of state, however, intervene, and the 
romance has its moments of anguish. The finale 
sees the prince ascend to the throne while Miss 
Blyth goes back to serving beer. 


SHORT SUBJECTS 


WINGS TO THE NORTH (Paramount) 
Topper (M13-3) 

A visit to Canada’s northern bush country 
showing how the lives of the people up there 
have been improved since the advent of Austin 
Airway’s unusual bush planes. The planes, 
equipped with pontoons in summer and skis in 
winter, have created a new life for the Eskimos, 
Indians, trappers and missionaries in the region. 
Release date: February 19, 1954 10 minutes 
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CANDID MICROPHONE (Columbia} 
Series 6, No. 3 (6553) 

Hidden in a pawn shop, the candid mike and 
camera catch some real life problems of a jazz 
enthusiast, an old-time baseball player and a 
philosophical window washer. 
Release date: February 18, 1954. 


JIMMY WAKELY'S JAMBOREE 
(Universal) 
Musical Featurette (9304) 

Jimmy Wakely and his orchestra play nine 
numbers including “Loch Lomond,” “Ked River 
Valley” and “Cimarron Roll On.’ Lending musi- 
cal assistance are the McQuaig Twins, Jerry 
Hilliard, Noel Boggs, Bobby Bruce and the 
Dupree Trio. 

Release date: February 26, 1954 


GAUCHOS DOWN URUGUAY WAY 
(Columbia) 
World of Sports (6805) 

Examined here is the life of a gaucho in Uru- 
guay, from cattle tending, branding, roping wild 
horses, such romantic pursuits as dancing, to a 
distinctive and exciting ostrich hunt. 
Release date: February 18, 1954 


10 minutes 


15 minutes 


10 minutes 


NAUGHTY BUT MICE (Paramount) 
Cartoon Champion in Technicolor (S13-6) 

(Reissue) 

Herman, the city mouse, and his country cou- 
sins tangle with Sam, the big cat, with cheese as 
the stakes. Sam ends up down a deep well, but 
Herman still has to deal with the cat’s eight 
other lives. 


Release date: November 2, 1953 7 minutes 


TEE MAGIC (Columbia) 
World of Sports (6806) 

The tee that is brewed here is the green va- 
riety—golf green, that is. The brew masters on 
hand are Joe Ezar, Jack Redmond and Paul 
Hahn, who are as accomplished in trick shots 
as the Hogans and Sneads are on the legit 
variety. 

Release date: February 19, 1954 10 minutes 


THE STUPIDSTITIOUS CAT (Paramount) 
Cartoon Champion (S13-4) reissue 

In color by Technicolor, the cartoon presents 
the antics of a superstitious cat who is very 
hungry and Buzzy, the wise-guy crow who has 
to resort to a variety of clever devices to keep 
himself out of the way. 
Release date: October 2, 1953 7 minutes 


HAIR TODAY GONE TOMORROW 
(Paramount) 
Noveltoon ( P 13-14 ) 

Buzzy, the wise-guy crow, is up to his old 
antics again. This time he makes Katnip, the 
cat, believe he is curing his baldness. The sub- 
ject, in color by Technicolor, has Buzzy resort 
to a variety of tricks to get his point across. 
Release date: April 16, 1954 7 minutes 


MANCHITO AND ORCHESTRA 
(Columbia) 
Thrills of Music (6954) reissue 

Manchito and his rhumba group open with a 
short rendition of “Manchito Arrived.” The 
band’s bongo drummer then furnishes the solo 
for “Tambo.” The climax is highlighted by 
3etty Reilly, who comes to the front in “Hot 
Earth.” 
Release date: 10% minutes 


February 4, 1954 


BEAR JAM (Paramount) 
Topper (M13-4) 

A visit to Yellowstone National Park includes 
some shots of the famous geyser, Old Faithful, 
performing in splendid style, as well as many 
candid shots of the Park’s famous bears cavort- 
ing for the tourists and creating something of a 
traffic jam on the highway. 


Release date: March 5, 1954 10 minutes 


‘objection. It 


GOLDEN GATE (RKO-Radio} 
RKO-Pathe Screenliner (44207) 
A “Cook’s Tour” of San Francisco shows its 
historic buildings and famous areas, including 
Chinatown, the Navy Yard, Golden Gate Park, 
the port and fishing wharfs and the Seal Rocks, 
among other things. 
Release date: March 5, 1954 


DOG SCENTS (RKO-Radio) 
RKO-Pathe Sportscope (44308) 
The many breeds of dogs used for hunting in 
the United States are here shown in action 
Among others are the Labrador retriever, the 
Chesapeake Bay retriever, the American fox 
hound and the cocker spaniel, better known, pet 
haps for his play qualities than his abilities on 
the hunting field. 
Release date: March 19, 1954 


8 minutes 


8 minutes 


HOLD YOUR HORSES (Warner Bros.) 
Technicolor Special (1006) 

South American horsemen and horses are 
seen going through their paces. Near Buenos 
Aires are many vast estates and breeding farms. 
There the business of raising horses is a seri- 
ous one and a scientific one. We see the train- 
ing of horse flesh at San Isidro. Here the 
horses have their own swimming pool and each 
has its own valet. Also seen is a horse show at 
3uenos Aires. Over in Chile rodeos are very 
popular. Chilean horsemen go through 
wondrous feats of horsemanship. The climax 
shows the horsemen performing in pyramids 
Release date: February 6, 1954 20 minutes 


SLAPPILY MARRIED (Columbia) 
Comedy Favorites (6435) retssue 

Joe de Rita discovers it’s Friday the 13th and 
he prefers to stay home rather than go to work 
Cooking breakfast proves a boomerang and 
finally his activities drive his wife to leave him. 
Joe then tries to see her in her hotel and has all 
sorts of mis-adventures trying to gain entrancs 
Release date: March 4, 1954 16% minutes 
OF FOX AND HOUNDS (Warner Bros.) 
Blue Ribbon Hit Parade in Technicolor 

(1306) reissue 

One morning the dogs set out in search of a 
sly fox. Wiloughby goes astray and eventually 
meets George, the wily reynard. George con 
tinually tricks him into looking like a fool. 
However, when the poor dog is cornered by a 
bear, the fox helps him and they become friends. 
Release date: February 6, 1954 7 minutes 


TWO NUTS IN A RUT (Columbia) 
Assorted Favorites (6425) reissue 

Gus Schilling and Richard Lane are two Hol 
lywood producers who decide to take a rest in 
Palm Springs. Many pretty young things ar« 
there always hopeful of breaking into the 
movies. They would like to make things pleas- 
ant for the boys but their wives have a natural 
winds up in a big chase with 
Schilling and Lane ending up on a cactus patch. 
Release date: March 11, 1954 


FELINE FRAME-UP (Warner Bros.) 


Looney Tune Technicolor Cartoon (1710) 
Claude, the cat, Pussyfoot, the kitten, and 
Marc Anthony, the bulldog, all live in the same 
house and have the same master. But the kit 
ten and the dog are pals and the cat dislikes 
both of them. He does whatever he can to 
make the kitten’s life miserable—whenever the 
dog isn’t around. 
Release date: February 13, 1954 7 minutes 


DOG, CAT AND CANARY (Columbia) 


Color Favorites (6608) reissue 

This Technicolor cartoon has as its leading 
characters a bullying cat, a mouse and a canary 
After scaring the life out of the mouse, the cat 
then turns on the canary. But the little bird 
proves to be wiser than the feline and leads 
it a merry chase. Then when the dog joins the 
bird as an ally, they put the cat to rout. 
Release date: February 28, 1954 7 minutes 
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18 minutes 





THE RELEASE CHART 


Index to Reviews and Advance Synopses, with Ratings 


Release dates and running time are furnished as soon as avail- All features listed, except CinemaScope (CS in chart), foreign 
able. Advance dates are tentative and subject to change. Run- product and reissues, are intended for either standard screen 
ning times are the official times supplied by the distributor. aspect ratio or wide screen. 

All page numbers in this chart refer to pages in the PRODUCT Picture ratings under National Groups are estimates by lead- 


DIGEST SECTION. 


ing women's organizations and national review committees; A— 


Short Subjects Chart March 20, 1954 issue, page 2230. Adults (over 18 years), M—Mature Young People, Y—Youths 
Features by Company March 13, 1954, page 2221. {ages 12 to 18), irons Legion of Decency Ratings: A-|, 


Color pictures designated by (c). 


Unobjectionable; A-2, Unobjectionable for Adults; B, Objection- 


*Following a title indicates a Box Office Champion. able in part for all; C, Condemned. 
ain! 


TITLE—Production Number—Company 


r 


Abbott & Costello Meet Dr. Jekyll 

& Mr. Hyde (329) Univ. 
Act of Love UA 
Actress The (403) MGM 
Adventures of Robinson Crusoe (c) UA 
Affair in Monte Carlo (Brit.) (color) 

(5307) 
Affairs of Dobie Gillis, The (346) MGM 
Alaska Seas (5313) 
All-American (333) Univ. 
All the Brothers Were Valiant (c) 

(407)* MGM 


7 REVIEWED— 
Release Running (S)=synopsis 
Date Time Issue Page Groups L.ofD. Review 


Abbott & Costello-B. Kerloff Aug.,'53 Aug. 1934 Good 

Kirk Douglas-Dany Robin Mar.,'54 Dec. 2109 Very Good 
Spencer Tracy-Jean Simmons Sept. 25,'53 Aug. 1941 Excellent 
Dan O'Herlihy-James Fernandez Apr.,'54 


Merle Oberon-Richard Todd Sept.,'53 Sept. 1998 
Debbie Reynolds-Bobby Van Aug. 14,'53 June 1862 
Robert Ryan-Jan Sterling Jan.'54 Jan. 2158 
Tony Curtis-Lori Nelson Oct.,'53 July 1925 Very Good 


Robert Taylor-Ann Blyth Nov. 13,'53 Oct. 2029 Excellent 
fy + 





Annapurna (c) Mayor-Kingsley 
Appointment in Honduras (406) (color) RKO 
Appointment for Murder (Ital.-Eng. Titles) IFE 
Arrow in the Dust (c) (5404) AA 
Arrowhead (color) (5227) Para. 


Back to God's Country (color) (403) Univ. 
Bad for Each Other (624) Col. 
Bait Col. 
Band Wagon, The (color) (345)* MG 
Bandits of the West (5243) R 
Battle of Rogue River (c) 

Beachhead (c) 

Beat the Devil 

Beauties of the Night (Fr.) 

Beggar's Opera, The (Brit.) (c) (304) WB 
Beneath the 12-Mile Reef (c) 

(CS) (337)* 20th-Fox 
Best Years of Our Lives (452) RKO 
Big Heat (615)* Col. 
Big Leaguer, The (347) MGM 
Bigamist, The Filmakers 
Bitter Creek (5423) AA 
Black Glove (5305) Lippert 
Blackout (5309) Lippert 
Blowing Wild (306) WB 
Blueprint for Murder, A (332) 20th-Fox 
Border River (c) (409) Univ. 
Botany Bay (color) (5307) Para. 
Both Sides of the Law (Brit.) (482) U-I 
Boy From Oklahoma (320) (c) WB 


Cc 


Caddy, The (5302)* 

Caine Mutiny, The (c) 

Calamity Jane (color) (311)* 

Calling Scotland Yard (5351-5356) 

Capt. John Smith & Pocahontas (c) 
Captain Scarlett (color) 

Captain's Paradise (Brit.) 

Carnival Story, The (c) 

Casanova's Big Night (c) (5316) 

Cavalleria Rusticena (c) 

Cease Fire! (5308) (3D) 

Champ for a Day (5211) 

Charge of the Lancers (c) 

Chine Venture (609) 

City of Bad Men (color) (328)  20th-Fox 
Clipped Wings (5320) AA 
Combat Squed (6/3) Col. 
Command, The (C.S.) (c) (319)* WB 
Conquest of Cochise Spy = Col. 
Conquest ef Everest (Brit.) (c UA 


2240 


D y Dec. 2110 Excellent 
Glenn Ford-Ann Sheridan x Oct. 2046 Fair 

Delia Scala 2190 Fair 
Sterling Hayden-Coleen Gray . 25," (S)2207 

Chariton Heston-Jack Palance ; 1878 Very Good 


Rock Hudson-Steve Cochran oo ij 2006 
Charlton Heston-Lizabeth Scott a 2101 
Hugo Haas-Cleo Moore x ; 2190 
Fred Astaire-Cyd Charisse , 1909 
Allen Rocky Lane i 1958 
George Montgomery %, s 2206 
Tony Curtis-Frank Lovejoy *. . 2165 
Humphrey Bogart-Jennifer Jones es fe 2205 
Gerard Philipe-Gina Lollobrigida 

Laurence Olivier-Dorothy Tutin Sept. 26,'53 1965 


Good 
Good 
Good 
Excellent 
Fair 

Good 

Very Good 
Very Good 


o> 
Re) 


> 
9 


: 
n 


Very Good 


Terry Moore-Robert Wagner Dec.,'53 . 2109 Very Good 
March-Loy-Andrews- Wright (reissue) Feb.,'54 m 2110 Superior 
Glenn Ford-Gloria Grahame Oct.,'53 2006 Good 
Edward G. Robinson-Vera-Ellen Aug. 21,'53 1918 Good 
Joan Fontaine-lda Lupino Dec.,'53 2125 B Very Good 
Wild Bill Elliott Feb. 21 '54 2214 Good 
Alex Nicol Jan. 29,'54 (S)2167 

Dane Clark Mar. 19,54 

Gary Cooper-Barbara Stanwyck le 1997 Very Good 
Joseph Cotten-Jean Peters ; 1933 Very Good 
Joel McCrea-Yvonne de Carlo , 2134 Good 
Alan Ladd-James Mason x ; 2013 Very Good 
Peggy C ins-Ros d Johns ’ a 2141 Good 

Will Rogers, Jr.-Nancy Olson ‘ 2141 -1 Good 


> > w>>?>> 
n-= 


> 
-—o 





Martin & Lewis-Donna Reed Aug. 1942 
i er sme , Feb. 20 (S)2191 en 
oris Day-Howard Kee ’ Oct. 
Paul Douglas, Narrator—Featurettes . — sia ee 
Anthony Dexter-Jody Lawrance : Nov. 21 2077 A Fair 
Richard Greene SF Sept. 26 2007 Average 
Alec Guinness-Yvonne de Carlo ; Oct. 10 2021 Excellent 
Anne Baxter-Steve Cochran , 29. Mar. 27 2237 Very Good 
Bob Hope-Joan Fontaine Pp Mar. 6 2205 Excellent 
awed = Monaco Jan. 9 2134 Fair 
orean War Nov. 28 2085 
Alex Nicol-Audrey Totter . 15," Sept. 26 2007 “g os ad 
Paulette Goddard AMY 
Edmond O'Brien-Barry Sullivan Aug. 29 1966 AY 
Jeanne Crain-Dale Robertson pt. June 27 1885 AY 
Bowery Boys . 30," Nov. 28 2086 
John Ireland-Lon McCallister Oct. 3 2015 AY 
Guy Madison-Joan Weldon “ Jan. 23 2157 AMYC 
John Hodiak-Robert Stack Sept., Aug. 22 1957. AY 
Documentary Apr. 23,'54 Dec. 12 2101 


>>?> 


Good 
Very Good 
Good 


> 
BHR 


Average 
Very Good 
Good 


Good 
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TITLE—Production Number—Company 


Cowboy, The (5308) (c) Lippert 
Crazylegs—All American (5224) Rep. 
Creature from the Black Lagoon 

(415-3D, 416-2D) Univ. 
Crime Wave (308) WB 
Crossed Swords (color) UA 
Cruel Sea, The (Brit.) Univ. 


Cruisin’ Down the River (color) (606) Col. 
Cry of the City 20th-Fox 





Dangerous Crossing (330) 20th-Fox 
Dangerous Mission (3D) (c) (410) RKO 
Decameron Nights (color) (461) RKO 
Desperado, The (5426) AA 


Desperate Moment (Brit.) (386) Univ. 
Dial M for Murder (c) WB 
Diamond Queen, The (c) (302) WB 
Donovan's Brain UA 
Dragonfly Squadron (52) AA 
Dragon's Gold UA 
Drive a Crooked Road Col. 
Drums of Tahiti (3D) (c) Col. 
Duffy of San Quentin (321) WB 
E-F 
East of Sumatra (color) Univ. 
Easy to Love (color) Wet MGM 
Eddie Cantor Story (c) (316) WB 
Egg and |, The (422) Univ. 
El Alamein (620) Col. 
El Paso Stampede Rep. 
Elephant Walk (c) (5317) Para. 
Enchanted Cottage (472) RKO 
Escape from Fort Bravo (color) (409) MGM 
Executive Suite (423) MGM 
Fake, The UA 
Fallen Angel (365) 20th-Fox 
Fanfan the Tulip (Fr.) UA 
Fangs of the Wild (5311) Lippert 
Fighter Attack (c) AA 


Fighting Lawman (5334) AA 
Fighting Men (5222) Lippert 
Final Test ( Brit.) Continental 
5000 Fingers of Dr. T, The (color) (604) Col. 
Flame and the Flesh (c) (421) MGM 

Flight Nurse (5301) Rep 

Flight to Tangier(c) (2D-5331,3D-5306) Fac 
Follow the Fleet (487) RKO 


Folly To Be Wise (Brit.) Fine Arts 
Forbidden (407) Univ. 
Forever Amber (366) (c) 20th-Fox 
Forever Female (5312) Para. 
Forty-Niners, The AA 


French Line (c) (2-D-437, 3D-407) RKO 
From Here to Eternity (616)* Col. 
Fugitive in Trieste (Ital.) IFE 


G 
Genevieve (c) (Brit.) (481) U-l 
Genoese Dragnet (Ital.) IFE 
Gentle Gunman, The (Brit.) (388) U-I 
Gentlemen Prefer Blondes(c)*(326) 20th-Fox 


Geraldine (5302) ep. 
Gilbert & Sullivan (color) (Brit.) UA 
Give a Girl a Break (c) (412) MGM 
Glass Web (2D-402, 3D-401) Univ. 
Glenn Miller Story (c) (412) Univ. 
Go, Man, Go 


UA 
Golden Blade, The (color) (332) Univ. 
Golden Coach (c) (Ital.-Eng. Dial.) IFE 
Golden Idol, The (5315) AA 
Golden Mask (c) (Brit.) UA 
Gorilla At Large (c) (3D) (406) 20th-Fox 
Great Diamond Robbery (419) MGM 
Greatest Love, The (Ital.-Eng. Dial.) IFE 


Guilt Is My Shadow (Brit.) Stratford 

Gun Fury (c) (3D) (617) Col. 

Gypsy Colt (419) (c) MGM 
H 

Half a Hero (401) MGM 

Heat Wave (5310) Lippert 


Heidi (Swiss) UA 
Hell & High Water (c) (CS) (403) 20th-Fox 
Hell Below Zero (c Col. 
Hell's Half Acre (5304) Rep. 
Here Come the Girls (5309) (c)* Para. 
Highway Dragnet AA 
His Majesty O'Keefe (c) (315) WB 
Holly and the Ivy (Brit.) Pacemaker 
Hollywood Thrill-Makers (5321) Lippert 
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Release 
Stars Date 

Documentary May 14,'54 
Elroy Hirsch-Lloyd Nolan Feb. 15,'54 
Richard Carlson-Julia Adams Mar.,'54 
Gene Nelson-Sterling Hayden Mar. 6,'54 
Errol Flynn-Gina Lollobrigida Not Set 
Jack Hawkins-Donald Sinden Aug.,'53 


Dick Haymes-Audrey Totter Aug..'53 
Victor Mature-Richard Widmark (reissue) Mar.'54 


Jeanne Crain-Michael Rennie Aug.,'53 
Victor Mature-Piper Laurie Mar. 6,'54 
Joan Fontaine-Louis Jourdan Nov. 16,'53 
Wayne Morris Apr. 11,'54 
Mai Zetterling-Dirk Bogarde Sept.,'53 
Ray Milland-Grace Kelly Not Set 
Fernando Lamas-Arlene Dahl Nov. 28,'53 
Lew Ayres-Nancy Davis Sept. 30,'53 
John Hodiak-Barbara Britton Mar. 21,'54 
John Archer-Hillary Brooke Oct.,'53 
Mickey Rooney-Dianne Foster Apr.,'54 
Patricia Medina-Dennis O'Keefe Jan.,'54 
Joanne Dru-Paul Kelly Mar. 13,54 
Jeff Chandler-Marilyn Maxwell Sept.,'53 
Esther Williams-Van Johnson Dec. 25,'53 
Keefe Brasselle-Marilyn Erskine Jan. 30,'54 
C. Colbert-Fred MacMurray (reissue) May,'54 
Scott Brady-Rita Moreno Jan.,'54 
Alan Rocky Lane Sept. 8,'53 
Elizabeth Taylor-Dana Andrews Junoe,'54 


Dorothy McGuire-Robert Young (reissue) Mar.,'54 
William Holden-Eleanor Parker Dec. 4,'53 
Holden-Allyson-Stanwyck-March-Douglas Apr.,'54 


Dennis O'Keefe-Coleen Gray Sept. 25,'53 
Alice Faye-Dana Andrews (reissue) Nov.,'53 
Gerard Philipe-Gina Lollobrigida Dec.,'53 
Charles Chaplin, Jr.-Onslow Stevens Apr. 2,'54 
Sterling Hayden-J. Carrol Naish Nov.,'53 
Wayne Morris Sept. 20,'53 
Special Cast Oct. 9,'53 
Robert Morley-Jack Warner Jan.,'54 
Peter Lind Hayes-Mary Healy Aug.,'53 
Lana Turner-Carlos Thompson May,'54 
Joan Leslie-Forrest Tucker Mar. 1,'54 
Joan Fontaine-Jack Palance Nov.,'53 


Fred Astaire-Ginger Rogers (reissue) Oct. 29,'53 


Alastair Sim-Martita Hunt Dec.,'53 
Tony Curtis-Joanne Dru Jan.,'54 
Linda Darnell-Cornel Wilde (reissue) Nov.,'53 
G. Rogers-W. Holden-P. Douglas Jan.,"54 
Wild Bill Elliott-Virginia Grey Not Set 
Jane Russell-Gilbert Roland Feb. 8,'54 
M. Clift-B. Lancaster-D. Kerr Sept.,'53 
Jacques Sernas Jan.,'54 


Dinah Sheridan-John Gregson Feb.,'54 
Charles Rutherford-Lianella Carell Mar.,'54 
John Mills-Elizabeth Sellars Oct.,'53 
Marilyn Monroe-Jane Russell Aug.,'53 
John Carroll-Mala Powers Apr. 1,'54 
Maurice Evans-Robert Morley Jan. 8,'54 
Marge & Gower Champion Jan. |,'54 
Edward G. Robinson Nov.,'53 
James Stewart-June Allyson Feb.,'54 
Harlem Globetrotters-Dane Clark Jan.,'54 
Rock Hudson-Piper Laurie Sept.,'53 
Anna Magnani Jan.,'54 
Johnny Sheffield Jan. 10,'54 
Wanda Hendrix-Van Heflin Mar.,'54 
Cameron Mitchell-Anne Bancroft May, '54 
Red Skelton Jan. 29,'54 
Ingrid Bergman-Alexander Knox Jan.,'54 
Peter Reynolds-Elizabeth Sellars Mar.,'54 
Rock Hudson-Donna Reed Nov.,'53 
Donna Corcoran-Frances Dee Apr. 2,'54 
Red Skelton-Jean Hagen Sept. 4,'53 
Alex Nicol-Hillary Brooke Apr. 16,'54 
Elsbeth Sigmund Apr.,'54 
Richard Widmark-Bella Darvi Feb.,'54 
Alan Ladd-Joan Tetzel Not Set 
Wendell Corey-Evelyn Keyes June 1'54 
Hope-Clooney-Dahl-Martin Dec.,'53 
Richard Conte-Joan Bennett Jan.,’ 54 
Burt Lancaster-Joan Rice Jan. 16,'54 
Ralph-Richardson-Celia Johnson Feb.,'54 
James Gleason Jan. 15,'54 


Running 
Time 


69m 
87m 


79m 
74m 


121m 
8im 
95m 


75m 
75m 
87m 


88m 


80m 
83m 
84m 
70m 
82m 
73m 
78m 


82m 
96m 
116m 
108m 
67m 
54m 
103m 
91m 
98m 
104m 
80m 


96m 
7Im 
80m 
7im 
63m 
84m 
88m 


90m 
90m 
110m 
9im 
85m 
140m 
93m 


102m 
118m 
83m 


86m 
106m 
86m 
9im 
90m 
105m 
82m 
8im 
116m 
82m 
8Im 
105m 
70m 
88m 


69m 
113m 
86m 
83m 
72m 


7im 


98m 
103m 


9im 
78m 
7im 
93m 
80m 
60m 


7—REVIEWED— 


(S)=synopsis 
Issue 


Jan. 


Oct. 
Feb. 


Jan. 
Oct. 
Aug. 
July 


July 
Feb. 
Nov. 


Sept. 


Mar. 
Aug. 
Oct. 
Feb. 
Jan. 
Mar. 
Dec. 
Feb. 


Sept. 


Nov. 
Dec. 


Dec. 
Oct. 
Feb. 


Nov. 
Feb. 
Oct. 


May 
Mar. 
Nov. 
Oct. 


Feb. 


June 


Nov. 
Oct. 


Dec. 
Nov. 


June 
Mar. 
Jan. 
Aug. 


Jan. 


Feb. 
Mar. 
Oct. 
July 
Dec. 
Oct. 
Dec. 
Oct. 
Jan. 
Jan. 
Aug. 
Jan. 


Mar. 
Jan. 
Dec. 
Jan. 
Mar. 
Oct. 


Jan, 


Aug. 


Dec. 
Feb. 
Mar. 


Oct. 
Jan. 
Jan. 
Feb. 
Feb. 


9 
3! 


13 
16 
31 

8 
25 


20 


Page 


2134 
2046 


2182 
2142 


{S)2047 


1941 
1927 


1927 
2197 
2061 


1981 


($)2215 


1949 
2023 
2182 
2166 
2229 
2119 
2182 


1998 
2069 
2109 


2101 
2023 


(S)2191 


2061 
2197 
2046 


1847 
2214 
2086 
2014 


2183 
1877 


2062 
2030 


2102 
2086 


186! 


($)2214 


2134 
1933 
2167 


20 2190 
6 2206 
3 2014 
4 1903 
12 ($)2103 
31 2045 
« 2093 
17 2029 
9 2133 
23 2157 
22 1957 
23 2158 
13 2213 
30 (S)2167 
5 2093 
16 2142 
27 2238 
24 2037 
30 2165 
1 1933 
26 2118 
6 2173 
20 ($)2229 
13 2183 
24 2037 
30 2166 
2 2125 
13 2183 
20 ($)2191 


Groups 


AMYC 


AY 
AYC 


AY 


AY 
AMYC 


AY 


AY 


AY 
AMYC 
AYC 
AMYC 
AMYC 


AY 
AM 


AY 


AY 
AMY 


AY 


AM 


AY 
AM 
AY 
AMYC 
AYC 


AMYC 


AMY 


AY 
AMYC 


AY 
AYC 
AY 
AM 


AY 
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Review 


Excellent 


Very Good 


Goed 
Good 


Excellent 


Average 





Fair 
Fair 
Excellent 


Very Good 


Good 
Fair 

Good 
Fair 

Good 
Good 
Good 


Good 
Very Good 
Very Good 


Fair 
Fair 


Very Good 
Excellent 


Good 


Very Good 
Good 
Good 
Good 


Very Good 
Very Good 


Fair 
Fair 


Fair 
Good 
Excellent 


Good 
Excellent 
Fair 





Excellent 
Good 
Good 
Excellent 


Excellent 
Good 

Very Good 
Excellent 
Excellent 
Excellent 


Very Good 
Good 


Good 
Good 
Fair 

Good 
Good 


Good 


Very Good 
Excellent 


Fair 

Very Good 
Good 

Very Good 


Excellent 
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TITLE—Production Number—Cempany 


Hondo 

Horse's Mouth ( Brit.) 

Hot News (5327) 

How to Marry @ Millionaire (c) 
(CS)* (336) 


(c) (3D) (312)* WB 
Mayer-Kingsley 
AA 


20th-Fox 


I 
|, the Jury (3D) 


indiscretion of an American Wife 
Inferno (color) (3D) (346) 20th-Fox 
intimate Relations (Fr.-Eng. Dial.) Carroll 
Iron Glove, The (c) Col. 
lron Mask (5313) Lippert 
Island in the Sky (30!) WB 
It Should Happen to You Col. 


J 


UA 
Col. 


AA 
AA 
Col. 
Para. 
UA 
Univ. 
Rep. 
MGM 


Jack Slade (5406) 

Jennifer (5407) 

Jesse James vs. Daltons (c) (3D) 
Jivaro (5311) (c) 

Joe Louis Story, The 

Johnny Dark (c) (420) 

Jubilee Trail (c) (5303) 

Julius Caesar 


K-L 
WB 


20th-Fox 
20th-Fox 
Col. 


Key Largo (309) 
Keys of the Kingdom (358) 

Kid from Outer Space (412) 
Killer Ape 
Killers From Space (409 RKO 
King of the Khyber Ria (c)* (401) Fox 
Kiss Me Kate (c) (3D) (408)* MGM 
Knights of the Round Table (c) 

(CS) (413)* MGM 
Knock on Wood (color) Para. 
La Favorite (Ital.) IFE 
La Traviata (c) Savini 
Last of the Pony Riders (593) Col. 
Latin Lovers (color) (348) MGM 
Laughing Anne (Brit.) (c) Rep. 
Lili (color) (342)* MGM 
Limping Man (5318) Lippert 
Lion Is in the Streets (color) (305) WB 
Little Boy Lost (5304)* Para. 
Little Caesar (317) WB 
Little Fugitive Burstyn 
Living Desert, The (c)* Disney 
Living It Up (c) Para. 
Lonely Night, The Mayer-Kingsley 
Long, Long Trailer, The (c) (416)* MGM 
Loophole (5414) AA 
Louisiana Territory (3D) (color) (405) — 
Lucky Five (Ital.) 

Lucky Me (c) (CS) (324) we 
Lure of the Sila (ital.-Eng. Dub.) IFE 


M 


Ma and Pa Kettle at Home (418) 
Mad Magician, The (c) (3D) 
Make Haste to Live 

Malta Story (Brit.) 

Man Between, The (Brit.) 

Man Crazy (339) 

Man From Cairo (5302) 

Man from the Alamo (color) (328) 
Man In Hiding 

Man in the Attic (340) 
Man of Conflict 

Marry Me Again (404) 
Martin Luther 

Master of Ballantrae, The (color) (225) 
Melba (color) 

Mexican Manhunt (5317) AA 
Miss Robin Crusoe (c) 20th-Fox 
Miss Sadie Thompson (c) (3D)* Col. 
Mission Over Korea (536) Col. 
Mr. Blandings Builds His Dream House 

(473) RKO 
Mr. Denning Drives North ( Brit.) Carroll 
Mr. Potts Goes to Moscow (Brit.) 

(5400) Stratford 
Mr. Robinson Crusoe (5314) i 
Mister Scoutmaster 
Mistress of the Mountains (Ital.) 
Mogambo (color) (404)* 

Money from Home (c)* 


(5316—3D, 5330—2D) 


2242 


Univ. 


Rep. 

UA 

UA 
— Fox 
Lippert 
Univ. 
UA 
20th-Fox 
Apex 
RKO 
deRochemont 


ws 
UA 





Col. 


Release 


Stars Date 


John Wayne-Geraldine Page 
Robert Beatty 
Stanley Clements Oct. Th "53 


Grable-Monroe-Bacall Nov.,’53 


Bill Elliott-Peggie Castle 

Jennifer Jones-Montgomery Clift 
Robert Wayne-Rhonda Fleming 
Harold Warrender-Marian Spencer 
Robert Stack-Ursula Thiess 
Douglas Fairbanks 

John Wayne-Lloyd Nolan 
Judy Holliday-Peter Lawford 


Aug. 14,'53 
Not Set 
Nov.,'53 
Feb.,'54 
Apr.,'54 
(reissue) Sept. 18,'53 
Sept. 5,'53 

Mar.,'54 


Mark Stevens Nov. 8, ‘53 
Ida Lupino-Howard Duff 

Brett King-Barbara Lawrence 
Fernando Lamas-Rhonda Fleming 
Coley Wallace-James Edwards 
Tony Curtis-Piper Laurie 

Vera Ralston-Forrest Tucker 
Brando, Calhern, Garson, Kerr, Mason 


Sept. 18,'53 
May'‘54 
May 15,'54 
Spec. 


Robinson-Bogart-Bacall (reissue) Nov. 7,'53 
Gregory Peck-Thomas Mitchell (reissue) Jan.,'54 
Thelma Ritter-Jeffrey Hunter Apr.,'54 
Johnny Weissmuller Dec.,'53 
Peter Graves-Barbara Bestar Jan. 23,'54 
Tyrone Power-Terry Moore Jan.,'54 
Kathryn Grayson-Howard Keel Nov. 26,'53 


Jan. 15,54 
Not Set 
Oct.,'53 

Dec. 26,'53 
Nov.,'53 

Aug. 28,'53 

June 15'54 

July 10,'53 

Dec. 11,53 

Oct. 3,'53 
Oct.,'53 
(reissue) Feb. 6,'54 
Oct. 6,'53 
Nov.,'53 

Not Set 

Not Set 

Feb. 19,'54 

Mar. 28,'54 

Oct. 16,'53 
Nov.,'53 

Apr. 24,'54 

Dec. 25,'53 


Robert Taylor-Ava Gardner 

Danny Kaye-Mai Zetterling 

Paolo Silveri 

Lucia Evangelis-Giulio Gari 

Gene Autry 

Lana Turner-Ricardo Montalban 
Wendell Corey-Margaret Lockwood 
Leslie Caron-Mel Ferrer 
Lloyd Bridges 

James Cagney-Barbara Hale 
Bing Crosby-Claude Dauphin 
Edward G. Robinson 

Richie Andrusco 

True Life Adventure 

Dean Martin-Jerry Lewis 


Lucille Ball-Desi Arnaz 

Barry Sullivan-Dorothy Malone 
Documentary 

Aldo Fabrizi 

Doris Day-Robert Cummings 
Silvano Mangano 


Marjorie Main-Percy Kilbride 
Vincent Price-Mary Murph 
Dorothy McGuire-Stephen McNally 
Alec Guinness-Jack Hawkins 
James Mason-Claire Bloom 
Neville Brand-Christine White 
George Raft-Gianna Maria Canale 
Glenn Ford-Julia Adams 

Paul Henried-Lois Maxwell 
Constance Smith-Jack Palance 
Edward Arnold-John Agar 

Marie Wilson-Robert Cummings 
Niall MacGinnis 

Errol Flynn-Anthony Steel 

Patrice Munsel-Robert Morley 
George Brent-Hillary Brooke 
Amanda Blake-George Nader 

Rita Hayworth-Jose Ferrer 

John Hodiak-Audrey Totter 


Apr.,'54 
Not Set 
Not Set 
Apr.,'54 
Feb.,'54 
Dec.,'53 
Nov. 27,'53 
Aug.,'53 
Oct. 2,'53 
Dec.,'53 
Dec.,'53 
Oct. 22,'53 
Sept.,'53 
Aug. 1,'53 
Aug. 7,'53 
Sept. 13, ‘53 


(reissue) Apr.,'54 
Sept.,'53 


Cary Grant-Myrna Loy 
John Mills-Phyllis Calvert 


George Cole-Nadia Gray Mar. 14,'54 
Douglas Fairbanks (reissue) Sept. 25,'53 
Clifton Webb-Edmund Gwenn Sept.,'53 
Vivi Gioi Jan.,'54 
Clark Gable-Ava Gardner Oct. 9,'53 


Dean Martin-Jerry Lewis Feb.,'54 


Running 
Time 


83m 
77m 
bim 


96m 


REVIEWED — 
(S)=synopsis 


Issue 


Nov. 
Jan. 
Nov. 


Nov. 


July 
Mar. 
July 
Feb. 
Mar. 


Aug. 


Jan. 


Oct. 
Mar. 
Jan. 
Jan. 
Oct. 
Mar. 


Jan. 


28 
23 
28 


» i3 
o BT 
» 13 


. 14 


Dec. 
July 


Aug. 


Sept. 


Aug. 


Dec. 


Sept. 


19 


12 
19 


Dec. 


Page 


2085 
2158 
2087 


AYC 


2070 


1926 


(s)2215 


1925 
2190 
2238 


1941 
2141 


2037 
2206 
2158 
2187 
2013 


(S)2214 


2158 
1861 


2077 
2166 
2117 
2045 


2117 


(5)2063 
2047 


2134 
2062 
1926 


1757 
2119 
1989 
1909 


2021 
2021 


($)2215 


2133 
2189 
2030 
2094 


2134 


2213 
2238 


(S)2215 


5 


2069 
2110 
2094 
1918 
2070 
2119 
2119 
2006 
1997 
1918 
1885 


2117 
1926 
1966 
1998 
1965 
2102 
1997 A 


2093 AMYC 


Groups 


A-I 
A-| 


> wo ow> ow 


de oad 
—- N—LL 


A-1 


——— RATINGS —_ 
Nat'l 


L. of D. 


Herald 
Review 


Excellent 
Good 
Good 


Excellent 


Fair 


Excellent 
Very Good 
Good 


Excellent 
Very Good 


Excellent 
Fair 


Excellent 


Good 
Superior 


Fair 
Fair 
Excellent 
Excellent 


Superior 


Fair 
Fair 
Good 
Good 


Excellent 
Good 

Very Good 
Excellent 


Excellent 
Excellent 


Excellent 
Good 
Good 
Fair 


Good 


Good 
Good 


Excellent 
Good 

Fair 

Very Good 
Fair 

Fair 


Very Good 


Excellent 
Fair 

Good 

Very Good 
Very Good 
Good 

Very Goog 


Excellent 
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TITLE—Production Number—Company 


Moon Is Blue, The UA 
Moonlighter, The (3D) (303) WB 
Murder on Monday (Brit.) | Mayer-Kingsley 
My Heart Sings (Ital.) IFE 


Naked Jungle, The (c) (5315) Para. 
Nebraskan, The (color) (3D) (618) Col. 
New Faces (c) (CS) (409) Fox 
Night Is My Kingdom, The (Fr.) Davis 
Night People (c) (CS) (407) Fox 
99 River Street UA 
No Escape UA 
Norman Conquest (5303) Lippert 
O-P 

Othello UA 
Out of the Past (488) RKO 
Outcast, The (c) Rep. 
Overcoat (Ital.) Times 
Overland Pacific (c) UA 
Paratrooper (619) (c) Col. 
Paris Model (621) Col. 
Paris Playboys (5418) AA 
Passionate Sentry, The (Brit.) Fine Arts 
Path to the Kingdom (Span.) Master 
Personal Affair (Brit.) UA 
Phantom of the Rue Morgue 

(3D) (c) (322) WB 
Phantom Stallion (5331) Rep. 
Pickwick Papers ( Brit.) Mayer-Kingsley 
Pinocchio | (493) RKO 
Playgirl (421 Univ. 
Plunder of the Sun WB 
Pride of the Blue Grass (c) (5410) AA 
Prince Valiant (c) (CS) (411) 20th-Fox 
Princess of the Nile (c) (414) 20th-Fox 
Prisoner of War MGM 


Prisoners of the Casbah (c) (622) Col. 
Private Eyes (5321) AA 
Project M-7 (483) (Brit.) U-I 
Project Moon Base (5315) Lippert 
Public Enemy (318) WB 


Q-R 
Queen of Sheba aye (5325) Lippert 
Queen's World Tour, A (c) UA 


Quo Vadis (c) (411) MGM 
Rachel and the Stranger (469) RKO 
Racing Blood (c) (410) 20th-Fox 
Rails Into Laramie (c) (419) Univ. 
Red Garters (c) (5314) Para. 
Red River Shore (5234) Rep. 
Rhapsody (420) (c) MGM 
Ride Clear of Diablo (c) (413) Univ. 
Riders of the Purple Sage 20th-Fox 
Riders to the Stars (c) UA 
Riding Shotgun (c) (323) WB 
Ring of Fear (c) (CS) bo 


Riot in Cell Block 11 (51) 
River of No Return (c) (CS) (405) 20th- “i 


Rob Roy (c) (Brit.) (494) Disney-RKO 
Robe, The (C.S.) (c) (335)* 20th-Fox 
Roman Holiday (530!)* Para. 
Rose Bowl Story (5204) Allied 
Rose Marie (C C3) (c) (418) MGM 
Royal African Rifles, The (c) (5403) AA 
s 
Saadia (c) (415) MGM 
Sabre Jet (c) UA 
Saginaw Trail (576) Col. 
Saint's Girl Friday RKO 
Saskatchewan (414) (c) Univ. 
Scarlet Spear, The (c) UA 
Scudda Hoo-Scudda Hay Fox 
Sea of Lost Ships (5213) Rep. 
Secret Assignment (ltal.) IFE 
Secret Document—Vienna (Fr.) Davis 
Shadow Man (5316) Lippert 


Shadows of Tombstone Rep. 


Shane (c) (5225)* Para. 
Shark River (c) UA 
She Couldn't Say No (408) RKO 
Siege of Red — (c) (404) 20th-Fox 
Singin’ in the Col. 
Sins of Jezebel (ec) eam Lippert 
Sky Commando (542) Col. 
Slaves of Babylon (525) (c) Col. 
So Big (307)* WB 








Release 

Stars Date 

William Holden-David Niven July 17,'53 
Barbara Stanwyck-Fred MacMurray Sept. 19,'53 
Ralph Richardson-Margaret Leighton Oct.,'53 
Ferruccio Tagliavini Mar.,'54 
Eleanor Parker-Charlton Heston Mar.,'54 
Phil Carey-Roberta Haynes Dec.,'53 
Eartha Kitt-Robert Cla Feb.,'54 
Jean Gabin-Simone Valera Sept.,'53 
Gregory Peck-Rita Gam Mar.,'54 
John Payne-Evelyn Keyes Sept. 11,'53 
Lew Ayres-Sonny Tufts Sept.,'53 
Tom Conway-Eva Bartok Sept. 11,'53 
Orson Welles-Fay Compton Jan.,'54 


Robert Mitchum-Kirk Douglas (reissue) Oct. 29,'53 


John Derek-Joan Evans Not Set 
Renato Rascel Oct.,'53 
Jack Mahoney-Peggie Castle Feb.,'54 
Alan Ladd-Leo Genn Jan.,"54 
Marilyn Maxwell-Paulette Goddard Nov.,'53 
Leo Gorcey-Huntz Ha Mar. 7,'54 
Valerie Hobson-Nigel Patrick Nov.,'53 
Dominique Blanchard Jan.,'54 
Gene Tierney-Leo Genn Feb.,'54 
Karl Malden-Patricia Medina Mar. 27,'54 
Rex Allen Feb 10,'54 
Nigel Patrick-James Hayter Feb.,'54 
Disney Feature (reissue) Apr.,'54 
Shelley Winters-Barry Sullivan May,'54 
Glenn Ford-Diana Lynn Aug. 29,'53 
Lloyd Bridges-Vera Miles Apr. 4,'54 
Robert Wagner-Janet Leigh Apr.,'54 
Jeffrey Hunter-Debra Paget June'54 
Ronald Reagan-Dewey Martin Not Set 
Gloria Grahame-Cesar Romero Nov.,'53 
Bowery Boys Dec. 6,'53 
Phyllis Calvert Nov.,'53 
Donna Martell-Ross Ford Sept. 4,'53 


Jean Harlow-James Cagney (reissue) Feb. 6,'54 


Feb. 12,54 
Mar.,'54 
(reissue) Jan.,'54 
Loretta Young-William Holden (reissue) Feb.,'54 


Gino Cervi-Leonora Ruffo 
Documentary 
Robert Taylor-Deborah Kerr 


Bill Williams-Jean Porter Mar.,'54 
John Payne-Mari Blanchard Apr.,'54 
Rosemary Clooney-Jack Carson Mar.,'54 
Rex Allen Dec. 15,'53 
Elizabeth Taylor-Vittorio Gassman Apr. 16,'54 
Audie haste Guan Cabot Mar.,'54 


Geo. Montgomery-Robt. Barrat (reissue) Mar.,'54 
Richard Carlson-Herbert Marshall Jan. 29,'54 


Randolph Scott-Wayne Morris Apr. 10,54 
Clyde Beatty-Pat O'Brien Not Set 
Neville Brand-Leo Gordon Feb. 28,'54 
Robert Mitchum-Marilyn Monroe May,'54 
Richard Todd-Glynis Johns Feb. 27,'54 
Victor Mature-Jean Simmons Oct.,'53 
Gregory Peck-Audrey Hepburn Sept.,'53 
Marshall Thompson (reissue) Sept. 6,'53 
Blyth-Keel-Lamas-Main Mar. 19,'54 
Louis Hayward-Veronica Hurst Sept. 27,'53 
Cornel Wilde-Mel Ferrer Feb. 5,'54 
Robert Stack-Coleen Gray Sept. 4,'53 
Gene Autry Sept.,'53 
Louis Hayward-Naomi Chance Apr. 15,'54 
Alan Ladd-Shelley Winters Mar.,'54 
John Archer-Martha Hyers Mar.,'54 
June Haver (reissue) Mar.,'54 
John Derek-Wanda Hendrix Feb.,'54 
Vivi Gioi-Umberto Spadaro Mar.,"54 
Frank Villard-Renee St. Cyr Feb. 15,'54 
Cesar Romero Oct. 16,'53 
Rex Allen Sept. 28,'53 
Alan Ladd-Jean Arthur Aug.,'53 
Steve Cochran-Carole Mathews Nov.,'53 
Jean Simmons-Robert Mitchum Feb. 15,'54 
Van Johnson-Joanne Dru Apr.,'54 
Judy Canova-Allen Jenkins (reissue) Jan.,'54 
Paulette Goddard Oct. 23,'53 


Dan Duryea-Frances Gifford Sept.,'53 
Richard Conte-Linda Christian 
Jane Wyman-Sterling Hayden Oct. 31,'53 


PRODUCT DIGEST SECTION, MARCH 27, 1954 


Running 
Time 


99m 
77m 
85m 
99m 


95m 
68m 
98m 
109m 
93m 
83m 
76m 
79m 


97m 


96m 
73m 
87m 
59m 
62m 
85m 
85m 
82m 


84m 
54m 
109m 
87m 


8im 
7im 
105m 


78m 
64m 
79m 
63m 
83m 


99m 
84m 
168m 
93m 
76m 
8im 
9Iim 
54m 
115m 
8im 
54m 
8Im 
84m 


80m 


89m 
135m 
119m 
73m 
106m 
75m 


82m 
96m 
56m 
68m 
87m 
78m 
95m 
85m 


90m 


54m 
117m 


89m 
8Iim 


74m 
69m 
82m 
tOlm 





7-—-REVIEWED— 


(S)=synopsis 
Issue Page 
June 13 1869 
Sept. 19 1998 
Oct. 10 2022 
Mar. 13 2214 
Feb. 13 2181 
Nov. 7 2062 
Feb. 20 2189 
Aug. 8 1943 
Mar. 20 2229 
Aug. 29 1965 
Aug. | 1934 
Jan. 9 (S)2135 
Mar. 13 ($)2215 
Oct. 17 203! 
Feb. 13 2182 
Dec. 26 2118 
Nov. 7 2062 
Mar. 13 2214 
Oct. 31 2047 
Dec. 19 2110 
Jan. 9 2133 
Mar. 6 2206 
Mar. 13 (S)2215 
Aug. 8 1942 
Feb. 20 2189 
Dec. 5 (S)2094 
Nov. 7 2062 
Dec. 5 (S)2094 
Sept. 5 1982 


Nov. 
Mar. 


Mar. 
Mar. 
Feb. 
Dec. 
Feb. 
Feb. 


Mar. 
Mar. 
Mar. 
Feb. 

Mar. 
Nov. 


Sept. 


July 


Mar. 
Oct. 


Jan. 


Sept. 


Aug. 
Mar. 
Feb. 
Mar. 


Oct. 
Jan. 


Oct. 
Apr. 


Nov. 


Jan. 
Mar. 


Nov. 
Aug. 


Oct. 


12 
29 
27 
27 
27 


31 
30 


10 
18 


16 
27 


28 
22 





c RATINGS 
Nat'l Herald 
Groups L.ofD. Review 
Cc Very Good 
A A-2 Good 
A-| Very Good 
Good 
A-2. Good 
AY A-2 Fair 
B Excellent 
A-2. Good 
Very Good 
A B Good 
A A-2 Fair 
AMY 
B Very Good 
AY A-2 Good 
AY Very Good 
A B Fair 
Fair 
A-2 Fair 
A-| Good 
AY A-2. Good 
Good 
A-1 
AY A-2 Good 
A-! Fair 
AY A-2 Fair 
A-2 
AY A-! Fair 
Fair 
B 


AY 
AMYC 


AMY 
AY 


AM 
AMYC 


AYC 
AMYC 


AY 
AY 


AMYC 


AMYC 


AY 


AMYC 
AY 


AY 
AMYC 


A-2 


> PPP 






Excellent 
Very Good 


Good 
Good 


Excellent 


Good 
Superior 
Excellent 


Excellent 
Average 


Good 
Good 
Good 
Good 

Very Good 
Fair 


Good 
Fair 


Good 
Excellent 
Fair 
Good 
Good 


Good 
Fair 


Excellent 
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TITLE—Production Number—Company 


Something Money Can't Buy (Brit.) Univ. 
Son of Sinbad (color) (3D) RKO 
Song of the Land (color) UA 
Spaceways (530!) Lippert 
Spice of Life (Fr.} Mayer-Kingsley 
Stage Door (483) RKO 
Stand at Apache River (color) (331!) 
Steel Lady, The 

Stormy the Thoroughbred (c) 
Stranger on the Prowl 

Stranger Wore a Gun (3D) (c) (605) Col. 
Street With No Name 20th-Fox 
Student Prince, The (CS) (c) (424) MGM 
Sword and the Rose, The (color) (491) RKO 


T 


Take the High Ground (color) (406) MGM 
Tall in the Saddle (47!) RKO 
Tanga Tika (color) 
Taza, Son of Cochise (c) 
(410—3D, 411—2D) 
Tennessee Champ (417) (c) 
Terror on a Train (402) 
Terror Street (5304) 
Texas Badman {5335} 
Them (3D) 
They Won't Believe Me (474) 
Those Redheads from Seattle (color) 
(2D-5329, 3D-5305) 
Three Coins in the Fountain (CS) 
{c) (413) 20th-Fox 
Three Girls from Rome [Ital.-Eng. Dub.) IFE 
Three Sailors and a Girl (c) (314)* WB 
Three Young Texans (c) (402) 20th-Fox 
Thunder Bay (color) (327) Univ. 
Thunder Over the Plains (c) (313) WB 
Thy Neighbor's Wife 20th-Fox 
Time Gentlemen ~yy ( Brit.) — 
Times Gone By al.) F.E. 
Titfield a Arg (c) (387) (Brit.)} a 
Top Banana (c) UA 
Torch Song (c) (405)* MGM 
Trail of the Arrow AA 
Treasure of Sierra Madre (310) WB 
Trent's Last Case (Brit.) (5212) Rep. 
Tumbleweed (color) (405) Univ. 
Turn the Key Softly (Brit.) Astor 


U-V 


Undercover Agent (5306) 
Untamed Breed (614) 

Valley of the Sun (470) 

Veils of Bagdad (color) (404) 
Vicki 

Vigilantes Terror (5422) 
Village, The 

Violated 


Univ. 
UA 


Disney 
UA 


Schaefer 


Univ. 


Para. 


Palace 


w 


Walking My Baby Back Home (406)(c) Univ. 

War Arrow (c}) (408) Univ. 

War of the Worlds (c) (5303) Para. 

War Paint (color) 

We Want a Child (5324) 

White Fire (5317) 

White Hell of Pitz Palu [(Ital.-Eng. Dub) tre 

Wicked Woman UA 

Wild One (623) 

Will Any Gentleman? (Brit.) 

Wings of the Hawk (c) 
(2D-336, 3D-330) Univ. 

Witness to Murder UA 

World for Ransom (5408) AA 


X-Y-Z 


Yank in the R.A.F. (367) 20th-Fox 
Yankee Pasha (c) (417) Univ. 
Yellow Balloon (5430) (Brit.) AA 
Yesterday & Today UA 
Young Caruso, The (Ital.-Eng. Dub.) IFE 
Yukon Vengeance (5331) AA 


Col. 
Stratford 


Release 
Date 


Oct.,'53 


Stars 


Patricia Roc-Anthony Steel 
Dale Robertson-Peggie Castle 
Nature 

Howard Duff-Eva Bartok 
Noel-Noel 

Kath. Hepburn-Ginger Rogers (reissue) Aug. 5,'53 
Stephen McNally-Julia Adams Sept.,'53 
Rod Cameron-Tab Hunter Oct. 9,'53 
M. R. Valdez-Robert Skene Mar.,'54 
Paul Muni-Joan Lorring Nov. 2,'53 
Randolph Scott-Claire Trevor Aug..'53 
Richard Widmark-Lloyd Nolan (reissue) Mar.,'54 
Ann Blyth-Edmund Purdon May,'54 
Richard Todd-Glynis Johns Aug. '5,'53 


Richard Widmark-Karl Malden 
John Wayne 
All Native Cast 


Rock Hudson-Barbara Rush 
Shelley Winters-Dewey Martin 
Glenn Ford-Anne Vernon 
Dan Duryea 

Wayne Morris 

Edmund Gwenn-Joan Weldon 
Susan Hayward-Robert Young (reissue) 


Oct. 30,'53 
(reissue) Mar.,"54 
Nov.,'53 


Feb.,'54 
Mar. 5,'54 
Sept. 18,53 
Dec. 4,'53 
Dec. 20,'53 
Not Set 
Apr.,'54 
Rhonda Fleming-Gene Barry Oct.,'53 
Clifton Webb-Dorothy McGuire 
Lucia Bose-Cosetta Greco 
Jane Powell-Gordon MacRae 
Mitzi Gaynor-Jeff Hunter 
James Stewart-Joanne Dru 
Randolph Scott-Phyllis Kirk 
Huqo Haas-Cleo Moore 
Eddie Byrne-H. Baddaly 
Vittorio de Sica-Gina Lollobrigida 
Stanley Holloway 
Phil Silvers-Rose Marie 
Joan Crawford-Michael Wilding 
Guy Madison-Andy Devine Aua. 25,'53 
Humphrey Bogart (reissue) Nov. 7,'53 
Michael Wilding-Margaret Lockwood Jan. 1,'54 
Audie Murphy-Lori Nelson Dec.,'53 
Yvonne Mitchell-Terence Morgan Not Set 


June,'54 
Aug.,'53 
Dec. 26,'53 
Jan.,'54 
Aug.,'53 
Dec. 12,'53 
Oct.,'53 
Sept.,'53 
Sept.,'53 
Oct.,'53 
Feb.,'54 
Oct. 23,53 


Dermot Walsh-Hazel Court 
Sonny Tufts-Barbara Britton 
Lucille Ball-James Craig 
Victor Mature-Mari Blanchard 
Jeanne Crain-Jean Peters 
Bill Elliott-Mary Ellen Kay 
John Justin-Eva Dahibeck 
Wim Holland 


Oct. 2,'53 
(reissue) Sept.,'53 
(reissue) Feb.,'54 

Nov.,'53 
Oct.,'53 
Nov. 15,'53 
Oct. 23,'53 
Dec.,'53 


Donald O'Connor-Janet Leigh 
Jeff Chandler-Maureen O'Hara 
Gene Barry-Ann Robinson 
Robert Stack-Joan Taylor 
Special Cast 

Scott Brady-Mary Castle 

Hans Albers 

Beverly Michael-Richard Eqan 
Marlon Brando-Mary Murphy 
George Cole-Veronica Hurst 


Van Heflin-Julia Adams 
Barbara Stanwyck-George Sanders 
Dan Duryea 


Tyrone Power-Betty Grable (reissue) Nov.,'53 
Jeff Chandler-Rhonda Fleming Apr.,'54 
Andrew Ray-Kathleen Ryan Oct. 4,53 
Documentary Dec. 2,'53 
Ermanno Randi-Gina Lollobrigida Sept.,'53 
Kirby Grant-Mary E. Kay Jan. 17,54 


Running 
Time 


83m 


7im 
76m 
7im 


77m 
84m 
45m 
82m 
83m 
9im 


93m 


97m 
84m 
79m 
57m 
77m 
68m 


7—-REVIEWED— 
(S)=synopsis 
Issue 


Oct. 


Jan. 


Nov. 


July 
Jan. 


Aug. 


Oct. 
Mar. 


Nov. 
Aug. 


Mar. 
Dec. 
Nov. 
Aug. 


Jan. 


3 
30 
28 

4 
16 


15 
17 
13 
14 

8 


13 
5 
14 
8 
16 


Page 


2015 
(S)2167 
2087 
1902 
2142 


1949 
2030 
2214 
2069 
1943 


1901 


2006 
2022 


2165 
2189 
1926 
2093 
(S)2071 
($)2215 


2006 


($)2214 
1934 
2085 
2142 
1829 
2061 
2207 
2022 
1935 
2014 
2165 
2014 
198] 


2030 
2077 
2166 


2213 
2094 
2070 
1942 
($}2142 


———— RATINGS ——_. 
Herald 


at’! 
Groups L.ofD. Review 


AY A-2 Fair 
AY Good 
Good 


Excellent 


Fair 

Fair 

Very Good 
Good 


Average 


Very Good 


Very Good 
Excellent 
Good 
Good 


Good 
Good 


Very Good 


> 
ny 


Very Good 
ood 
Fair 
Excellent 
Good 
Good 
Good 
Good 
Excellent 
Very Good 
Good 


Fair 


>> a 
_nNr 


—_w 


Fair 
Very Good 
Good 


A 
A-2 
A-! 


Fair 


Good 


Fair 


Good 


Fair 


Very Good 
Good 
Excellent 
Good 


Fair 

Good 
Good 
Good 


Very Good 
Fair 


Very Good 
Fair 

Good 
Good 
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FILM BUYERS RATING 


AA AV BA PR 
4 
i 8 


m 
x< 


Film buyers of independent circuits in the U. S. rate current 


rR 


Jesse James vs. the Daltons (Col.) 
Jivaro (Para.) 


product on the basis of its performance in their theatres. This 


1 


report covers 137 attractions, 6,461 playdates. 


Titles run alphabetically. 


Numerals refer to the number of en- 


gagements on each attraction reported. The tabulation is cumula- 
tive. Dagger (+) denotes attractions published for the first time. 
Asterisk (*) indicates attractions which are listed for the last time. 
AV—Average; 


EX means Excellent; 
BA—Below Average; PR—Poor. 


Actress, The (MGM)... 

*Affair in Monte Carlo (AA) 
All-American (Univ.) ... 

All the Brothers Were Valiant (MGM) 
Appointment in Honduras (RKO). 
*Arrowhead (Para.) 


Back to God's Country (Univ.).. 
Bad for Each Other (Col.) 

*Band Wagon, The (MGM) 
tBeachhead (UA) . 

tBeat the Devil (UA) 

Beneath the 12-Mile Reef (20th- For). 
Big Heat (Col.) 

tBigamist, The (Filmakers) 

Blowing Wild (WB).. 

Blueprint for Murder, A (20th. Fox) 
Border River (Univ.).. 

Botany Bay (Para.) 

Boy From Oklahoma (WB) 


Caddy, The (Para.) 

Calamity Jane (WB)... 
Captain's Paradise (UA).. 
Cease Fire! (Para.) 

*Champ for a Day (Rep.).. 
*China Venture (Col.) 

City of Bad Men (20th-Fox) . 
*Clipped Wings (AA)... 
Command, The (WB) .... 
Conquest of Cochise (Col. ). 
Crazylegs—All-American (Rep. ) 
*Cruel Sea, The (Univ.).. 
*Cruisin' Down the River (Col.). 


*Dangerous Crossing (20th-Fox). 
Decameron Nights (RKO) - 
Diamond Queen, The (WB).. 


East of Sumatra (Univ.)....... 
Easy to Love (MGM)...... 
Eddie Cantor Story (WB).. 
Escape from Fort Bravo (MGM) 


Fighter Attack (AA) 

Flight Nurse (Rep.)............ = 
Flight to Tangier (Para.)......... 
Forbidden (Univ.) 

Forever Female (Para.). 

From Here to Eternity (Col.).. 


*Gentlemen Prefer Blondes (20th-Fox) 
Give a Girl a Break (MGM) 

Glass Web, The (Univ.).......... 
Glenn Miller Story (Univ.)....... 
Go, Man Go (UA) 

Golden Blade, The (Univ.) . 

Great Diamond Robbery (MGM) 
*Gun Belt (UA) 

Gun Furg: (G0)... 6s coca ec. 


Half a Hero (MGM) 

Here Come the Girls {Para.).... 

His Majesty O'Keefe (WB)...... 
Hondo (WB) 

How to Marry a Millionaire (20th-Fox) 


*|, the Jury (UA).. 
*Inferno (20th-Fox) . 
Island in the Sky (WB). 
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Joe Louis Story, The (UA) 

King of the Khyber Rifles (20th-Fox) 
Kiss Me Kate (MGM) 

Knights of the Round Table (MGM) 


Lili (MGM) 

Lion Is in the Street, A (WB). 
Little Boy Lost (Para.).... 
Little Caesar (WB) (Reissue) 
Little Fugitive (Burstyn) .. 
Long, Long Trailer, The (MGM) 


tMan Between, The (UA) 
*Man from the Alamo (Univ.) 
Man in the Attic (20th-Fox) 
Marry Me Again (RKO) 
Martin Luther (deRochemont) 
Miss Sadie Thompson (Col.) 
*Mission Over Korea (Col.) 
Mister Scoutmaster (20th-Fox) 
Mogambo (MGM) ; 
Money from Home ( Para.) 
Moon Is Blue, The (UA) 
Moonlighter, The (WB) 


Nebraskan, The (Col.) 
99 River Street (UA) 
*No Escape (UA) 


Paratrooper (Col.) 

Paris Model (Col.) .. 
*Plunder of the Sun (WB) 
Prisoners of the Casbah (Col.) 
Private Eyes (AA) ... 

Public Enemy (WB) (Reissue) 


Quo Vadis (MGM) (Reissue) 


Ride Clear of Diablo (Univ.).. 
tRiders to the Stars (U.A.)... 
Riot in Cell Block 11 (AA). 
Rob Roy (Disney-RKO) 

Robe, The (20th-Fox) 

Roman Holiday (Para.) 


Saadia (MGM) . 

Sabre Jet (UA) .. 
*Sailor of the King (20th- Fox) 
*Salome (Col.) . 

*Sea Around Us, The (RKO) 

Sea of Lost Ships (Rep.) 

Shane ( Para.) 

Shark River (UA) 

Sins of Jezebel (Lippert). 

Sky Commando (Col.).. 

Slaves of Babylon (Col. ). 

So Big (WB) 

*Stalag 17 (Para.)..... 

Stand at Apache River (Univ.) 

Steel Lady, The (UA) 
*Stranger Wore a Gun, The (Col. ) 
*Sword and the Rose, The (RKO) 


Take the High Ground (MGM) 
tTaza, Son of Cochise (Univ.)... 
Terror on a Train (MGM) 

Those Redheads from Seattle (Para.) 
tThree Young Texans (20th-Fox) 
tThree Young Texans (20th-Fox) 
*Thunder Bay (Univ.) .. 

Thunder Over the Plains (WB). 

Torch Song (MGM) . 

Tumbleweed ( Univ.) 


Veils of Bagdad (Univ.) 
Vicki (20th-Fox) 


Walking My Baby Back Home ( Univ.) 
War Arrow (Univ.) 

War of the Worlds (Para. ee 

*War Paint (UA) 

Wild One (Col. ... 

Wings of the Hawk (Univ. ). 
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AWARDED Br 
MUTION PICTURE 


RALD 


PROFIT 


is the 
MAIN 
FEATURE 


Show business and the refreshment business are 
partners in profit in the modern theater. We've 
seen it proved from coast to coast: patrons like 
to have refreshment handy while they enjoy your 
program. Specifically, they like to have ice-cold 
Coca-Cola available for breaks in the schedule 
... for a pause on the way out of the theater. 
Their satisfaction makes a mighty pleasant sound 


in your coin box. For details on a variety of 
vending equipment, write The Coca-Cola Com- for ext 
pany, P. O. Box 1734, Atlanta, Georgia. fi we 





The Seat of Comfort is in the 


TC 706 


The famous ‘Rocking Chair”’ 
Loge with accent on Comfort 
and Luxury. Spring base prin- 
ciple permits comfort at every 


sitting position. 


The Vew- 


“COntouR® 


Formed Rubber Cushion 





Designed to make Heywood-Wakefield the- 
atre seating as comfortable as the average 
patron’s own easy chair at home.. . the luxuri- 
ous new “‘Contour” Formed Rubber Cushion 
that conforms to the contours of the occupant’s 
body as he sits down in its luxurious depth 
... assuring utmost comfort regardless of how 
he shifts his weight or position. 


i HEYWOOD- 
WAKEFIELD 


EST. 1826 





“SIT-IN’ 


Coil Spring Cushion 


be onoy 


Occupant sits deep down in not high up on 
this outstandingly comfortable new coil spring 
cushion . . . whether he sits in the middle, on 
the side or way back in the seat, he’ll enjoy 
relaxing comfort at all times. This is just one 
more fine example of Heywood -Wakefield 
engineering skill, proving the seat of the 
comfort is in the cushion. 


HEYWOOD-WAKEFIELD COMPANY Theatre Seating Division, Menominee, Michigan + Sales Offices: Baltimore, Boston, Chicago, New York 
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Westrex has a complete line of 
magnetic equipment for studios and theatres 


4 


Westrex RQ Stereophonic Reproducer 
is a simple, high quality mech- 
anism for reproducing quality 
stereophonic sound in theatres. 


— 
RQ Reproducer, installed between 
upper magazine and _ projector 
mechanism, operates with any 
modern projector or sound head. 


Westrex Electrical Printer simultane- 
ously makes duplicates of original 
four-track magnetic recordings as 
required by individual studios. 


FOR THEATRES OUTSIDE U. S. A. 
AND CANADA AND FOR 
STUDIOS EVERYWHERE 


For recording, re-recording, editing, electrical print- 
ing, and reproducing stereophonic sound at its best, 
Westrex offers a complete line of multiple track mag- 
netic equipment of advanced design. Representative 
models of magnetic equipment shown on this page 
are in addition to Westrex photographic equipment 
for studios and theatres. 


Westrex RA-1517B Stereo-Recorder, wich 
its very low flutter content and high 
volume range and signal-to-noise ra- 
tio, is today’s quality portable triple- 
track stereo-magnetic recorder. 


Westrex 1506 Type Recorder- 
Reproducer provides maxi- 
mum quality multiple 
track magnetic recording 
and reproducing. 


Westrex “Pent House” Stereo Magnetic Recorder modi- Westrex Editer, designed and engineered by Westrex Holly- 
fies an existing single track recorder to provide wood Laboratories in cooperation with leading studios, 
both single track magnetic and multiple stereo- meets every film editing need, photographic or magnetic. 


track magnetic recording. 


Research, Distribution and Service for the Motion Picture Industry 


Westrex Corporation 


estrex, 
XY - 111 EIGHTH AVENUE, NEW YORK II, N.Y. 


WESTERN ELECTRIC 
EXPORT 
CORPORATION 


HOLLYWOOD DIVISION: 6601 ROMAINE STREET, HOLLYWOOD 38, CAL. 
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Burning 10 mm “Hitex” carbons at 135 amperes, 
or 11mm regular carbons at 120 amperes, 
impartial foot candle meter tests prove the 


7 “SUPER 135” 


THE MOST POWERFUL 
PROJECTION ARC LAMP 


and you can’t argue with a light meter. If you want 
further proof, demand a comparison-demonstration 
and see for yourself. 


aderwriters 
. -e at 





(hn the ln STRONG “he pictne hg! ) 


THE STRONG ELECTIC CORPORATION | 


The World’s Largest Manufacturer of Projection Arc Lamps 
1 City Park Avenue Toledo 2, Ohio 





Please send free literature on Strong Projection Lamps. 


NAME 
THEATRE. 
STREET. 
CITY & STATE 

















| 
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NAME OF SUPPLIER J 
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‘For TOP PERFORMANCE . . 


UNDERGROUND 
USE 


A © 
<=> TELESEAL 








Direct Burial Wire 
for Drive-in Theatres 


TELESEAL gives top performance in drive-in theatres because it 
is built for the job. This is proved by the fact that millions of feet 
of TELESEAL are now giving trouble-free service on thousands of 
truly economical installations in all parts of the country. 


Admitted, we could make a cheaper wire than TELESEAL and sell 
miles of it, but it would be more costly to yeu in the end. Cheaper 
wire, lacking TELESEAL’s rugged neoprene jacket, could, and does 
prove extremely costly, becouse when it fails, it puts banks of 
speakers out of commission causing you severe losses. Digging up 
the old and replacing with new is costly economy. 


TELESEAL is dependable, TELESEAL gives long lasting, uninterrupted 
service under all conditions, for TELESEAL is made specifically for 
direct burial. 


TELESEAL is the most economical underground wire for drive-in 
speakers. Be sure to specify TELESEAL by name 

when you order from your theatre supply house or 

local electrical distributor. 


WELL-BUILT WIRES SINCE 1899 





© 1954 


WHITNEY BLAKE COMPANY 





NEW HAVEN 14, CONNECTICUT 
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Give More. 


Sell More! © 





Can you improve screen light 
for pennies per day? 





@ Your present “National” carbon trim may be capa- 
ble of giving much more light than your patrons are 
now enjoying. It’s easy to find out for yourself, 


ARE YOU OPERATING YOUR CARBONS 
AT MAXIMUM EFFICIENCY ? 


If not, you can do so and get a better picture... in 
many instances for as little as the price of one admis- 
sion per day in slightly increased carbon consumption, 


HERE’S WHY: All carbons are designed to de- 
liver greatest brilliance, most uniform light distribu- 
tion and best color balance at the maximum recom- 
mended operating current. 


Take full advantage of this fact and you can’t help 
but improve your position in a highly competitive 
market. 
THE PICTURE IS LIGHT— 
GIVE IT ALL YOU CAN 
with ““NATIONAL” CARBONS 


The term “National” is a registered trade-mark of Union Carbide and Carbon Corporation 
NATIONAL CARBON COMPANY 
A Division of Union Carbide and Carbon Corporation + 30 East 42nd Street, New York 17, N.Y. 
District Sales Offices: Atlanta, Chicago, Dallas, Kansas City, New York, Pittsburgh, San Francisco 
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HI-LUX SCREENS 


SEAMLESS CONSTRUCTION 
All-purpose surface. Perfect 
uniformity. Hight brightness. 
Now — tear proof. Can be kept 
clean. 


™® HI-LUX LENSES 


F/1.8 new anastigmat formula. All 
air-glass surfaces “Procoated.” NO 
vignetting. Maximum screen bright- 
ness. Perfect definition at edges. 


; ALL OUR PRODUCTS AVAILABLE AT YOUR THEATRE SUPPLY DEALER 












a match, / 


Gosh! We’re Busy 
at Raytone! 


Please bear with us if you can’t 







get delivery of our HI-LUX screens 






as quickly as you'd like to... 






we’re working at capacity to serve 






you well. Our thanks to you, Mr. 






Exhibitor, for believing in us and 






proving that we’ve been on the 
right track for the past year. 
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DRIVE-IN SCREEN 
PAINT 


Still the most practical treatment 
of all. Available in White, All- 
Purpose, Stereo and Black Mask- 
ing. Our customers swear by it— 
wouldn’t have anything else. 


And the GREATEST of them all... 
Raytone-Thompson SCREEN FRAMES 


Lighter-and stronger—simpler in design than any 
other. Can be erected by non-skilled help in 2 
hours. Strong enough to extend in front of pro- 
scenium without bracing to any wall. 












RAYTONE SCREEN CORP.) sicocins newvor 
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WORLD'S LEADER IN PUBLIC SEATING 


Grand Rapids 2, Michigan 
Branch Offices and Distributors in Principal Cities 
Chair No. 16-870 Manufacturers of Theatre, School, Church, Auditorium, Transportation, 
Stadium Seating, and Folding Chairs 


American Bodiform 


ALSO DISTRIBUTED BY NATIONAL THEATRE SUPPLY 
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INCLUDING DECORATION 


Theatre Design AND EQUIPMENT LAYOUT 


New Techniques 


Consolidated Theatres, Inc.’s new 1204-seat, 


pais. came 
ecacaeootaete My 


first-run Plaza theatre in downtown Vernon, Tex. 


During construction the Plaza was wired for 3-D and stereo- 
phonic sound, including provisions for auditorium speakers along 
the side walls. The side and rear walls of the auditorium are 
built up in a series of triangular forms for sound diffusion, with 
construction of metal lath and brown coat plaster, over which 
are laid U. S. Gypsum "Acoustone” tiles, which are grey-green. 
The ceiling is of similar formation but finished in acoustic 
plaster painted velvet red. Lighting of the auditorium is by 
egg-crate fixtures set flush in the ceiling. Draping of red damask 
is installed across the proscenium and around and down each 
side wall approximately 25 feet. Seating, consisting of 1204 
Kroehler “push-back'’ chairs upholstered in red mohair, is in 
a three-bank, two-aisle plan with rows spaced 34 inches back- 
to-back. The theatre presents a normal picture 27 feet wide 
by 18 feet high on a curved Walker screen 37x22 feet. The 
distance from the screen to the first row is 20 feet and about 
125 to the last, giving a maximal viewing factor of about 5W 
for the normal picture and a little less than 4W for the full- 
width. Projectors are RCA equipped with Bausch & Lomb 
“Super Cinephor” lenses of 334-inch focal length. Projection 
lighting is by RCA "Bright Arc” lamps with 10mm positive trim. 
The sound system is also RCA and includes a 4-channel stereo- 
phonic system. Arc supply is by two 80-ampere RCA rectifiers. 
Rewinds are Goldberg. The air conditioning system is Westing- 
house. In the standee area (right) are doors to the rest 
rooms and lounges at each end of the rear wall. There are two 
water fountains, one at a lower height for children. Off the 
far side wall of the standee area adjacent to stairs leading down 
to two exit doors is a cry-room with 12 Kroehler chairs. 
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Modernizing a Suburban Theatre 


Refurbishing of Century Theatres’ 25- 
year-old Prospect theatre in Flushing, 
N. Y. Architect for the project: John J. 
McNamara, New York City. 


In the theatre's lobby (not shown) remodeling con- 
sisted of removing ornamental plaster on the walls 
and ceiling and repainting. New downlights were 
also installed. In the foyer (before view, below; after 
view, right) walls and ceiling were also refinished and 
downlights installed. In addition a new refreshment 
stand was erected and telephone booths have replaced 
a lounge alcove on the right. The face of the refresh- 
ment stand is "Realwood" Formica; the back bar and 
counter are colored formica; and the canopy is cor- 
rugated transite. A rubber tile floor was installed 
across the stand and booth area from which point 
the floor was recarpeted. 


a er > > 


In the auditorium the major remodeling work, outside of modernized 
lighting and new seats, consisted of furring out ornamental plaster on 
the walls and recovering with glass wool insulation. Ornamental plaster 
in front of the projection booth and on the fascia of the balcony was 
also removed and these areas repainted. The main floor was reseated 
with Kroehler push-back chairs upholstered in Kelly green mohair. The 
seating plan was completely revised from a five-bank scheme to one of 
three banks with four aisles and a stagger system used with double 
armblocks provided wherever necessary to get proper sightlines. The 
Prospect now has a capacity of 1979, representing a loss of about 200 
seats on the main floor. RCA theatre television equipment was also 
acquired. A new Walker "H. |." screen was installed for a 25-foot picture. 
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Transformation of 
Obsolete Design 


Remodeling of the 24-year-old Fitchburg, a 1750-seat, 
first-run theatre in Fitchburg, Mass., operated by 
Benjamin Sack of Boston. 


The old-fashioned exterior of the Fitch- 
burg has given way to the bright, mod- 
ern front (top, left) with changes includ- 
ing installation of a new marquee and 
soffit and removal of the centrally lo- 
cated box-office with a new one of glass 
with a white brick base erected on the 
left side. Side walls of stone were re- 
placed by redwood panels painted a 
dark brown and a new coming attraction 
display case was installed (see top, 
right). Rubber mats are used on the 
floor in this area up to the entrance. 
New glass doors were installed leading 
into the lobby area, which is described 
in detail in the caption at right below. 


In the lobby area the walls, which were formerly stone, (see left) are now a 
continuation of the redwood in the front area. A new coming attraction display 
case was installed on the left. The ceiling was painted yellow and new pivot 
reflector spotlights installed. The ticket box is now in the lobby area instead 
of inside the foyer as before. The floor in the lobby is terrazzo. Walls leading 
into the foyer are Kawneer. In the foyer area (visible in photo above) the 
walls and ceiling were re-plastered and painted magenta and green, respectively. 
New pivot reflector spotlights were installed. The floor there is rubber tile in 
green and red. There is also a new and considerably expanded refreshment stand. 
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Sizing the Wide-Sereen Picture 
According to the Auditorium Plan 


The material beginning on this page gives essen- 
















tial data and major considerations in adapting or 
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modifying established conditions of theatre design 60 FOOT 
for wide-screen exhibition, taken from the Better SCREEN 
Theatres series, "Theatres and the New Techniques," ao oa 

- 






by Ben Schlanger, theatre-architect and consultant. 











FURTHER SEAT 

















RIOR TO early 1953 the oe "/2)./ LOSS FOR 6O! 
average projected picture of indoor \P tS LE : a SCREEN 
motion picture theatres in the United A ce Pos ois 
States measured, according to surveys, 18 ee Po. Se vicle ; ree sets . 





feet wide by 13% feet high, giving it a 
total area of 243 square feet. For a thea- 
tre representative of the seating capacities 
of many thousands of the nation’s film it 
theatres—a capacity of about 750 seats, 
which is approximately 125 above actual 
average capacity, including the smallest 
places of more or less regular motion pic- 
ture exhibition—an 18 x 13'4-foot picture 
had an area amounting to a third of square 
foot per viewer. 

In the period between 1923 and 1945 
a typical seating pattern evolved in theatre 
construction in which the distance from 
the screen to the last row of seats tended 
to be substantially twice the greatest width 
of the seated area of the auditorium. In 
studies of seating patterns and their rela- 
tionship to picture size, the maximum 
viewing distance—that is, distance from 
screen to the last row of seats—was found “s - > _— 
to be more than five times the width of ig Te Re Eg So 
the picture in most cases; indeed, on the ~~. Shes a Pre eee 
basis of surveys, including one conducted ine ‘Mt ares 
some years ago under the auspices of the I Rr aT ET 
Society of Motion Picture and Television , ; — 
Engineers, the average maximum viewing Ree, AA 1 eK ALCS ae 
distance was 5.2W, with W standing for ees SITY ln eR eri 
picture width. Applying the average to the 
average picture width, we get a maximum 
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viewing distance, in theatres typical of 5. OWe W 32 PICTURE 2W GO PICTURE 
the majority, of 93 feet. 

There have been proponents of larger A seating pattern of 42 rows in depth and about 80 feet in width. It is not a typical pattern 
pictures for many years—that is, screen —many theatres have greater seating dimensions, while most theatres have smaller ones. 





This pattern has been made larger than average to emphasize the effect of screen expansion 
on most auditoriums. The top lightly shaded area indicates minimum loss of seats in changing 
from a 23-foot to a 38-foot picture with such a seating pattern. The adjoining darker area 





images having a maximum viewing dis- 
tance factor much smaller than 5.2W. But 







the conditions of cinematography which indicates additional loss in going to a 60-foot picture. Loss in the central portion is due to 
were themselves encouraged by the typical poor definition caused by over-magnification. In side areas loss is due to viewing angles thet 
seating pattern of theatres, had a recipro- cause distortion. The shaded area at bottom of the pattern indicates seating positions from 





cal effect of keeping picture sizes as they which the eye can easily encompass most of the screen width. This seating is less desirable 
were. Predominant among the cinemato- with profuse use of wide camera angles unless the material of the extreme sides of the picture 
tue is substantially environmental rather than critical (focal). The viewing angle (yellow area) 
graphic factors of such effect was the superimposed on the pattern is the angle within which the full width of the picture is easily 
close-up. This device allowed the smallest observed without conscious head movement. 


detail to be seen clearly from remote points 
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ut the auditorium. It also supplied a sense 
of “intimacy,” by seeming to bring the 
viewer closer to the screen through sheer 
magnification. 

There is, naturally, 
ship between the size 
ture and the devices of cinematography 
that are employed. Thus it is that in 
dealing with the question of picture size 
with respect to “wide-screen” applications, 
the relationship of production technique to 
this new type of exhibition asserts itself. 

It seems safe to say that the “spectacle” 
type of film production is likely to be 
characterized by long and middle shots; it 
is from such that it gets its spectacular 


a definite relation- 
of a projected pic- 
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quality. Pictures of this kind have made 
deep impressions on audiences, but they 
doubtless would have had even greater 
impact on the majority of the people who 
saw them if they had been projected in 
larger dimensions than those ordinarily 
given them, since most patrons had to sit 
at 3.5W and farther from the screen. 
Larger pictures allow 
nique for certain narrational and dramatic 
purposes without leaving out environmental 
material. Moreover, the content of the 
scenes is not the only consideration. If 
the area of the performance is so small that 
it occupies but a minor portion of the field 
of vision it seems psychologically remote. 


“close-up” tech- 


Visible set limit switch. 
Compact—requires minimum space. 


Rugged construction—negligible 
maintenance. 


Requires only four wires. 


Easy hand operation in case of power 
failure—no wrench or other tool re- 
quired. 


1020 W. Belden Ave. 
Syracuse 4, N. Y. 











There is an advantage to perception and 
mental engrossment in a_ performance 
area which is big enough to dominate physi- 
cally the field of active vision. To have 
that condition, the maximum viewing dis- 
tance in any auditorium should not be 
greater than approximately 3.3W. That's 
calling it pretty fine, but we have studied 
this function in an effort to arrive at data 
exact enough to be of practicable use. 

To apply a factor of 3.3W to a picture 
30 feet wide, let us say, would give us a 
maximum viewing distance of 99 feet. At 
that distance, a viewer concentrating on 
the screen from a point opposite its middle 
would have the picture filling at least the 
central portion of his whole field of view. 
This “dominant” effect is enhanced if the 
viewer's field of vision is not deeply invaded 
by surfaces and forms of the auditorium, 
and especially so if the walls of the audi- 
torium do not constitute a screen surround 
of brightness in noticeable contrast to pic- 
ture brightness. 


VARIABLE ASPECT RATIOS 


Now in an eftort to determine what the 
dimensions of the screen should be in any 
instance in order to enjoy the advantages 
of a “big picture” as soon as possible, one 
has to take into further consideration the 
film product that is to be available for 
exhibition. Some of this product involves 
technical ‘“‘systems” having certain restric- 
tions and requirements. Some of it is 
more flexible in its adaptability to existing 
auditorium conditions, and some of it has 
been produced without reference to ‘‘wide- 
screen”’ 

In the first group cited above are, of 
course, productions of the CinemaScope 
and other anamorphic lens systems (not 
to mention Todd-AO, which is_ being 
developed for use of 65mm film). The 
other two groups embrace pictures which 
can be given “‘wide-screen’”’ presentation by 
reducing the height of the aperture plate 
and using lenses of shorter focal length 
without any other means of optical expan- 
sion. These latter, in turn, are divided 
into productions which have been produced 
with critical material confined within ver- 
tical limits according to certain aspect 
ratios; and into pictures which can be 
projected in similar aspect ratios, but only 
at the risk of “chopping off some heads 
and legs” occasionally. These ‘“B.W.S.” 
pictures (before “wide-screen”) may not 
be of practical concern to most theatres 
some months from now; however, the 
difference between ‘anamorphic’ and 
“aperture” productions is likely to require 
adjustment of aspect ratio for some time 
to come. 

With three general physical classes of 
product to exhibit, and with theatre 
operators doubtless wanting to have the 


presentation. 


Motion Picture Herald, March 27, 1954 











tuliest possible choice of pictures, a flexible 
“wide-screen” installation is indicated. Let 
us therefore examine how such a practical 
solution can be satisfactorily worked out, 
with consideration of its requirements as 
an “interim” facility, but with an eye to 
the less immediate future as well. 
Provisions for increasing the picture 
width 30% would effect a practicable com- 
promise in most theatres, according to data 
on existing auditoriums, for the projection 
of pictures produced either with or without 
“wide-screen” presentation in mind, filing 
the aperture plate for an aspect ratio of 
approximately 1.66-to-1. Despite the reduc- 
tion in picture height, the increase in width 
requires more projection light (as indicated 
in Table 1 (bottom of page). In the event 
that the existing arc lamps could not be 
retrimmed and powered for greater output, 
new equipment would have to be installed, 
and in such cases it probably would be 
economical in the long run to anticipate the 
need of even more light later on. 





POSSIBLE COMPROMISES 


A similar approach could then be taken 
with respect to the screen. Here the ques- 
tion of 3D product enters the problem. 
If one judged that, at least for the present, 
one could get along without 3D bookings, 
a diffusive (non-metallic) screen could be 
used, and if an effective increase in picture 
width could be held to 26 feet or less, 
while the projection throw was at least 
two and a half times the picture width, a 
flat screen (uncurved) could be used. Such 
a proposition is based, of course, upon a 
need for strict economy in setting an “in- 
terim system.” Quite possibly the cost of 
such an installation could be amortized by 
the time there is a preponderance of film 
product produced specifically for ‘“wide- 
screen” presentation, both anamorphically 
and also with use of the new wide-angle 
lenses. 

The aspect ratio suggested, of 1.66-to-1, 
has been found acceptable for the older 
product (it is title material, rather than 





heads and legs, which seems to suffer most 
from the reduced relative height) ; and it 
is the ratio established for much of the 





still further, going to a larger aspect ratio, 
so as to take fullest advantage of the wide- 
employed in 


angle cinematography pro 
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Above are relative picture sizes and proportions according to varying aspect ratios, 





including 


that of the standard 35mm film frame normally producing a screen image of 1|.33-to-| propor- 
tions. This conventional picture shape ("A") is assumed to represent a picture 18 x 13!/2 feet 


for purposes of comparison with the others. Thus rectangle “D' 


in the upper diagram, and 


rectangle "F'' in the lower one, represent a width of 30 feet, which is approximately a maximum 
width available in a large number of theatres throughout the world. At an aspect ratio of 
1.85-to-1, a picture 30 feet wide would have a height of 16 feet, 3 inches, which survey data 
show to be available in theatres of moderately small to upper-medium capacity (from about 


750 to 1500 seats). Rectangle "F" 


specific proportions for which camera hair- 
lines were set, the film frame remains in 
the 1.33-to-1 ratio, so that considerable 
flexibility is allowed in projection, hence 
later on, when product is entirely of “wide- 
screen” type, or almost so, one might well 
wish to increase the width of the picture 





TABLE 1 


REDUCTION IN ILLUMINATION FOR WIDE SCREENS 
HAVING THE SAME HEIGHT OF PICTURE 


With Reduction of 








With Anamorphic Lens Aperture Height 
Aspect 
Ratio Illumination Reduction Illumination Reduction 
Width-Height Foot-Candles ¥. Foot-Candles » 
1.33 to | 100 — 100 a 
1.66 to | 80 20 64 36 
1.75 to | 76 24 58 42 
1.85 to | 72 28 52 48 
2.00 to | 67 33 44 56 
2.66 to | 50 50 _ _ 
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is in the 2.55-to-| ratio of rectangle "E." 


Then, of course, a wider screen would 
be indicated, with a curvature to suit the 
auditorium dimensions and _ projection 
throw; and of course projection lenses of 
focal length to produce the new picture 
size. Whether projection lighting equip- 
ment would have to be changed would 
depend on what was done to provide the 
added light needed for the previous picture 
presentation; if liberal allowance had been 
made for the future, the equipment would 
probably be adequate for the second increase 
in picture size, especially with the use of 
a metallic curved screen. 

The procedure indicated above is a con- 
applicable to 
may be 


servative one that may be 
some situations. In others it 
thought wiser to anticipate future develop- 


ments, to a reasonable degree, in the 


original installation. To be able to vary 
picture dimensions requires improvisations 
in the form of screen maskings, possibly 
augmented by drapery, in order to expand 
and contract the picture area; and it also 
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ing sizes of the screen image. (Naturally, 
with uncertainty as to maximum picture 
requires sets of projection lenses of dif- 
ferent focal lengths according to the vary- 
width, the screen cannot be given a definite 
setting designed to enhance further the 
presentation. ) 


PICTURE EXPANSION 


Data applying to the selection of screen 
dimensions under current conditions— 
which are likely to persist for quite a long 
time—are given below, with an average 
picture size in the 1.33-to-1 ratio projected 
at an average throw of 931% feet as a basis 
of comparison: 

1. Average Standard Picture: 18 x 13% 
feet; aspect ratio 1.33-to-1; maximum 
viewing distance 5.2W; picture area 243 
square feet. 

2. “Interim” 
cluding films 


Picture (for product in- 
produced without “wide- 


screen” contemplation): 23% x 14% feet; 
aspect ratio 1.66-to-1; maximum viewing 
distance 4W ; picture area 341 square feet; 


increase in area over average standard (1) 

%. 

3. Non-Anamor phic “Wide-Screen” Pic- 
ture (specifically for product of larger 
aspect ratio, employing wide-angle cine- 
matography): 31% x 17% feet; aspect 
ratio 1.8-to-1; maximum viewing distance 
3W;; picture area 551 square feet; increase 
in area over average standard (1) 126%. 

4. Anamorphic System Picture: 35 x 
1334 feet; aspect ratio 2.55-to-1 ; maximum 
viewing distance (compared, as in the 
other cases, with the “average standard” 
conditions in 1) 2.65W;; picture area 481 
square feet; increase in area over average 
standard 100%. 

If, however, one preferred to present 
standard product in the meantime at an 
aspect ratio which did not risk cropping off 
desirable material, and yet be able to 
exhibit at least “wide-screen” product 
adapted to an aspect ratio of 1.8-to-1 (as 
in case 3), one could do so by installing a 
screen accommodating a picture 26 x 17% 
feet, which would allow maintenance of 
the height indicated in case 3, and approxi- 





PICTURE WIDTH IN FT. ACCORDING TO 
THROW AND LENS FOCAL LENGTH 





2.50 | 2.75 


Lens Focal Lengths in Inches 
3.00 


3025 | 3-50 | 3-75 





17-9 
19-4 
20.9 


60 19.7 
65 21.4 
70 23.0 
75 2426 
80 26.3 
85 28.1 


22.4 
23-9 
25-5 
26.9 
28.4 
2949 
31-4 
32.9 
3heok 
35-9 
37-4 
38.8 
40.4 
41.9 


90 29.6 
95 31.2 
32.9 
3405 
36.2 
37-8 
39-5 
41.1 


100 
105 
110 
115 
120 
125 
130 
135 
140 
145 
150 
155 
160 




















16.4 
17.7 
19.1 
20.6 
21.9 
23.3 
24-6 
26.1 
27-4 
28.7 
30.2 
31-4 
3229 
3he2 
35-6 
37-9 
38-4 
39-6 
40.9 


16.4 
17.6 
18.9 


16.4 
17.6 
18.8 
20.0 


16.4 
17.5 
18.7 


20.2 
21.6 
21.2] 19.0 
20.7 


21.9 


22.7 
22.3 
23.5 
24-6 
25.9 
26.9 
28.2 
29-3 
30-4 
31.7 
32-9 
340 
35-2 
36-3 
37-6 


2401 
25-3 
26.6 
27-7 
29.0 
30.3 
31.6 
3269 
34-2 
3504 
36.6 
37-7 
39-1 
40.5 


23.1 
2402 
25-3 
26.7 
2704 
28.4 
29.6 
30-7 
31.7 
32.7 
33-9 
35-1 























TABLE 2—Lens focal length-picture size chart with throws in 5-foot steps. 


mately that of the “standard” of case 1. 
This would provide for a compromise 
aspect ratio of 1.5-to-1, which would give 
a maximum viewing distance of 3.5W 
under the conditions of the “average 
standard” example, an available picture 
area of 459 square feet, representing an 
increase over an 18 x 13%4-foot picture 
(case 1) of 88%. 

There is, of course, the further possi- 
bility of pictures being made specifically 
in an aspect ratio of 2-to-l. Thus, to 
provide for that without changing the 
picture height of our “compromise” 
example, the screen would have to accom- 
modate an image 35 feet wide. The abso- 
lute necessity of that, however, would 
depend on the technique of production. 


PICTURE HEIGHT 


It is desirable to establish one picture 
height which will adequately serve all the 
needs of product presentation, so that any 
change in aspect ratio will require expan- 
sion or contraction only horizontally. Fur- 
thermore, it is not advisable to obtain the 
effect of a wider picture by reducing the 
height since that would make for a smaller 
picture and would contribute nothing to 
the objective, which is to fill more of the 
patron’s field of vision. 

A first step in sizing the new screen is 
to determine the maximum picture height 
adapted to structural and visual conditions 
of the auditorium. This must be measured 
accurately. 


POSITIONING THE SCREEN 


This measurement involves the position 
of the new screen, It may be advisable to 
keep it where the present one is, or to 
move it forward or back. Where it is 
possible to move it rearward, this may 
well be the thing to do, for that would 
increase the distance between the screen 
and the forward seats. 

In many if not most instances, some 
structural element will limit rearward posi- 
tioning. The cost of removing such struc- 
tures will of course have to be weighed 
against the advantages to be gained in 
front seating conditions. 

In theatres with large stages (relative to 
the size of the auditorium) it is current 
practice (and under the circumstances 
doubtless advisable) to confine expansion 
of the picture within the proscenium open- 
ing. In theatres with mere screen plat- 
forms, however, it may be better, perhaps 
necessary, (and the writer has encountered 
no hesitancy to do so) to place the screen 
in front of the existing platform. 

In any case, all vertical and horizontal 
sightline and projection beam clearances 
must be checked for each possible screen 
position, because the feasible picture height 
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will vary according to different locations. 

After deciding on the best position for 
the screen according to the approximate 
maximum picture width desired, the thea- 
tre should be checked for the following: 

1. Sightline clearance to top of picture 
from seating under the balcony. 

2. Structural obstructions that limit the 
position of the upper edge of the projection 
beam. 

3. Clear structural height at the screen. 

4. Elevation of stage, or platform, at 
screen position. 

5. Curtain and masking requirements. 

6. Affect of maximum picture size and 
screen position on the seating pattern. 

7. Maximum lateral space (width) 
available for the screen installation. 


MEASURING FOR HEIGHT 


Measurements should be made carefully 
to determine the maximum picture height. 
The projectionist should project a white 
light from each projector and raise the 
beam of light until it just meets the first 
physical obstruction. This will fix the 
highest point of the picture provided it is 
one at which the top of the picture car 
be seen throughout its width from all seats 
in the last row under a balcony overhang. 

If the new position of the screen is in 
front of an existing stage or platform 
apron, and it is not desired to extend the 
apron, the screen should be so installed 
that the bottom of the picture is approxi- 
mately 3 feet, 8 inches above the floor of 
the auditorium. 

When the screen is placed on an existing 
stage, it need be only 2 inches above the 
platform floor if the floor is 314 feet above 
the auditorium at the first row of seating, 
as it usually is. The 2-inch space provides 
for wrapping the screen material around 
the bottom member of the frame, thereby 
eliminating bottom trim or masking. 

This low position for the bottom of the 
screen also helps to avoid the common 
picture-on-a-wall effect obtained when the 
masking continues around the bottom of 
the picture. Such a low position is about 
2 feet below that of a _ conventional 
screen in most theatres; with the new 
projection, some slight part of the bottom 
of the screen image will be blocked from 
view at some seating positions by heads 
in front, but this amount of obstruction 
is not significant because of the great 
increase in total picture area. 

In another chart (Table 2) data are 
given to assist in projection lens selection 
for a ‘‘wide-screen” presentation. This 
gives the various picture widths obtainable 
with focal lengths from 2 to 4% inches at 
various projection distances, which are 
presented in 5-foot steps, thereby allowing 
close calculation. The projection throw 
should measure accurately by stretching a 


tape from the existing projection lens to a 
point halfway up the height available for 
the new screen, at the middle of the posi- 
tion for it adopted. 

Projection angle is, of course, a factor 
of the ultimate picture dimensions. Key- 
stone will have the effect of increasing the 
picture height relative to the width. The 
amount of this effect can be computed; 
however, it is simple enough to adjust 
dimensions to a projection angle in filing 
the aperture plate. 


Basing Picture Size 
On the Seating Plan 


THE PRECEDING discus- 


sion of “wide-screen” picture dimensions 
offered a selection of procedures as might 
be advised by specific circumstances, and 
went into the factors of aspect ratio and 
structural conditions affecting choice. Now 
we deal with the expanding performance 
area as an essentially permanent installa- 
tion—in its basic specifications, at any rate. 


The projected picture, regardless of size 
or proportions, is fundamentally related to 


the seating pattern. As we increase its 
dimensions, this relationship becomes in- 


creasingly critical. 
VISION AS A BASIS 


The efficiency of a seating plan is meas- 
ured by the percentage of desirable viewing 
positions in it; hence all conditions affect- 
ing viewing of the picture should be de- 
termined on the basis of an ideal viewing 
location at the center of the seating mass. 
Since a normal seating pattern is narrower 
toward the front than it is elsewhere, the 
center of the seating mass is normally more 
than halfway back from the screen. When 
the seating plan includes a balcony, then 
we have still more seating toward the rear 
of the auditorium, which pulls the center 
of the seating mass (center of seating 
gravity, as it were) yet farther back. 

This center is that point along a line 
perpendicular to the center of the screen 
at which half of the seating is forward of 
it, and half of it to the rear of it. If we 
then establish a picture size which is the 
most desirable for viewing a screen per- 
formance in the new “big picture” tech- 
nique (bearing in mind the cinematographic 
values of that technique), we shall have the 
best size for the greatest part of the seating 
capacity. For convenience in reference, let 
us call that picture size optimum. 

In dealing in the preceding material with 
screen dimensions more in terms of imme- 
dicte expedients than we are approaching 
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them here, we used the factor of maximum 
viewing distance (W). This has served for 
many years as a reference for determining 
a minimum size of a picture in order to 
give the majority of patrons effective per- 
ception of screen image details. 


AS THE CAMERA SEES IT 


Consider the camera as a witness of the 
scene. (And that is the point of view of 
the director who is creating and judging 
the action and composition of the scene.) 
Obviously, the ideal point from which to 
view the projected scene would be one com- 
parable in angle and distance to the relative 
position of the camera itself. 

Only a few members of an audience 
could enjoy such a favorable location ; how- 
ever, going to a larger picture does move 
that position to the center of a greater 
number of seats than has been typically 
the case. If the center of the seating mass 
is one from which the picture is viewed 
with greatest visual ease, and with such 
ideal conditions of perception that there is 
a minimum of distortion of perspective 
(depth sense), then it does express the re- 
lationship between the focal length of the 
camera lens and the focal length of the 
projector lens. 

This is illustrated in accompany draw- 
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ings. Widening of the picture with the use 
of shorter focal length lenses in both 
cinematography can—and in the product 
made with “wide-screen” technique, ac- 
tually does—move this point of superior 


perception closer to the center of the typical 
seating mass—for some scenes, in fact, 
placing both at about the same position. 

We shall deal with this condition of 
viewing further in this article, in illustrat- 
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FIGURE A-I: Plan of one-floor seating pattern relative to screen, and section drawing of a 
balcony seating pattern of same capacity, both representing typical conditions of existing 
theatres as established by a recent survey by the Society of Motion Picture and Television 
Engineers. The screen here (prior to enlargement) is 19 feet wide, according to the survey 
average, and the plan drawing shows angles of vision which that picture width subtends at 
various depths. In the section drawing preferred viewing positions are related to camere 
lenses. Dotted line "X" in the plan is the center of seating mass of the one-floor pattern; 
line "Y" is the center for the pattern including a balcony. For more details see text. 
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ing the application of the method here sub- 
mitted for determining picture size in ac- 
cordance with the seating pattern. But 
first the method itself: 

The method is illustrated in the three 
drawings accompanying this article. The 
Figures A-1 and A-2 describe. a seating 
pattern that may be taken as typical, since 
it is based on the survey of pertinent con- 
ditions in existing American theatres re- 
cently conducted by the Society of Motion 
Picture and Television Engineers. The 
pattern of Figure A-1 includes a balcony; 
that of A-2 is of single-floor seating. 

The schemes here are worked out on the 
basis of a maximum viewing distance of 
106 feet, which the SMPTE survey found 
to be typical. While there are many theatres 
with wider. patterns for such depth, greater 
relative width does not affect the calcu- 
lation unless the seating plan flares out 
continuously toward the rear in a wedge 
shape, which it rarely does. As for the ex- 
tremely wide auditoriums (relative to 
depth), the abundance of architectural 
forms that these introduce at the screen 
end present another kind of problem; they 
should be modified so that they do not 
compete with the performance in audience 
attention upon the picture. 


CENTER OF SEATING MASS 


Now in the typical one-floor pattern of 
Figure A-2, it was first necessary to de- 
termine the seating capacity we would have 
to deal with, considering the probability 
that some number of front seats would not 
be at all desirable to patrons with a picture 
twice or more the size of the former one. 
For this purpose we make a trial estimate. 
The writer has found it practicable to as- 
sume a picture width equal to about one- 
third of the maximum viewing distance. 

Starting with such a tentative dimension 
for the picture, a new first row (the more 
forward seats don’t have to be actually 
removed if the exhibitor prefers to keep 
them in) is tentatively set at a point (mid- 
way across the auditorium, of course) from 
which lines to the extreme sides of the 
tentative picture make an angle of 60 de- 
grees (if we allow a larger angle at this 
front position we invite conditions under 
which patrons have to resort to annoying 
head shifts to follow action across the 
screen). 

With these trial calculations, we establish 
that an advisable distance from the screen 
to the first row would be seven-eighths of 
the picture width. The typical picture 
width for such a seating pattern (according 
to survey data) has been 19 feet (Figure 
A-1). Now, let us say, we are going to a 
picture 35 feet wide (Figure A-2). Cer- 
tainly we are going to lose some “effective” 
seats, whether we take them out or not. 
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FIGURE A-3: Diagram 
of viewing positions rel- 
ative to screen showing 
- viewing angles as re 
ferred to in text below 
explaining a _ simple 
mathematical method of 
determining picture size 
for “wide-screen” pro- 
jection according to 
seating pattern. Vertical 
lines mark off distances 
from the screen amount- 
ing to 5% of the 
maximum viewing dis- 
tance. For the various 
distances at which the 
center of the seating 
mass is located, picture 
width can be readily 
determined by applying 
one of the mathema- 
tical factors that are 
given in the text below. 











Quite likely our first row was too close 
to the screen with the 19-foot picture. Let 
us say that we should ignore the 120 seats 
in the front rows in order to establish an 
“effective” seating mass. If our total ca- 
pacity is 1100, our seating mass (new 
“effective” capacity) becomes 980, half of 
which is 490. The point (midway across 
the auditorium) at which 490 seats are in 
front, and 490 seats to the rear, is the center. 

A total of 490 seats are to the front and 
rear, respectively, regardless of whether 
they all are on one floor or on two floors. 
Balcony seating is part of the 490. Thus, 
as you can note in Figure A-1, the center 
for a balcony house (“‘Y”’) is farther from 
the screen than the center (‘‘X”’) for a one- 
floor theatre. In Figure A-2 the center 
(‘‘Z”) is shown for a seating mass includ- 
ing a balcony with the picture enlarged 
to 35 feet. If this seating pattern were 
wider toward the rear (wedge-shaped), 
there would be more seats toward the rear, 
hence point “Z’’ would move still farther 
back. The capacity of the balcony similarly 
influences its location. Thus to hit upon the 
best picture width, we start with an “ideal” 
viewing position that is centered in our 
total capacity; going about it in this way, 
Wwe are setting up viewing conditions that 
come as close as possible to good ones for 
the majority of our patrons. 

In Figure A-2 there is also a point “S”’. 
From this point the desirable angle of 25 
degrees takes in the full width of the 35- 
foot picture indicated for this typical seat- 
ing pattern. Naturally, it is preferable to 
have both “S” and “Z” at the same loca- 
tion. In many instances this would be quite 
feasible. In no case, however, should the 
separation be more than a distance amount- 
ing to 5% of the maximum viewing dis- 
tance. Widening the picture a bit more will 
of course bring these two points closer. 





METHOD OF CALCULATION 
(Illustrated in Figure A-3 above) 











Now we come to the method of setting 
an optimum picture width for any seating 
pattern. This is illustrated in Figure A-3. 
Each space in the diagram represents 5% 
of the maximum viewing distance (distance 
from screen to last row). For any picture 
width, the viewing angle at which the 
entire width can be comfortably seen (with- 
out conscious movement of the head from 
side to side) becomes smaller as the viewing 
position moves back; for that reason, the 
picture can be made wider as the center of 
the seating mass moves back. 

One possible center of seating mass is in- 
dicated at a distance from the 
amounting to 55% of the maximum view 
ing distance. For such a center, a viewing 
angle of 30 degrees is recommended. All of 
the viewing angles indicated in the diagram 
objectionable ex- 


screen 


were chosen to avoid 
tremes in either the more forward or more 
rearward rows of seating, extremes which 
make adjustments and compromises in the 
nearer and farther seating more difficult. 
Angles of from 30 to 25 degrees are in- 
dicated for viewing distances of from 55% 
to 80% of the maximum, which are the 
distances from the screen of seating mass 
centers in most theatres. 

Adjustment can be made, of course, for 
centers at less than 55%, or more than 
80% of the maximum viewing distance. 
To do this, allow one degree of change in 
the viewing angle for each 5% reduction 
or increase, as the case may be, in the per- 
centage of maximum viewing distance. 

The different picture widths at different 
centers and angles in Figure A-3 merely 
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indicate how the picture can grow as the 
center of the seating mass moves back. To 
compute the actual width of the picture 
for the center of seating mass of any par- 
ticular theatre, a simple arithmetic method 
is as follows: 

For an angle of 30 degrees, multiply the 
distance from the screen to the center of 
seating mass (center of screen to point 
“Z”) by 0.26795. This calculation will 
give you one-half of the picture width in 
feet and fraction thereof. Multiply this by 
two and you have the full width of the 
picture best adapted to good presentation 
for the 
patrons. 


great majority of your theatre 

For example, if the maximum viewing 
distance (screen to last row) in your the- 
atre were 106 feet, and the center of the 
seating mass were at 55% of that maxi- 
mum, the center would be 58.3 feet from 
the screen. Multiplying 58.3 by 0.26795 
gives 15.621485, and twice that result is 
31.242970 or about 31.2 feet for the picture 
width, 


Multipliers for the angles of Figure 
A-3 are: 25 degrees—0.22169; 
degrees — 0.23087; 27 degrees 
0.24008; 28 degrees—0.24933; 
degrees — 0.25862; 30 degrees 
0.26795. 


These recommendations have been de- 
veloped, on the basis of survey data and 
direct observation, to provide projection 
and visual conditions for the most effective 
“wide-screen” presentation possible in the 
majority of existing theatres. A specific 
local situation may advise some “interim” 
installation, for which we presented pro- 
cedure in preceding columns. ‘To provide 
for the kind of cinematography and per- 
formance area ‘which can make ‘‘wide- 
screen” an authentic advance in motion 
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picture technique, recognition must be given 
the limitations of magnification and the 
natural, fundamental relationship of picture 
size and position to the seating pattern. 
A picture that is too wide for a large per- 
centage of the viewing positions, and too 
large for sharp definition, hardly offers any 
lasting advantage. 

After the optimum width of the picture 
is determined by the procedure described 
above, the height can be fixed. Factors of 
height in relation to structural conditions 
were discussed before on page 18. With 
an optimum width, the height should 
be fixed at a dimension which will give an 
aspect ratio adapted to the bulk of product 
being made in “wide-screen” technique. 
Current production practice, as well as in- 
fluential opinion (such as expressed in a 
recent resolution of one of the exhibitor 
organizations), and also the physical facts 
presented by the majority of theatres have 
convinced the writer that an aspect ratio 
of 1.75-to-1 is practicable as a basic form 
for the picture. 

Proportions of 1.7-to-1 would be better 
for product in the 1.33-to-1 ratio yet to be 
played; however, these will soon become 
of less and less concern, whereas the new 
“wide-screen” product is being produced 
with camera warning lines allowing for 
1.66, 1.75 and even 1.85 to 1. 

As for proportions of 2-to-l1 and up— 
especially those considerably more—a strip 
of masking across the bottom of the screen, 
which is only 2 inches above the platform, 
would provide for reduction of height with- 
out appearing to shrink the picture from 
size otherwise used, since the bottom area 
of a screen image is always subject to visual 
obstruction and the lower edge conven- 
tionally has been around 2 feet above the 
stage. How much the height would need to 
be reduced on these occasions would depend 
on the amount of pictorial material at the 
extreme sides that might be feasibly masked 
off in the aperture. 


CONVENTIONAL PRACTICE 


In the paragraphs above we have given 
the essentials of the method by which the 
expanded picture can be properly related 
to the seating pattern of any theatre. It may 
be of interest, however, and perhaps further 
clarifying, to examine past practice in the 
light of this new technique. For this we 
again examine Figure A-1. 

That drawing relates typical plans of 
one-floor and balcony auditoriums for mo- 
tion picture exhibition in the United States, 
according to the recent survey by the 
SMPTE. This typical scheme has a picture 
19 feet wide. The drawing indicates elimi- 
nation of seating that is too close even for 
such a picture width. For the remainder, 
the center of seating mass is indicated 
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(“X”’ in one-floor plan, “Y” in balcony.) 

At these centers, the viewing angles sub- 
tended by a picture 19 feet wide are 16 
degrees for “X” and 14% degrees for 
“Y.” Actually, in order for that picture 
to occupy a really large part of the audience 
field of vision of most of the audience, 
viewing angle in either case should be about 
25 degrees. 

We have previously referred to the re- 
lationship of picture size to camera lens 
focal length as well as to projector lens 
focal length, which bears upon the location 
of the best viewing position. (For those 
who are interested, the formula is: Projec- 
tion distance multiplied by the ratio of 
camera lens focal length to projector lens 
focal length.) Now in Figure A-1 we may 
note that point “C” is closest to the seating 
mass center (“X” and “Y’). Point “C” 
is where a picture 19 feet wide subtends 
the angle of a lens having a focal length 
of 3 inches, which is used for closeups. 

In Figure A-1 are also points “A” and 
“B”. These represent camera lenses of 
shorter focal length for middle and long 
shots. Note how far these two points are 
from the center of the seating mass. More- 
over, the point at which the 19-foot picture 
subtends the advantageous angle of 25 de- 
grees is far forward of the center of the 
seating mass. It should be moved back as 
close to the center as possible. 

A viewing angle in the vicinity of 25 
degrees is advantageous because of the size 
of the 35mm film frame, which cannot be 
“blown up” to just any dimensions without 
damage to the screen image. This angle 
also finds recommendation in cinematogra- 
phic practice. The closer the center of the 
seating mass is to the point at which the 
picture width subtends an angle of 25 to 
30 degrees, the greater the number of view- 
ing positions with desirable angles. 

Under some circumstances these optimum 
angles could well be increased, as in the 
case of larger film width, along with 
greater available projection light. They 
could also be increased for theatres of con 
siderably smaller maximum viewing dis- 
tance than that of the typical patterns in 
Figure A-1, provided a picture of 35 feet 
or so could be properly accommodated. 

But in a broad middle range of theatres, 
a position in the 25-30-degree area (Figure 
A-3) can be located, by adjustment of pic- 
ture width, effectively close to the center 
of the seating mass. This is particularly 
true of one-floor seating, where the center 
normally is closer to the screen than it is in 
a balcony auditorium. And any increase in 
viewing angle subtended by the picture en- 
hances “presence” by being favorable to 
the use of shorter focal length lenses. For 
the 19-foot picture in Figure A-1, the posi- 
tions representing l-inch and 13-inch 
(wide-angle) camera lenses are too far for- 
ward in the pattern. 
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kojection 





Data for 


Determining Lamp Trim 
for Any Picture Size 


light output 
from the projector are given in Table 1, in 
total screen lumens under very definite con- 


VALUES OF 


ditions, as follows: 

1. Standard aperture of 0.600 x 0.825— 
inch. 

2. Shutter not running. 
3. No film, no porthole glasses, no filters. 
4+. Lenses with speed of f/2.0 or f/1.9. 
light 


knowing the desired screen 


Having the walues of available 
sources, and 
brilliance (see note at end of article) we 


can compute lamp requirements 
NON-ANAMORPHIC PROJECTION 


In this case the picture size is increased 


by using short focal length lenses, and the 
aspect ratto 1s varicd by changing the size 
of the film aperture. 
Table 2 shows the size of apertures used 
. 7? 
to obtain aspect 1.33-to-1 to 


2-to-1, and shows also that the width of 


ratios from 


the aperture remains the same—only the 


height 1s chi n 


LIGHT VALUE IS CONSTANT 


Since the image of the arc crater is cir- 
cular in shape and it cannot be reduced 
tor tear of 
picture, reducing the height of the aperture 


getting blue corners on the 


will not increcse the light on the screen. 
(In fact, although this reduction will keep 
the light volume at the center the same, 
it will actually reduce the total amount 
of light delivered to the whole screen.) 

For this reason, to obtain the amount of 
use stand- 


center light in foot-candles, we 





APERTURE APERTURE ASPECT 
HEIGHT WIDTH RATIO 
® i“) & 
0.600 inch 0.825 inch 1.33-to-| 
0.497 inch 0.825 inch 1.66-to-| 
0.472 inch 0825 inch 1.75-to-1 
0.446 inch 0.825 inch 1.85-to-1 
0.412 inch 0.825 inch 2.00-to-| 








TABLE 2: Aperture sizes required to produce 
various picture aspect ratios in projection. 











ard aperture values so long as we take pic- 
ture width for comparison regardless of 
aspect ratio. 

Such values are given in Table 3. Here 
the total screen lumens were calculated for 
a standard film aperture (0.600-inch by 
0.825-inch) with a picture aspect ratio of 
1.33-to-1, having a center-to-side light dis- 
tribution ratio of 70%. 

With these data can be determined how 
much light is necessary to produce any of 
the desired amount of light for a chosen 
screen width; or to determine brightness at 
the center of the screen when given the 
total light and the screen width. (This 
table expands a previous one—BETTER 
THEATRES Guide Number for 1952—to 
include screens 60 feet wide and total light 
values up to 16,000 lumens. ) 


EFFECT OF SPECULAR SCREEN 


EXAMPLE: If we were to employ a white 
matte screen, which has an average reflection 
factor of 75%, it would be necessary to deliver 
20 foot-candles to the center of the screen in 
order to obtain a screen brightness of 15 foot- 
lamberts (75% of 20). 

However, metallic-surfaced (specular) screens 
are rated to have reflection values of from one 
and a half to two times that of the typical 
“white” (diffusive) screens. Therefore in order 
to obtain a brightness of 15 foot-lamberts from 
a good metallic screen, projected light need not 
be more than 10 foot-candles. 

In Table 1 take Item 2, 8mm suprex carbon 
trim operating at 65 amperes. The total light 
output for 70% distribution should be between 
11,800 and 12,700 lumens—about 12,200 lumens. 
With a projection shutter transmission of 50%, 
and porthole glass transmission of 90%, the 
light reaching the screen should be 12,200 times 
50% times 90%, which equals 5500 lumens. 

In Table 3 for a “white” screen, follow the 
20 foot-candle column down to 5540, which will 
indicate that a “white” screen for a picture 22 
feet wide could be used. 

With a metallic screen having a gain of two, 
follow the 10 foot-candle column down to be- 
tween 5160 and 5865, which will indicate that a 
specular screen for a picture 31 feet wide could 
be used. 


9mm SUPREX TRIM 


With 9mm suprex trim (Item 5) operated at 
75 amperes, giving a total light output of 14,000 
lumens, the light reaching the screen should 








TABLE |: Screen illumination ratings 
of carbon arcs with 0.600 x 0.825- 
inch aperture. 


(The following data are from a tabulation 
submitted in a paper by Messrs. Holloway, 
Bushong and Lozier of the National Carbon 

ompany, in the SMPTE Journal of August, 
1953, and accordingly refer to carbons of 


that company.) 


NON-ROTATING H.I. (suprex) with 14-in. 
£/2.3 mirror: 


1. 8mm pos., 60 amps, 36v—10,300 lumens 
at 80% dist.; 11,000 lumens max. at 65% 
dist. 

2. 8mm pos., 65 amps, 38v—! 1,800 lumens 
at 80% dist.; 12,700 max. at 65% dist. 

3. 8mm pos., 70 amps, 40v—13,000 lumens 
at 80%; 14,000 max. at 65%. 

4. 9mm pos., 65 amps, 41v—1!2,300 lumens 
at 80%; 13,000 max. at 70%. 

5. 9mm pos., 75 amps, 45v—1!3,800 lumens 
at 80%; 15,000 max. at 70%. 


ROTATING, with 16-16!/2-in. £/1.9 mirror: 


6. 9mm H.I. pos., 75 amps, 52v—13,000 
lumens at 80%; 16,000 max. at 60%. 

7. 9mm H.I. pos., 85 amps, 58v—1!5,000 
lumens at 80%; 19,500 max. at 55%. 

8. 10mm H.I. pos., 100 amps, 60v—16,000 
lumens at 80%; 20,000 max. at 60%. 

9. Ilmm H.I. pos., 115 amps, 55v—18,500 
lumens at 80%; 21,500 max. at 65%. 

10. 9mm Hitex pos., 105 amps, 63v— 
16,500 lumens at 80%; 22,000 max. at 60%. 

11. 9mm Hitex pos., 110 amps, 65v— 
23,500 lumens at 60% dist. 

12. 9mm Hitex pos., 115 amps, 70v— 
19,500 lumens at 80%; 24,000 max. at 60%. 

13. 10mm Hitex pos., 125 amps, 64v— 
24,000 lumens at 65% dist. 

14. 10mm Hitex pos., 130 amps, 66v— 
21,000 lumens at 80%; 25,500 max. at 65%. 

15. 10mm Hitex pos., 135 amps, 70v— 
26,500 lumens at 65% dist. 

16. 10mm Hitex pos., 140 amps, 75v— 
22,000 lumens at 80%; 27,000 max. at 65%. 





EXPERIMENTAL, £/2.0 mirror: 


17. 10mm Ultrex pos., 165 amps, 80v— 
34,000 lumens at 60% dist. 

18. Ilmm Ultrex pos., 195 amps, 80v— 
28,000 lumens at 80%; 35,000 max. at 65%. 





CONDENSER LAMPS with 13.6mm pos., lens 
£/2.0: 


19. Hl. pos. 7/16-in. neg., 125 amps, 
68v—11,500 lumens at 80%; 14,500 max. at 
60%. 

20. H.I. pos., '/2-in. neg., 150 amps, 74v— 
16,000 lumens at 80%; 19,500 max. at 60%. 

21. H.I. pos., '/-in. neg., 160 amps, 77v— 
16,500 lumens at 80%; 20,500 max. at 60%. 

22. Hitex Super pos., !/2-in. neg. (heavy- 
duty), 170 amps, 70v—I7,500 lumens at 
80%; 20,700 max. at 60%. 

23. Hitex Super pos., '/o-in. neg. (heavy- 
duty), 180 amps, 74v—19,300 lumens at 
80%; 24,800 max. at 60%. 

24. Ultrex pos., exper. neg., 265 amps— 
26,000 lumens at 80%; 28,000 max. at 60%. 

25. Ultrex pos., exper. neg., 290 amps, 
80v—30,000 lumens at 80%; 34,000 max. at 
45%. 
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The Ashcraft Hydro-Arc is of the same high quality 
and efficiency as the Super-Power, yet is specifi- 
cally designed for those theatres not adaptable to 
enormously large screens. 


The Hydro-Arc supplants and is far more power- 
ful than the outmoded Suprex type lamp which 
used short copper coated carbons. Suprex is not 
adaptable to present-day wide screen projection 


, standards yet costs more to operate than the pow- 
erful Hydro-Arc. 

The Ashcraft Hydro-Arc uses 9 m/m x 20” un- 

coated High-Intensity Carbons (which do not re- 

exhibitors who demand high- the same as the Suprex 14” copper-coated carbon 


powered, economical projection. 


The first cost and operating ex- quire rotation due to double magnetic arc stabili- 
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be 14,000 times 50°% times 90%, or 6300 lumens. Follow the 10 foot-candle column down to 8275, amperes, for a total light of 22,000 lumens at 
Follow the 10 foot-candle column down past which indicates that with a metallic screen 70% distribution. The light reaching the screen 
5865 lumens, which indicates that on a metallic a 38-foot picture could be adopted. should be 22,000 times 55% times 90% times 
screen a picture 33 feet wide could be adopted With the newer 10mm positive (Item 13) 85°, or 9250 lumens. Follow the 10 foot-candle 
for proper brightness. with 16-inch reflector lamp operated at 125 column down to 9170, which indicates that a 
amperes, for a total rated light output of 24,000 picture 40 feet wide could be thus illuminated. 
lumens, the light reaching the screen should be 
10mm ROTATING POSITIVE 24.000 times 55% times 90% times 90%, or 
10,700 lumens. Follow the 10 foot-candle col. ANAMORPHIC PROJECTION 
With 10mm rotating positive carbon (Item 8) umn down past 10,160, which indicates that the 
in a 16-inch reflector lamp operated at 100 picture, with a metallic screen, could be be- When an anamorphic system is used to 
amperes, giving a total light output of 18,000 tween 43 and 44 feet wide. ; 
lumens, the light reaching the screen should be Item 23 refers to a condenser lamp, using a 
18,000 times 50° times 90%, or 8100 lumens. 13.6mm positive carbon with operation at 180 ent procedure must be used to calculate the 


obtain lateral expansion optically, a differ- 





FOOT-CANDLES AT CENTER OF SCREEN 
9 10 11 12 13 14 15 16 17 18 


1.010 1,125 1,235 1,350 = 1,460 s1.S70s1.ARS—sd1795—s*.910——-2,020 
1320 1,465 1.615 1,760 1,905 2.055 2700 2340 2500 2,640 
1,670 1,850 2,040 2,220 2410 2,600 2,785 2,970 3,160 3,340 
2,065 2,290 2520 2,750 2,980 3,210 3440 3,670 3,895 4,125 
2500 2,775 3,050 3,330 3,610 3,885 4,160 4,440 4,715 4,985 
"2970 3,300 3,630 3,960 4,300 4,620 4,950 5,280 5620 5,940 
3,490 3,880 4,260 4,650 5,040 5,425 5.810 6,195 6590 6,965 
4,040 4,490 4930 5,400 5840 6,290 6,740 7,175 7,630 8,090 
4,645 5,160 5,670 6190 6,705 7,220 7,740 8,255 8,765 9,280 
; 10,560 









































5,280 5,865 6,450 7,040 7,625 8,215 ~ 8,800 9,370 9,990 


"5965 6,640 7,285 7,960 8610 9,290 9,950 10,620 11,430 11,930 
6690 7,410 8.165 8890 9,650 10,400 11,140 11,880 12,810 13,380 


"7,450 8,275 9,100 9,930 10,740 11,580 12,430 13,280 14,300 14,900 


8255 9,170 10,080 11,010 11,920 12,880 13,780 14,700 15,820 
9,140 10,160 11,180 12,200 13,200 14,220 14,900 16,000 
8,880 10,000 11,100 12,220 13,330 14,460 15,580 tay far 
9,700 10,900 12,120 13,330 14,560 15,780 
10,580 11,900 13,220 14,550 15,900 _ 
11,500 12,900 14,350 15,780 
12,410 13,990 15,540 
10,040 11, 13,370 15,050 16,700 
10,780 12, 14,380 16,180 17,980 
11,640 13, 15520 17500 — 


12,380 14,420 16,500 18,600 










































































FOOT-CANDLES AT CENTER OF SCREEN 
20 21 22 23 24 25 26 27 28 29 30 


2,250 2,360 2,470 2,585 2,695 2,810 2,920 3,145 3,260 3,370 
2,930 3,080 3,225 3,375 3,520 3,670 3,810 4,105 4,255 4,400 


3,715 3,895 4,080 4,265 4450 4,645 4,825. 5.195 5,385 5,570 

















4585 4810 5,045 5,270 5,500 5,730 5,960 6415 6,650 6,875 
5.540 5,830 6,100 6375 6,650 6,940 7,210 7,770 8,045 8,320 


6,600 6,935 7,260 7,590 7,920 8,255 8,580 9,240 9,570 9,900 


7,360 7,740 8,140 8520 8,900 9,285 9,690 10,050 10,850 11,235 11,650 


8535 8,990 9.440 9,880 10,335 10,780 11,235 11,680 
9,800 10,315 10,830 11,350 11,860 





























- TABLE 3: Total screen light in lumens, at a 
Ae nore * Ss ____ distribution ratio of 70%, with standard 
. 12,600 13,280 0.600x0.825-inch aperture, for various picture 
14.100 14,850 7 x. e3 widths, according to illumination (foot-candles) 


at center of screen. 
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PUSH-BUTTON 


RCA STEREOSCOPE SOUND 


costs less 
than you think 


RCA AUDIO-SY NC 
AMPLIFIER 


Everything you want—convenience, brilliant 
performance, reasonable price, flexibility — 
they’reall yours when you install RCA Stereo- 
scope Sound with the new RCA Aupio-Sync 
amplifier. Here’s all of RCA’s long theatre 
experience and technical background com- 
pressed into a system that’s as compact, as 
easy to operate as your present standard 
single-track sound system. 


EASIEST INSPECTION 


Just flip two spring clamps, and re- 
move panel to get at any part of chassis. 
Chassis revolves on special hinged 
mounting to make top and underside 
immediately available. 


TUBE CHECKING 


To check any tube in any amplifier, 


operator simply turns knob to 


select tube—pushes button to read 
meter. With this easy system, he 
checks tubes in a matter of minutes. 





Here’s the 
4-TRACK SOUND SYSTEM 


with all the features 
you need 


e Amplifier systems powered to meet re- 
quirements of all size houses. 


@ Newly designed space-saving racks .. . 
in-wall mounting if desired. 


e Instant accessibility for tube replacement 
and servicing. 


@ Convenient individual track and all- 
channel monitoring. 


@ Emergency channel switching. 

@ Built-in tube checking facilities in power 
amplifier. 

@ Level adjusting facility provided for each 
channel. 


@ Extremely low distortion . . . Full power 
output over wide frequency range. 


e@ Front Wall Mounted Preamplifier, Vol- 
ume Control and Changeover Unit. 


It will pay you well to order the new RCA 
Stereoscope Sound now, for more bril- 
liance from standard films—as prepara- 
tion for any of the new features you may 
want to show. Contact YouR RCA THEA- 
TRE SUPPLY DEALER for details. 











ALL-NEW RCA SPEAKER UNITS— 
matched for perfect performance with AUDIO- 
Sync Amplifiers—bring the full beauty of 
RCA Sound to every seat in your house. 











THEATRE EQUIPMENT 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT. CAMDEN, N. J. 
® Im Canada: RCA VICTOR Company Limited, Montreal 








ORLUX SUPER - CHARGED 


(larbous 


Larger cored crater area makes 
possible equal brilliance on sides 
ds well as center of screen for... 


NEM coPE 


3D, Drive-ins and other wide 
area screen projection systems 
@® COOLER BURNING 
@ UNIFORM DISTRIBUTION 
Nega- 
tive Grade 


6x9 545—20 


Amper- Posi- 
age tive Grade 





7x!4 541 ¢ 
6x9 545¢ 


7x4 544c¢ 


8x14 544 c¢ 7x9 545¢ 


8x14 544-10 c 7x9 
9x14 544 
9x14 544c¢ 


9x20 522-09 5/16x9 


10x20 552-09 11/32x9 


11x20 552-09 3/8 x9 


13.6x22 553-01 7/16x9 557 ¢ 


13.6x22 553 1/2 x9 555¢ 


13.6x22 583-08 1/2 x9 555cn 


Lonraine 
canbous 
FOR ANY SIZE 


THEATRE OR 
DRIVE-IN 


€ 


CARBONS, Inc. 


Boonton, N. J. 





total light required for different picture 
widths. 

In the CinemaScope system the film 
frame (which is a little larger than stand- 
ard) is doubled in effective width optically. 
Thus the film image area in effect is dou- 
bled; hence, if the loss in the anamorphic 
lencor were ignored, the light for each 


CinemaScope presentation on a specular screen, 
first by dividing the chosen picture width of 52 
feet by two (because of the anamorphic expan- 
sion to double the frame width), then by mul- 
tiplying the desired center screen illumination 
(10 foot-candles) by two. 

Thus to use Table 3 for our calculation of 
light requirements for the CinemaScope pro- 
duction, we take 26 feet as our picture width, 
and 20 foot-candles as the desired illumination. 





TABLE | CARBON ARC 
ITEM TRIM LAMP 
* * a 
2 8mm suprex 
5 9mm suprex 
8 10mm H.I. 
13 10mm Hitex 
23 13.6mm Hitex 


14” reflector 
14” reflector 
16” reflector 
16” reflector 
Condenser 











TABLE 4: Possible picture widths for stand- 
ard screen brightness with various types of 
light sources and operating amperage. These 
widths were obtained under following assump- 
tions: (1) use of metallic (specular) screen 
that has at least 2-to-I reflection gain over 
a good “white” (diffusive) screen; and (2) 
light output values as given in Table | are 





AMPERES 


WIDTH OF SCREEN 
ARC SHORT FOCUS | ANAMORPHIC 
LENSES LENSES 

* oy ® 

65 31 feet 44 feet 

75 33 feet 46 feet 
100 38 feet 53 feet 

125 44 feet 60 feet 
180 40 feet 56 feet 








maximum obtainable and equivalent to 
100% efficiency, which of course is not a 
practicable expectation in operation, not 
only with respect to machinery, but to screen 
surface, which steadily deteriorates. The 
above values should be the maximum and 
may be reduced by 15% to 20% for normal 
operation. 








square foot of screen area would be de- 
creased by one half, although total light 
would be the same. 

It follows, then, that the total amount of 


light which served to illuminate the film 


frame (in the aperture) now is spread 


| over twice the area; therefore, the light 
| on every square foot of the expanded pic- 


ture is decreased by one-half. 
But a specular screen, with its metallic 


| surface is able to reflect light very efficiently 
| and this increased reflectivity serves to com- 
| pensate for the reduction of light due to 


expansion. 


Thus, if we can illuminate a “white” 


| screen to proper brightness with standard 


projection system, then the same amount of 
light would be sufficient with a good ana- 


| morphic system to illuminate, with Cinema- 


Scope’s 1-to-2 expansion, a picture twice as 
wide to the same brightness, so long as we 


use a specular screen. 


EXAMPLE: Let us assume that a Cinema- 
Scope picture 52 feet wide has been selected. 
The values of Table 3 are for regular (non- 
anamorphic) projection on a “white” screen; 
however, we can translate the conditions of 


For a picture width of 26 feet, and center screen 
illumination of 20 foot-candles, Table 3 in- 
dicates the need of 7740 lumens at the screen. 
Divide 7740 by 50% (total efficiency factor as 
previously applied to non-anamorphic systems), 
and 90% for port glass transmission, and you 
get 17,000 lumens as the total light output re- 
quired at the screen. This requirement may 
be filled by using light sources indicated in 
Item 7, or Item 8, or Item 20 of Table 1. 
—Gio Gagliardi. 


NOTE: The Society of Motion Picture and 
Television Engineers has established that for 
best exploitation of existing picture qualities, all 
screens should be illuminated so that they have 
a brightness of 10 foot-lamberts, with a mini- 
mum of 9 foot-lamberts, and a maximum of 14 
foot-lamberts. These values of 14 foot-lamberts 
were to be obtained on a blank screen, (a foot- 
lambert is a unit of light reflected by the screen: 
it is the amount of light reaching the screen— 
foot-candles—in relation to the reflecting char- 
acteristic of the screen material). These values 
were obtained on a blank screen with the pro- 
jectors running, no film in the machine, and 
all other conditions standard for normal opera- 
tion. It was considered that with this amount 
of brightness, the film densities and contrast 
values could be standardized so that picture 
quality could be maintained at a high level gen- 
erally. Later tests have served to confirm these 
values of screen brightness, with the emphasis 
being placed on the upper limit for best total 
results. In accordance with this information, we 
should strive to illuminate our screens for a 
brightness of 14 to 15 foot-lamberts. 





Screen and Lens Conditions 
According fo Picture Size 


IT IS customary to express 
the ratio of picture width to picture height 


| as the aspect ratio. If we disregard keystone 


and masking, the standard 35mm picture 


| (prior to wide-screen) had an aspect ratio 


of 1.33 (width) to 1 (height). This is the 
ratio of standard picture frame on the film 
(0.825 x 0.600 inches). 

Aspect ratios which have been variously 
used or proposed are 1.66, 1.75, 1.85, 2.0 
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PROJECTION ARC LAMPS 


are operating seven days a week 


on a daily work schedule of fourteen and a half hours. 


NATIONAL “THERE'S A BRANCH NEAR YOU” 
| THEATRE SUPPLY | 


Division of Notional © Simplex * Bludwerth, Inc 


DISTRIBUTED BY 
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rived only by aperture and lens changes as 


Standard Aspect Widths For Other Aspects At 
(1-1. 33) Heights Given For Standard 


described above, there are two general 


methods of procedure: 





Height Width | 1-1.66| 1-1.75] 1-1.85| 1-2.00/ 1-2.55 


(1) Select desired picture width and derive 
from this the necessary lens size for this mag- 
- 43-3 16.7 17-5 18.5 20.0 25-5 nification. Having fixed the picture width, the 
picture height will vary only as the film aperture 
il 14.6 18.3 19.3 20.4 22.0 28.0 plates are changed to provide for projection in 
another ratio. 

12 16.0 20.0 21.0 2200 24.0 7 By keeping the width constant, only one set 
of short focal length lenses need be used, screen 
13 17.3 21.6 22.8 24.0 26.0 masking (or luminous surround) at the sides 
remaining fixed. With bottom masking (or sur- 
14 18.6 23-3 245 25-9 28.0 round) permanent, the only variable border ele- 


ment of masking is at top (where masking may 


15 20.0 25.0 26.3 29.8 30.0 be suspended from a movable batten). 


(2) Select desired picture height and permit 


16 21.3 26.6 28.0 31.6 32.0 the picture width to vary with the aspect ratio. 


To maintain a constant picture height, it will 


b ssary to change projection lenses as well 
a7 22.6 28.3 29.8 33.5 34.0 ee With 


as aperture plates for each aspect ratio 
this system, bottom and top masking may re- 


16 23-9 30.0 31-5 35-3 36.0 main fixed, but the side masking must be made 
moveable. 
19 25.3 31.6 33.3 Sis2 38.0 
The constant width and variable height 
20 26.6 33-3 35-0 39-0 40.0 method is not ordinarily suitable to houses 
































Above: Chart of screen width for various aspects. 
Heights and widths are in feet. PROJECTION DISTANCE IN FEET 





© 110 120 130 





Right: Chart of nearest focal length objective x x x 


lenses for CinemaScope prints {aspect ratio I-2.55). . - 





: on 7 : = x x 
and 2.55 to 1. They may be obtained in 


several ways. The simplest method ; the one = % 
with the greatest limitations is to project x x 
an enlarged picture from standard film and x 
to mask off the top and bottom of this pic- 9.00 
ture until the desired aspect ratio is ob- 
9.00 x 
tained. 

This can be done by reducing the size of ——) 6 * 
the aperture plate in the film gate. 8.50 | 9.00 
( 8.00 | 8.50] 9 x 
APERTURE HEIGHTS 7.50 | 8.00] 8.50] 9. x 
a> A 7.00 | 7.50] 8.00 | 9.00 | 9.00 
lo obtain an aspect ratio of 1.66, an 
, : 6.75 | 7-50 | 8.00 . 9.00 

aperture plate is installed whose dimensions 
are 0.825 x 0.497-inch. (This plate, with a 
2.75-inch lens at a projection throw of 120 6.50] 7-00 | 7.50] 8.00 | 8.50] 9. x 
feet, will produce a picture 36 x 21% feet.) 6.25 | 6.75 | 7-00 | 8. 8.50|9.00| x 
For an aspect ratio of 1.85, the aperture 
should be 0.825 x 0.446-inch. Upper table 


on page 32 gives film gate aperture sizes and 


6.50 | 7.00 | 7.50 05 9.00 


6.00 | 6.50 | 7.00 | 7.50 | 8.00 . 9.00 
6.00 | 6.50 | 6.75 | 7.50 | 8.00 . 9.00 


picture sizes for various aspect ratios for a 5075 | 6625 | 6675 | 7-00 | 7250 8.50 
2.75-inch lens and a projection throw of ; 5.50 | 6.00 | 6.50 | 7.00 | 7.50 8.50 


120 feet. 0 5.50 | 6.00 | 6.25 | 6.75 | 7200 8.00 

An increase in aspect ratio by this method 5.25 | 5.75 | 6.25 | 6.75 | 7.00 8.00 
can be obtained only at a sacrifice of film 
‘ . - » 5225) 5250] 6.00 | 6.50 | 7.00 8.00 
area, which means greater magnification. 
The limits of magnification are set by the 5+00 | 5-50 | 6.00 | 6.25 | 6.75 7-50 
quality and fineness of the film grain, the 5.00 | 5025] 5075 | 6025 | 6075 750 
accuracy of the short focal length projec- 4.75 | 5.25 | 5.75 | 6.00 | 6.50 7.00 
tion lenses, the amount of light available 
. 4275 | 5.00 | 5.50] 6.00 | 6.25 7.00 
from present light sources, and the amount y 
of heat permissible on the film. nickel Ceiaeies Nideietell Calais ettets — 
. 4.50] 5.00] 5.25] 5.75 | 6.00 6.75 
VARYING RATIOS 4250] 4+75 | 525] 5-50 | 6.00 6.75 
425 | 4-75 | 5.00] 5.50 | 5.75 6.50 


Where it is desired to adapt a pictur 
ere it is desired to adapt a picture am ae Pee Pe an 















































screen to use of different aspect ratios de- 
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with long balconies. In these cases the bal- 
cony overhang generally limits the picture 
height to a fairly low level. 

Also, if a picture is changed only in 


FE 
. | ® 
height, the effect of a larger picture is not ar est imd Pp 
realized by an audience. | J 


The constant height and variable width 
method, on the other hand, permits larger 
pictures in balcony houses because picture edge-to-edge 
height is selected for its best value, and then ee6e 
kept constant. 
With constant height it may be possible 6 e 
to extend the width when showing 2D pic- t fore nt 
tures, and to project 3D pictures at nar- mos Uni ig 
rower width, maintaining in both cases the 
proper amount of picture brightness. 


‘ distr ibution eee 
Screen Factors on any screen! 


GREATLY enlarged pictures 
of new proprotions require more and more 
powerful sources of projection light, and e NORMAL 2D-3D 
we are reaching a limit in the quantity of 
light that can be projected through our e EXPANDED 2D-3D 
standard films. 

A metallic screen can definitely help e CINEMASCOPE 
where there is a problem of screen light. 
Light projected upon a diffusing surface 
(‘‘white” screen) is reflected evenly in all 
directions and such a surface appears to 
have the same brightness no matter where Complete range of focal lengths, for finest image 


Recommended by 20th Century-Fox for clearest, 


sharpest, brightest CinemaScope screen images. 


the spectator is seated. Figure 1 shows a quality of any film, on any screen. 
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FIGURE 2 


WRITE for new catalog 
E-123. Bausch & Lomb Opti- 


' Projection Lenses 'is3s3.""™ 
FIGURE 3 | . BAUSCH 6 LOMB 


' m SINCE 1853 
reflection brightness pattern for such a dif- W 


fusive surface. 

Aluminum coating material of metallic 
screens can act like a mirror, however; it 
can produce a highly specular surface. In 





SPECULAR SCREEN 
ALUMINUM 
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ROBIN-ESCO ES 7, 


Sujet jower 


MOTOR GENERATORS 


A quality product built especially for 
motion picture projection service. 


The model shown above is intended for 
wide screen service and is available in 
60 volts—I45 amperes, 80 volts—135 
amperes. These units may be operated 


any case, 
light, the aims it in a 
definite direction (at an angle equal to the 
angle at which it strikes the screen). 

See Figure 2. Angle B is equal to Angle A. 
In a purely specular, highly polished mirror all 
the light from the projected ray P falling upon 
a point of the mirror would be concentrated in 
the reflected ray R. Any spectator looking along 
ray R would see the image as a very bright spot. 
But if the spectator moved to either side of the 
line of ray R, the point at which P hit the mir- 
ror would appear only a dark spot. 

This is a theoretical and extreme case, and 
aluminum-surfaced screens do not have such a 
sharp concentration of reflection. Figure 3 shows 
a reflection brightness pattern for a specular 
metallic screen. Projection ray P at angle 4 is 
reflected at maximum value along ray K1 at 
angle B, but it i§ also reflected in other differ- 
ent directions, indicated as R2, R3, R4 and R5. 

When the reflected rays enclose only a very 
narrow angle, the amount of reflection along 
R1 is very high. This gives an efiect of a bright- 
ness gain of four or five times above that of a 
white matte surface. As the angular spread of 
the reflected rays is increased by changing the 
type of aluminum surface, the apparent bright- 
ness gain along R1 is decreased, but the values 
of R2-R3-R4-R5 are increased in proportion and 
approach R1 more closely in brightness. 


instead of scattering the reflected 
metallic surface 


made whether to 


sacrifice angle of coverage for a large in- 


The choice must be 


crease in reflectivity, or try to cover larger 


areas and accept smaller gains in reflected 


light. Where an auditorium is narrow and 
long and has no balcony, the screen surface 
may be made smooth and bright; but when 
an auditorium is wide it is necessary to se- 
lect a reflective surface with smaller axial 
gain but better coverage characteristics. 
Latter type screens can be made by se- 
lecting the proper aluminum paint, or by 
moulding or “lenticulating’” the surface. 


TILTING THE SCREEN 


In order to reflect the proper light pat- 
tern and to direct this pattern to the cor- 
rect position in main floor and balcony, it 
may be necessary to tilt the screen to some 
degree. The amount of tilt depends upon 
(1) the projection angle, (2) the screen 
height auditorium floor, (3) 
length of the auditorium, and (4) balcony 
height. 

It has been suggested that the amount of 
screen tilt should be one-half the projection 
but this value can become excessive 


from the 


angle, 
when the projection angles are steep. 

It is possible at times to locate the po- 
sition of the reflected beam by darkening 
the theatre completely and projecting light 
on the screen; then by standing at the stage 
with back to the screen the light pattern 
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on a continuous basis at these ratings. 


120' 
120 
120 
{20 
120 
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Relative sizes of the apertures and pictures for different aspect ratios—above, using constant width and 
variable height; below, using constant height and variable width. 
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A dependable, efficient, uniform D.C. 2.50 


power source. Engineered by pioneers 
in the motion picture field. Designed 
specifically for 3-D and wide-screen 
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may be seen reflected on the seats in the 
main floor and balcony. 

As mentioned before, specular metallic- 
surfaced screens practically have become es- 
sential since picture sizes have increased 
so tremendously; however, with the use 
of these large silvered screens another prob- 
lem has risen—that of curvature. 


SCREEN CURVATURE 


The problem is first illustrated in Figure 
4, showing a plan view of an auditorium 
with a flat screen. 








SCREEN O 








) 




















p 








FIGURE 5 











Point P (Figure 4) is the lens, and O repre- 
sents the center of the screen. A ray from P 
to O is perpendicular to the screen and is re- 
flected from the metallic surface in a fairly 
broad angular band AOB. With a good alumi 
num screen the reflection within this angle is 
kept fairly constant. Even with the best of 
screens there may be a drop of 30% to 40% in 
reflectivity between the center line OP and side 
lines OA and OB. 

Now let us study a ray of light which reaches 


| 


| 
| 
| 
| 
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GARVER 
RECTIFIERS 


The choice of 


finer theaters 
the country over! 


out all the true depth 
and color of your carbons .. . and built to 
dependable and long 
essential to economical operation 
Rectifiers produce a smooth, soft, 

light that assures movies of un- 
surpassed beauty. 


Engineered to bring 
give you the service 
life so 
(arve! 
clear-cut 


That's why they've become the favorite of 
movie houses and drive-ins the country over 

and why they're your best bet. Available 
n twelve models for either single or three- 
ration on 40, 60, 80, 90, 100 or 
there’s a size that’s just right 
Write today for full information 
and prices. 


THE GARVER ELECTRIC C0. 


UNION CITY, IND. 
“Dependable Rectifiers since 1915” 
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120 amperes 
ior you. 


45" or 60" Long 


CABINETS 
Units of 2 to 
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Projection Booth 


TABLES & CABINETS 


Made by GOLDBERG BROS., Denver, Colo. | 


Sold thru Theatre Supply Dealers Exclusively 


LAC RS 
34 


the sides of the screen. Ray PX in Figure 4 is 
projected on the screen at quite an angle (the 
wider the screen the greater the angle), there- 
fore the center line of the r_flected beam will 
be located at YF. Using the same reflective 
angular band as before, this ray will only cover 
an area in the auditorium indicated by CXD. 
This set of conditions means that for any person 
seated in the shaded area included in AOC, the 
far side of the screen at point XY would appear 
very poorly illuminated, or quite dark. 


Let us go then to Figure 5: here the same 
auditorium layout is used, and the same screen 
is used but it is placed in a curved frame whose 
radius of curvature is the screen curvature, is 
now perpendicular to the screen at point XY and 
radius of curvature is equal to the projection 
throw. The ray PO to the center of the screen 
is reflected into the same area AOB since PO 
is perpendicular to the screen at point O. Ray 
PX to the side of the screen, because of the 
screen curvature, is now perpendicular to the 
screen at point X and is reflected to cover an 
area CXD. You will note now that point X¥ 


and point O should appear to have approximate 
ly equal brightness to almost all the seats in 
the auditorium. 

The recommended value of the radius of 
curvature for any screen has ranged from 
70% to 100% of the projection throw. 
It can be seen from the sketches that if the 
radius is much /ess than 100%, it may be 
possible to overemphasize the brightness of 
the far side of a screen as compared to the 
near side. 

If the radius is greater than the projec- 
tion throw, the condition of a flat screen 
will be approached. 

Up to the present, experience seems to 
show that of the 
projection throw gives best average results. 


a radius equal to 90% 


[See accompanying chart for laying out a 


screen curve on @ floor.] 
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OFFSET FROM BACK TANGENT — IN INCHES 








can be traced on a floor as follows: 


be the arc of the screen. 





HOW TO USE CHART: Assume you wish to lay out the curvature for a screen 48 
feet wide, having a projection throw of 100 feet. One half this screen width is 24 
feet. On the left side of the table find (fourth line) the value for a radius of 100 
feet and read off along the horizontal line opposite the offset distances from a 
straight line (that would be followed by a flat screen)—the offset distances given 
for every 2 feet of screen width, trace the arc of a curved screen. 
With a chalked string, strike off a straight 
line 48 feet long where the screen is to go. Then starting at center of this 
line, mark on each side the offset distances found in the table. Using a long flexible 
wooden lath, join the ends of these offsets to mark off a constant curve, which will 


This curvature 
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To Quigley Publications Service Department: 


Please have literature, prices, etc., sent to me according to the 
following reference numbers in 1954 Market Guide Number— 


ADVERTISERS 
Alphabetical INDEX 


Reference numbers for use in inquiry post 
cards are given at left of advertiser's name. 
NOTE: See small type under advertiser's 
name for proper reference number where 
more than one kind of product is advertised. 


Reference 
Number 
I—ADLER SILHOUETTE LETTER CO. 
Changeable letter signs: Front lighted panels  # a ins (A), back- lighted 
Eee (1S), Ss Cenguete Gwe (IS). AB To Quigley Publications Service Department: 
2—AMERICAN PLAYGROUND DEVICE CO..... oie ih 
Drive-in playground equipment. Direst. Please have literature, prices, etc., sent to me according to the 


3—-AMERICAN SEATING CO i hag ce hae following reference numbers in 1954 Market Guide Number— 


Auditorium chairs. NTS and direct. 


4—APCO, INC. 


Beverage dispensers. D irect. 


5—ARMOUR & CO..... 


Frankfurters. Direct. 


6—ASHCRAFT MFG, CO., C. S 


Projection are lamps. Unaffiliated dealers. 


7—BALLANTYNE CO., THE OS Oe eee 
Stereophonic sound system. Dealers 3, 18, ‘2, 22, 23, 37, 39, 44, 57, 66, 
69, 75, 79, 89, 91, 96, 98, 102, 105, tio," ws. 121, 127, 131. 


8—BAUSCH & LOMB OPTICAL CO 


Projection lenses. Direct and branches and dealers ‘n all major cities. 


9—BURKE PLAYGROUND EQUIPMENT CO., THE, J. E. 


Drive-in playground equipment. Direct. 


10—CARBONS, INC. 


Projection carbons. Franchise dealers. 


11—CENTURY PROJECTOR CORP.. 
Projectors (11A), sound reproducers (1B), amplifiers “(1ie), mechanical inter- 
locks and synehronizers (11D). Unaffiliated deale 


12—CLANCY, INC., J. R 
Stage curtains ({2A), curtain controls and tracks (12B). Authorized dealers. 


13—COCA-COLA CO., THE. . ...2nd Cover 
Soft drinks (13A), dispensers (13B). ‘Branches in ‘principal cities. To Quigley Publications Service Department: 


14—CONCESSION SUPPLY CO eT ee 3 
nein Geamiree comte ant fen warm, Sires. Please have literature, prices, etc., sent to me according to the 


16--CONNOLLY, ING. J: J following reference numbers in 1954 Market Guide Number— 


Frankfurter grill. Direct. 


16—CRETORS & CO,. 
Popcorn machines (16A), ’ butter dispensers (16B). Direct. 


17—DAD'S ROOT BEER CO.. 
Soft drinks (17A), beverage dispensers ‘(17B). " Direct. 


18—F & Y BUILDING SERVICE, THE... 


Architectural design and building service. 


19—FIRST-AMERICAN PRODUCTS, INC... ' 
Wide-screen frames (19A), loudspeakers (19B), ‘in-car, speakers (19C), direc- 
tional signs for drive-ins (19D), screen paints (19E), safety ladders (19F), 
porthole and lamphouse blowers (19G), drive-in underground wire (19H), drive-in 
speaker cords (191), drag brooms 19J), refreshment counters (19K). All dealers. 


20—FREEZ-KING CORP., THE.. 
Soft ive cream freezers (20A), shake dispensers (20B). Franchise dealers. 
IT 
2I—GARVER ELECTRIC CO., THE THEATRE or CIRCU 
Rectifiers. Direct. 
22—GOLDBERG BROS STREET ADDRESS 


Projection room tables and cabinets (22A), reels (22B), box office speaking 
tube (22C). Unaffiliated dealers and direct. 


23—GRIGGS EQUIPMENT CO 


Auditorium chairs. Direct, 


24—HEIDE, INC., HENRY. 
Candy. Direct. 


25—HERSHEY CHOCOLATE CORP.................. Jaap To Quigley Publications Service Department: 
Candy. Direct. 
26—HEYER-SHULTZ, INC. ... Lees Please have literature, prices, etc., sent to me according to the 
pakenqueyherioenreygetamaas following reference numbers in 1954 Market Guide Number— 
27—HEYWOOD-WAKEFIELD CO. 


Auditorium chairs. Dealers 8, 10, 23, 31, 54, 97, ‘101, 125 and branches. 


28—HiRES ROOT BEER CO..... a 
Soft drinks (28A), beverage dispensers. (28B). ” Direct. 


29—HOLLYWOOD BRANDS, INC. 
Candy. Direct. 


30—IDEAL SEATING CO. 


Auditorium chairs. Unaffiliated dealers. 
31—IMPERIAL ELECTRIC CO., THE............ 
Motor-generators. Direct. 
32—INTERNATIONAL PROJECTOR CORP.... (aesaradcns ee Cover 


Stereophonic sound systems. NTS. 


[Index continued on opposite side of this insert page] 








FIRST CLASS 


PERMIT NO. 8894 

Smee P. aris) 

NEW Y' Reference 

Number [Alphabetical Advertisers Index continued] 
33—JOHNSON CANDY CO,, WM. 


Candy. Direct. 


34—KESTENBAUM, INC., W. 


Beverage dispensers. Direct. 


35—KOLLMORGEN OPTICAL CORP. 


Projection lenses. NTS and all dealers. 


36—KOILED-KORDS, INC. 


Self-coiling cords for in-car speakers. All dealers and Graybar Electric Corp. 


37—LaVEZZ| MACHINE WORKS 


Projector parts. All dealers. 


38—LILY-TULIP CUP CORP. 


Paper cups for hot and cold beverages. Direct. 


39—MANLEY, INC. 
Popcorn machines (39A), popcorn seasoning (39B), popcorn (39C), popcorn boxes 
and bags 39D), beverage dispensers (39E), frankferter and bun warmer (39F), 
hamburger grills (39G). Offices in principal cities. 


40—MARSH WALL PRODUCTS, INC. 


Decorative wall paneling. Direct. 


41—MASON, AU & MAGENHEIMER CONFECTIONERY co. 
Candy. Direct. 
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FIRST CLASS 42—NATIONAL CARBON CO., INC. 


Projection carbons. All dealers. 


PERMIT NO. 8894 nian nee 
Longe P.L.&R. , a a — - 


NEW YORK, N. Y. 44—NATIONAL THEATRE SUPPLY 


Distributors. 


45—NESTLE CO., THE. 


Candy. Direct. 
46—NORPAT SALES, INC. 


Distributors. 














BUSINESS REPLY CARD 


No Postage Stamp Necessary If Mailed in the United States 








47—PEPSI-COLA CO. 


Soft drinks (47A), beverage dispensers (47B). Branches in principal cities. 


48—PERKINS ELECTRIC CO., LTD, 


Distributors. 





Postage will be paid by— 
QUIGLEY PUBLISHING COMPANY 
ROCKEFELLER CENTER 
1270 SIXTH AVENUE 
NEW YORK 20, N. Y. 


49—POBLOCKI! & SONS 


Drive-in sereens. NTS and direct. 


50—PROJECTION OPTICS CO., INC. 


Projection lenses. Distributor: Raytone Screen Corp. 


51—PULLMAN VACUUM CLEANER CO. 


Vacuum cleaners. Direct. 


52—RADIO CORP. OF AMERICA, THEATRE EQUIPMENT DIV. 


Stereophonic sound system. Dealers marked 


53—RAYTONE SCREEN CORP. 9, 
Projection screens (53A), drive-in sereen paint (53B), soreen frames (53C), 
screen brush (53D). Direct. 


54—RCA SERVICE CO. 
FIRST CLASS Projection and sound equipment maintenance service. 
PERMIT NO. 8894 55—ROBIN, INC., J. E. 


5 Motor-generators (55A), rectifiers (55B), projection s 55C), j 
{ 34.9 P L&R. ; proj m sereens (55C), projection 


lenses (55D). Direct. 
NEW YORK, N. 





56—S. O. S. CINEMA SUPPLY CORP. 


Distributors. 


57—SIMONIN'S SONS, INC,, C. F. 


Popcorn seasoning. Direct. 
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58—SPEAKER SECURITY CO. 


Drive-in speaker cable to prevent theft. Direet. 


59—STEEL PRODUCTS CO. 


Coffee dispensers. Direct. 


60—STRONG ELECTRIC CORP., THE 
Projection arc lamps. Dealers |, 2, 3, 4, 7, 8, 9, 10, 14, 15, 19, 21, 22, 23, 
26, 27, =. 29, 30, 32, 34, 36, 37, 38, 39, 41, 42, 43, 45, 46, 48, 49, 50, 5!. 
52, 54, 56, 57, 58, 59, A oo! 63, 64, 6, 67, 69, 71, 74, 75, 76, 77, 78, 
79, 80, 3 84, 85, 89, 90, ‘96, 97, 99, 101, 102, 103, 104, 105, 106, 107, 
108, 110, tit, 882, 1193, 18, is. 118, 120, 2 123, 127, 128, 129, 130, 131. 


61—SUPERIOR REFRIGERATOR MFG. CO., INC. 


Beverage dispensers. Direct. 


62—SUPURDISPLAY, INC. 


Popcorn butter dispenser. Direct. 
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63—TEMPLE'S FROSTED FOODS, INC. 


Chinese egg rolls. Direct. 


64—THEATRE SEAT SERVICE CO. 


Theatre chair rehabilitation service. Direct. 
65—VALLEN, INC. 


FIRST CLASS Curtain tracks and controls. Direct. 
66-—WALDOM ELECTRONICS, INC. 
eng $ “r 8894 Loudspeaker reconing service. 

c. 34.9, 
= YOR ny 67—WAGNER SIGN SERVICE, INC. 

Attraction frames (67A), glass windows (67B), enamel panels for drive-in signs 

(67C), plastic letters (67D). Dealers |, 8 10, 14, 15, 16, 17, 19, 23, 24, 25, 
> a 7 30, 31, 32, 34, 36, 37, 38, 42, 44, 45, 46, 52, 54, 57, 58, 60, 61, 

66, 68, 69, 71, 72, 73, 74, 77, 78, 79, 83, 85, 88, 89, 90, 96 98, 99, 
C3 0, “104, {o6, 107, 111, 112, 115, 116, 118, i2i, 123, 128. 429 and NTS Detroit 


68—WESTREX CORP. 


Foreign distributors. 
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69—WHITNEY-BLAKE CO. 
Non-conduit speaker system cable for drive-in theatres. Distributors 
Electric Corp. 


70—WILLIAMS SCREEN CO. 


Projection sereens Direct. 





: Graybar 


Postage will be paid by— 
QUIGLEY PUBLISHING COMPANY 
ROCKEFELLER CENTER 
1270 SIXTH AVENUE 
NEW YORK 20. N. Y. 


Me 











Popcorn Holds Lead 
In 1954 Survey ol 
Theatre Vending 


Results of sixth annual poll 


FOR THE SECOND year in 
a row popcorn has been acclaimed the king- 
pin of theatre refreshment vending, both 
in the number of theatres selling it and the 
accord- 
ing to the sixth annual Theatre Refresh- 
Sales Survey conducted during the 
first six weeks ot 1954. 
The survey polled exhibitors represent- 


ing 35% of 


number of patrons purchasing it, 


ment 


indoor and drive-in theatres 
regularly operating seven days a week in 
the United States. While 


more significant aspects of operating policy 


covering the 


and_ physical installations, the survey em- 
phasized merchandise both as to range and 
distribution of sales. 

Popcorn is sold at 98% of all indoor the- 
atres, the survey revealed, and was named 
by every responding drive-in as one of its 
Indoor exhibitors 
reported that an average of 44 out of every 


articles of merchandise. 


100 patrons purchase popcorn. And 6% of 
these indoor operators stated that popcorn 
is the only refreshment they offer! 

Closely both in the 
number of indoor theatres selling it 


following popcorn 
and 
the number of patrons buying it is candy. 
Offered by 95% of all indoor theatres, it 
is purchased by an average of 37 out of 
every 100 patrons. In the drive-in category, 
however, candy 


¥ 
61% of 


took another drop, with 
the operators reporting they stock 
it, compared with 90% two years ago, and 
in 1953. That trend began with in- 
food and 


71% 
creasing exploitation of items 
beverages. 

Beverages stayed about the same in both 
divisions with 74% of all indoor theatres 
selling them and ail responding drive-ins. 
In indoor theatres 28 out of 100 patrons 
purchase a soft drink. 

Among the customers at their refresh- 


38 


conducted to develop facts of 


interest to theatre management 


concerning refreshment service 


methods and merchandise .. . 


MUTION FICTURE 


ilaweval 


and naming the Best-Sellers of the year in Candy 


and Beverages (complete list is on page 41). 


ment stands exhibitors reported that chil- 
dren average about 45%. The adult classi- 
fication is broken down in the following 
averages: men, 31% ; women, 24%. 

An important part of the annual 
survey is to name the current Theatre 
Refreshment Sales Champions—the 
brands of candy and soft drinks that 
lead in sales. The Theatre Refresh- 
ment Sales Champions of 1954 are an- 
nounced on page 41. 

Other results of the 1954 survey are 
presented below according to topics 
covered: 





INDOOR THEATRES 





The 


right at the stand in popping machines 


advantages in preparing popcorn 


placed in full view of the customers were 
reafirmed by exhibitors in the survey, 83% 


of whom report they follow this practice. 
This figure is an increase over last year of 
8%. Those popping the corn elsewhere and 
from total 15%, 
employ both 


dispensing it warmers 


while the remaining 2% 
methods. 

On the question of packaging for pop- 
like last 
vear, almost an even split. The slight edge, 


corn—bags or boxes—there is, 
however, goes to the boxes this time, with 
44% of the operators reporting they use 
them exclusively. Bags are employed solely 
at 39% of the theatres as compared to 45% 
last year. A total of 17% of the exhibitors 
responding use both. 

As to the number of sizes of popcorn 
packages offered, most theatres still sell 
only one; this figure is the same as last 
year—65%. Two sizes are sold by 24%; 
and three by 11%. 

Where only one size is offered it usually 
sells for 10c, with 95% of all theatres re- 
porting they sell at that price. A 5c size is 
available at 12% of the responding the- 
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The movies have helped to make her 





oape ) 


CAUdCLEUS 


When she goes to the movies 





she prefers to refresh without filling 


Hollywood’s idea of beauty is the slender 
figure. And the movie fan’s greatest dream 
is to be like a Hollywood star. That’s 

why your woman patron's taste is for the 
modern, light refreshment. And this 
modern idea sells more Pepsi-Cola in 
more and more theatres ... in 


whatever form it’s served. 


Tw AnDee 8 
MOTION re HURL 


HERALD 


~ 


/ 
he 


Pensi_¢ Ola 
: refreshe.. 
Withous Filing 


Pepsi-Cola’s national advertising program appeals to today’s 
figure-conscious women. That’s why Pepsi-Cola is today more 
2 
€ 


popular than ever. Cash in on Pepsi’s growing popularity for 


more soft drink sales in your theatre. 
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atres; and a 15c size is sold by 11%, both 
of which figures are about the same as last 
year’s. An increase is noted, however, in the 
25c size; whereas previously only 10% 
said they offered it, it is now available at 
20% of the indoor theatres. A 20c size is 
offered by 4% of the theatres, but only 17% 
report selling a “jumbo” or “family” size 
at 30c. 

Buttered popcorn continues on the up- 
ward grade in popularity in indoor theatres 
with a total of 45% reporting they sell it; 
this is a jump of 5% over 1953. 


VENDING OF CANDY 


In the candy department theatre patrons 
“small-size” or nickel bar 
to the larger “dime” bar, the survey re- 
vealed. The number of exhibitors stating 
that the nickel product outsells the dime at 
their theatres remained the same as last 
year—82%. However, 62% of the oper- 
ators report the dime bar is a “good seller” 
and 46% say they are stocking more dime 
bars than they did a year ago. 
Still plaguing the 


still prefer the 


an open display of the product on the top 
counter within easy reach of the patron for 
“self-service” quickens the buying impulse 
more readily. On the other hand some ex- 
hibitors have found a relatively clear 
counter, with all candy fetchingly displayed 
under glass, better suited to their clientele 
for reasons of public preference rather than 
of pilfering. 

Exhibitors were asked about this in the 
survey, and 57% indicated a preference for 
the enclosed case. Some 43% said they sell 
from an open display, with a few operators 
reporting they combine the two systems. 

On the value of frequent variation of the 
candy display, however, there was not much 
disagreement. Asked how often they rear- 
range their schemes, exhibitors responded 
all the way from “daily” to “monthly” with 
only 6% saying they make changes “sel- 
dom” or “never.” The great majority 
(55%) alter such displays weekly. Daily 
revisions are reported by 15%; monthly, 
9% ; bi-monthly, 8% ; bi-weekly, 7%. 

Further in regard to candy display, op- 
erators were asked their policy as to inter- 
mingling the sizes 





manufacturers of 


of product. Some 





candy—as well as 
its distributors—is 


65% report they 
prefer to place the 





the profit problem 
brought on by the 
rising costs of candy 
ingredients. This 
has led many dis- 
tributors—includ- 
ing some theatre op- 
erators—to raise the 
prices of nickel and 
dime products to 

or 7c and llc or 
12c. Resistance of 
theatre 
this practice, noted 
last year by a num- 
ber of exhibitors, 


patrons to 





evidently still con- 
tinues as only 20% 
of the polled the- 
atres have adopted 
such price hikes. 
That the theatre 
patron is offered a 
wide variety of can- 











“dime” bars sepa- 
rately from the 
“nickel” ones. Rea- 
sons given include 
that it helps the cus- 
tomer to make up 
his mind more read- 
ily and eliminates 
the necessity for ex- 
cessive use of small 
price tags. 

Among the other 
refreshment items 
ice cream is sold by 
49% of all indoor 
theatres reporting, a 
drop of 8% from 
last year. Where it 
is sold exhibitors re- 
port that 17 out of 
each 100 patrons 
purchase it. Among 
the frozen confec- 
tions a preference 











dy brands was again 


was indicated for 





indicated by the sur- 





ice cream on a stick 





vey, with the aver- 

age among those re- 

porting being 40—or 5 more than last 
year. Also, as previously, the range is great, 
with the largest number of candy items 
offered by any one theatre being 160, the 
smallest four! 

In the matter of display methods for 
candy, there is some controversy among op- 
erators as to which of the various possible 
schemes are most helpful in boosting sales. 
On the one hand some exhibitors feel that 


40 


(63% ), followed by 
sandwiches (48%), 
cups (40%), cones (34%) and chocolate- 
covered ice cream (15%). Of the theatres 
sponding 6% have soda fountain service. 

Notable in the survey was a drop in the 
number of indoor theatres reporting they 
stock chewing gum. Whereas last year 65% 
of the operators said they sold gum, this 
year the figure was 50%. On the average 
14 out of 100 patrons purchase it. 

Indoor exhibitors were asked what other 


merchandise they offer at the refreshment 
stand, and a wider variety of these mis- 
cellaneous items was revealed than in pre- 
vious years. Frankfurters are now sold at 
7% of the indoor theatres; while potato 
chips are available at 6%. Assorted nuts 
are a commodity at 5%; snow cones and 
assorted cold meat sandwiches at 3% and 
cookies at 2%. Only 4% of the indoor the- 
atres report selling cigarettes, and usually 
through a machine. 


MERCHANDISING METHODS 


In the methods adopted to merchandise 
refreshments 97% of all theatres sell over 
a counter or stand; with only 3% selling 
by machine only. Both counter service and 
a candy machine are used by 21% of the 
theatres; while 38% of those selling soft 
drinks use an additional automatic drink 
dispenser placed away from the main stand. 

In offering beverages, the survey shows, 
63% of the theatres sell over the counter 
without any coin machines at all. Among 
those using both 52% find that the machine 
does less business than the stand in drink 
sales. 

With ice cream the favored method of 
selling (84%) is still by attendant over the 
counter. However, 16% have now adopted 
the use of a self-service cabinet, which is 
exactly twice the number reporting they 
used it last year. 

Considerable remodeling of the 
physical stand was also revealed in 
the survey with 30% of polled the- 
atres listing such activity last year. In 
28% of such cases it was dine to 
make the stand m_re attractive; and 
9% report their changes were pri- 
marily to expand the area. Of the ex- 
hibitors reporting, 63% said they re- 
modeled for both those reasons. 

To boost the sales of refreshments exhib- 
itors use a number of devices, the most pop- 
ular of which remains trailers, which are 
reported by 72%. The next favored method 
is signs and posters (62%). Special stand 
decorations and costumes for attendants 
rank 21%. Next in favor is program adver- 
tising (9%); tie-ups between refreshment 
and attractions (6%) and newspaper ad- 
vertising (3%). Of all exhibitors reporting 
33% said they do not exploit snack service 
at all. 





DRIVE-IN THEATRES 





Should he desire it, the patron at the 
drive-in theatre’s refreshment stand can 
purchase anything from a bag of popcorn 
or a pizza pie to fluid for his cigarette 
lighter! The 1954 survey of drive-in ex- 
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hibitors revealed a list of commodities avail- 
able in the refreshment department as long 
as it is varied. It is still popcorn and soft 
drinks, however, which capture most of the 
drive-in patron’s refreshment money. As the 
figures stated above show, they appear to 
be offered at all drive-ins. 

Closely following them are a number of 
other items, including frankfurters, sold at 
96% and hot coffee, 88%. 
candy, 61%o, 
60% ; hot 
46% 


barbecued meats, 


Next in line is 
followed by potato chips, 
58% “4 


: cigarettes, 45%; french fries, 39% 


chocolate, hamburgers, 


¢ 


26% ; snow cones, 27%, 


and gum, 28%. 


Those are the products listed often 


enough to achieve ratings of 25% or more. 
From that point the percentages get smaller 
for a long, long list. It includes such diverse 
items as peanuts, cigars, chili, toddies, as- 
sorted sandwiches, chicken, cookies, aspirin, 
shrimp, frozen custard, pretzels, pizza pies, 
cheesburgers, Pronto Pups, doughnuts, 
Cracker Jacks, Korn Kurls, fish, egg rolls, 
tamales, apple turnovers, 
handkerchiefs, lighter fluid, hats, and toys! 

The necessity of dispensing all that 
merchandise in a very limited time 
(the average intermission period is 
only 10 minutes) finds the drive-in 
operator constantly experimenting 


with new ways to speed the service. 


watermelon, 


AWARDED BY 
MUTION PICTURE 


HERALD 


HERSHEY CHOCOLATE CORPORATION, HERSHEY, PA. 


This was reflected in the survey, with 
33% of the operators reporting they 
recently made changes either in serv- 
ice arrangements or equipment. 
Conversion from the general counter 
method of service to a cafeteria set-up was 
reported by 35% of the remodeling exhib- 
itors. Drive-ins now employing the cafeteria 
which is an increase over 
last year of 10%. However, the general 
counter set-up is still the most prevalent, 
being used at 45% of the polled drive-ins, 


system total 37%, 


a drop from last year’s 53%. The two-or- 
more station system is employed by 18%, 
which is about the same as last year. 
Among the exhibitors reporting remodel- 
ing activity, 35% said it involved the in- 
stallation of new equipment, with many of 
these explaining they had to expand their 
counter space to make way for the additions 
or replacements. Other refurbishing in- 
cluded rearrangement of equipment (14%) ; 
the installation of an additional section for 
use on busy nights (5%); other space ex- 
(4%) and “general moderniza- 
(2%). The cafeteria system 
abandoned for a general counter by 2%. 


pansion 


tion”’ was 


MERCHANDISING POPCORN 


In vending popcorn, drive-in exhibitors 
agree with indoor operators that popping at 
the stand is preferable to doing it elsewhere 
and dispensing from warmers. A total of 
19% use 


popping machines; 


while 8% use both. On the whole 


73% use 
warmers ; 
they prefer boxes to bags for their packag- 
ing—73% for the former and 21% for the 
latter. Both types are used by 6%. 

Drive-in patrons also seem to like a 10c 
size of popcorn package as that is sold by 
94% of the responding operators. A 25c 
size is offered by 32%; 15¢ by 14%; 20c 
size by 4%; and a 30c size by 1%. But- 
tered popcorn is sold—mostly for 20c and 
25c—by 40% of the drive-ins. Only one 
size of popcorn is offered by 63% of the 
drive-ins; while 30% have two sizes and 
7‘, three. 

To encourage pre-show sales of refresh- 
ments, drive-in operators have adopted a 
number of devices, the most popular being 
(both recorded and 
live) between music over the speaker sys- 
tem, which is used by 74%. Trailers are 
next in favor with 60% reporting their use. 
Other devices include posting ticket stub 
numbers in the stand for “lucky winners” 
(7%); having special “live” entertainment 
(5%); early cartoon shows for the chil- 
dren (4%); newspaper and program ad- 
vertising (3%). 


spot announcements 


Intermission time at drive-ins is usually 
10 minutes, as noted before. Among the- 
atres reporting 53% have one this length; 
next comes 15 minutes, adopted by 23%. 
Other periods reported range all the way 
from 3 to 25 minutes. 
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Il Sales -Tested 
Armour Intermission 


MAIL TODAY 
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These One-Minute Color Food Films Boosted 
C. E. Cook’s Concession Sales 333% 


Concession owners and drive-in operators from all parts of the 
country have reported amazing increases after using Armour 
intermission shorts. Mr. C. E. Cook of the Dude Ranch Drive- 
In, Maryville, Missouri, says, “I started using Armour inter- 
mission shorts last June 9th, and on that first night my hot dog 
business increased 25%. For the entire season my total con- 
cession business picked up around 3314% over the previous 
year!” 

Think what an increase of 33!4% in your concession business 
would mean in dollars and cents! These color films have musi- 
cal backgrounds by Bing Crosby’s Starlighters and are loaned to 
you by Armour and Company—free of any rental charge. All you 
pay is the return postage! Clip the coupon below right now. 
Armour and Company will send you an illustrated folder with 
complete information on these 11 intermission shorts. 


ARMOUR AND COMPANY MPH-2 
Fresh & Smoked Sausage Dept., Union Stock Yards 


Chicago 9, Illinois 


Please send me your folder with complete information on 


Armour and Company’s intermission shorts 
Name 
a ptatr AAGVES <. on cnn noone 


NNO So Seishin cae 





[Refreshment stand operations of the Cres- 
cent Amusement Company of Nashville, Tenn., 
owners of over 75 theatres in Tennessee, Ala- 
bama and Kentucky, were developed from inves- 
tigation by Kermit C. Stengle, executive vice- 
president of Crescent, among theatres across the 
country. The resulting methods were installed 
under the guidance of John L. Link, manager 
of the Concession Department.] 


IN THE important matter 
of locating equipment at the stand, Cres- 
cent has developed a scheme found to work 
in nearly all their theatres. It calls for plac- 
ing popcorn and warming cabinet first in 
relation to incoming traffic, followed by 
candy, ice cream, drinks and cigarettes, in 
that order. 

In some of their larger theatres they have 
found it profitable to install automatic 
drink dispensers in various spots away from 
the stand—on balcony levels, near stair- 
ways, etc. And at the large Tennessee the- 
atre in Nashville, two stands are maintained 
—one on the main floor in the lobby, 
another on the mezzanine level. 


PROMOTIONAL DISPLAY 


Animation and ingenious lighting effects 
are found highly effective. 

Another kind uses cut-out figures in a 
window showcase, as in front of the ice 
cream unit (see photograph, page 48). 


MERCHANDISE 


Popcorn is sold in most Crescent theatres 
from a combined popper and warming 
cabinet, the latter having been found to 
help speed service. These combined units 
are especially made for the theatres. 


CANDY INVENTORY 


Stock is kept fresh by requiring stand 
attendants to remove all of it from the case 
once each week during inventory-taking 
and to dispose of any that is stale. 


44 


Refreshment stand of Wometco Theatres’ Miami theatre (see accompanying text), which replaced a 
stand located at the rear of the lobby. The new stand was placed at the front of the lobby where it is 
immediately visible to entering patrons. The counter is 30 feet long (former stand 17 feet). Lighting is 


by cold cathode tubing augmented by spots. 


Supplies must be ordered from the cen- 
tral Concession Department in Nashville 
very little surplus is kept on hand 
in the theatres. 

Weekly inventory also provides an op- 
portunity to change the arrangement of the 
candy display frequently. 

For ordering candy and making the 
weekly inventory report, the forms illus- 
trated in adjoining columns are used by the 
manager. 


weekly ; 


The candy requisition must be filled out in 
triplicate, two copies going to the main office 
and one being retained by the theatre manager. 
The main office returns one of the copies with 
the candy shipment and it must be checked, 
approved and attached to the concession report 
before it is submitted to the Nashville office. 
Managers must attach all purchase invoices to 
this report before it is submitted to the Nash- 
ville headquarters. 


Both candy and popcorn are shipped to 
the theatres from this main office but ice 
cream and beverages may be purchased in 
the towns where the individual theatres are 
located. 

Since Crescent does not keep large sup- 


plies at theatres, they do not have a storage 
problem. Any surplus candy is usually 
placed in the manager’s office. Popcorn is 
stored back stage in steel bins. 


EQUIPMENT MAINTENANCE 


Maintenance of refreshment equipment 
is handled through the circuit’s central 
office, where a crew is employed solely for 
this purpose. Theatre managers must make 
special equipment maintenance reports 
weekly, which enables the home office to 
anticipate much of the trouble that might 
otherwise develop. 

The maintenance men follow a special 
scheme for the different kinds of equip- 
ment. For the drink machines, syrup pans 
are removed and cleaned weekly. Every 
30 days the condensers are cleaned, the 
water tanks flushed, and the units refilled 
with fresh water, to which is added 150 
pounds of ice before starting the machines 
again. 

Care of ice cream cabinets includes scrap- 
ing frost from the displays each day, using 
plastic scrapers only. Once a week frost is 
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6-Drink SodaShoppe 
For top locations — vends 
4 carbonated and 2 non- 
carbonated drinks. Has 
1200 cup: capacity, 2500 
drink syrup capacity 





Reports from theatres all over the country 

have thoroughly established the superior money 
making power of the 6-Drink SodaShoppe 

over any other type of drink machine! Not only 
does SodaShoppe gross more, but certified 


reports prove it more than doubles the 


“Average-Cents-Per-Person”! 


The 6-Drink SodaShoppe offers complete selectivity in 

all popular flavors, in both carbonated and non-carbonated 
drinks. ‘There’s a delicious drink for everyone — 

served quickly and efficiently! 

SodaShoppes are marvels of mechanical and electrical 
simplicity, assuring continuous service-free performance. 
They have enormous cup and drink syrup capacities, 
which means they serve more people with far 

fewer servicing calls. 


Gaiteaad 





;==— cote out coupon and Mail TODANE 


Don't delay — get the facts on this guaranteed LJ PCO. 7 
INCREASE IN PROFITS FOR YOU! Prove it to i Gent] 
yourself. Insist that your operator replace one men: 
location with o SodaShoppe I | Case send 

. . m 
Write, Wire or Phone fp 8 eine S0DASHonng 


full . 
"ulars 
a 0 Please Send Oso aten 
th IR. OE 
" of tire APCo _— 
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CANDY REQUISITION 


SHIP TO. TOWN 
DATE WANTED. VIA 








INVOICE NO._ 


DATE 





IMPORTANT—When ordering candy, please 


list all items for one certain an in one group. PLEASE LEAVE 





ONE SPACE BETWEEN DIFFERENT PRICED ITEMS. 


LEAVE BLANK __ 





NO COUNT | [__ TOTAL NUMBER OF PIECES . 


BOXES | PER BX. | NAME OF CONFECTION 





~_ OTHERS j 8xs. | 


big NET 
_PER BX. } cost 














| TOTAL 











Requisitioned by: - Total Net Cost 


Approved by: ____ 
IMPORTANT—Vend pack should be ordered if available Total Cost 





Handling Charges 








COPIES—Send white and pink copies to office, retain yellow for your file . 
check merchandise on arrival and notify office immediately if damaged or short . 
toch to weekly concession report. 


. pink copy: will accompany shipment 


. okay pink copy and at- 


ALL » CANOES Must BE REQUISITIONED THROUGH THIS OFFICE 


THEATRE WEEKLY CONCESSION N REPORT 


POPCORN—DRINKS—CANDY—ICE CREAM 


THEATRE TOWN STATE 








WEEK ENDING 





PURCHASED POPCORN INVENTORY 


DAILY SALES 





POP 5c | 10¢ } 
CORN | SEAS. | BG-BXS |BG-BX | SALT 
Prev. Inv 
Purchased 
Total 
Pres. Inv 
Total Used 











Units Sold @ 5c 
Units Sold @ 10c 


| pox || DAY 


25¢ i 
SALES 





CANDIES, GUMS AND MINTS INVENTORY 


DAILY SALES 





Se 10c | | 
CANDY |CANDY | CANDY /CANDY | 





Candy 5c 


10 
fend cl Purchased 
Total 


———— | on =~ ¥y 9s a Pres Inv 


Prev. Inv 





DAY SALES 





“Solory - ; r f 1 Total Used 





TOTAL 


COST Units Sold @ 5c 


Units Sold @ 10c 








Others 











PURCHASED DRINKS AND ICE CREAM INVENTORY 


DAILY SALES 





MDSE QUANTITY 5 | Se 5c 10¢ | GALS. | ICE 
BTLS. Cups Cups | SYRUP CREAM | 
Bottles 
~Cups 5c | Prev. lew 
Purchased 


~ Cups 10c 
Gal. Syrup Total 
Ice Cream Pres. Inv 


Salary Total Used 

















\DAY SALES 





TOTAL 
_COST | Oa : Drinks Sold @ c 


_|/SAT. 





ice Cream Sold @ 


| TOTAL 





PIE: Baer 
(ALL INVOICES FOR PURCHASES MUST BE ATTACHED) _ 





REMARKS 


Machine $_— 











Certified Correct 





TOTAL ATTENDANCE 





Monager 





Candy Requisition form used weekly, and Weekly Operation Report (lower form) employed 
by Crescent Amusement Company (see accompanying text). The operation report contains an 
inventory of stock as well as a record of sales and purchases. (White area dividing lines of 
Candy Requisition form indicates part of actual form removed to save space in reproduction.) 








scraped from the walls of the storage com- 
partment and removed. Every 30 days the 
condensers are cleaned and complete de- 
frosting is carried out of all the ice cream 
units. 


WOMETCO STAND PLAN 


In remodeling and relocating the refresh- 
ment stand at the Miami theatre (Miami, 
Fla.) the Wometco circuit installed service 
and storage facilities as follows: 

The popcorn machine was given the most 
prominent position, it being placed in the 
foreground directly facing the entrance 
doors (see photo, page 44) 

Next to it was placed a butter dispenser, 
followed by a Bon Bon ice cream unit. 

The candy case is next in line; it is an 
open, self-service display, arranged in a 
three-step style. 

Adjoining this are two drink dispensers, 
one for Coca Cola, the other for fresh or- 
ange juice. Both are counter models. 

The final piece of equipment is a frank- 
furter grill, rotisserie style. 


MIAMI THEATRE STORAGE 


Supplies of refreshment merchandise are 
stored in an air-conditioned room in the 
basement, about 12x9 feet and equipped 
with wall shelves. A two weeks’ supply of 
candy is kept on hand here with deliveries 
received once a week. 

Fresh orange juice sold at the stand 
delivered as often as twice daily. 

Maintenance of equipment is attended to 
by the circuit’s special crew. 


STRAND, PROVIDENCE, R. I. 


The refreshment stand of the Strand the- 
atre in Providence, R. I., is located in the 
center of the inner lobby between doors 
leading into the auditorium, and is right 
behind the ticket stub box and in traffic lane 
to mezzanine and balcony. 

Approximately 18 feet long and 5 feet 
deep, the stand is constructed of blond 
maple (see page 48). On the wall behind 
counter is a large three-sectioned mirror. 
A back bar counter 
deep is built on a slight angle. 
er contains a large display of Life Savers, 
all brands of chewing gum, mints and 
cough drops. ) 

The front counter is liberally stocked 
with over 70 varieties of candy in open 
display for self-service. 

On the right side of the stand as the 
patron approaches it is a popcorn warmer 
with adjoining butter dispenser. 

Ice cream is dispensed by the attendants 


approximately 3 feet 
(This count- 
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AWARDED BY 
MOTION PICTURE 


HERALD 





Theatre Candy 








10¢=5¢ 
POWERHOUSE 


Greatest “attraction” in any vending machine! 
Fast seller, better than ever. Big TV promotion. 








Y% Ib. BUTTERSWEET FUDGE 


..and 5c Fudge! Creamy, nut-topped vanilla 
or chocolate fudge! Sure to “draw” your cus- 
tomers’ cash! 





















10¢=5¢ 














10¢=5¢ 
' MALTED MILK BALLS HEAVYWEIGHT CHAMP 
Rich pure malted milk centers, covered with Foil-wrapped creamy fudge, loaded with crisp 
pure milk chocolate! “Irresistible” taste-appeal! roasted peanuts. Tops for year-’round “pull”! 









2 STOCK UP NOW! 


The proven ‘drawing power” 
of these five top-favorites 
means more profit for you! 


















4 
DOCTOR'S ORDERS Write, Wire for Samples and 
Luscious true fruit fig bar—the “good-for-you” Price Lists. 
bar with certain “coin appeal”! Special Vend Packs 







Te mee ee ee ee ee ee 


WALTER H. JOHNSON CANDY CO., 4500 W. Belmont, Chicago 
BISHOP & CO., (West Coast Div.), 1366 E. 7th St., Los Angeles 
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from a freezer underneath the counter. 

Soft drinks are sold exclusively from two 
Spacarb automatic machines, one on either 
side of the stand next to the auditorium 
doors. 

Augmenting stand facilities are two au- 
tomatic coin machines on the mezzanine 
level for candy bars, gum drops and cough 
drops. These are near the rest rooms and 
feature large mirrors placed on the front 
panels. 


STRAND STORAGE FACILITIES 


Merchandise is stored in an all-steel stock 
room approximately 20 feet square, in the 








INTRODUCING the NEW 1954 Self-Contained 
100-Gallon Per Hour Capacity 


HEAVY DUTY 
“SODAMAKER”"™ 


Large Circuits 
Leading Drive-ins 
All over U. S. and 
Canada are using 
“SODAMAKERS" 
with outstanding 

success and 

exceptional profits 


he Refrigerated Faucets 

% Fastest Constant Flow Pin-Point Carbonated 
Ice-Cold Drinks Without Ice 

‘hk Can be had with Two or Three Flavors 

ke Triples Your Profit with Less Floor Space 

% Reserve Ice Bank for Rush Drive-In Crowd 


Write Today for Complete Information 
SUPERIOR REFRIGERATOR MFG. CO., INC. 


822-824 Hodiamont Avenue 
St. Louis 12, Mo. 














EXTRA PROFITS! 


Giant-Size Markup! 


1954’s Hottest Item 


TEMPLE’S 


QUICK-FROZEN 


CHINESE 
EGG ROLLS 


PRE-COOKED 


Acclaimed by Drive-in's ail over the East— 
the fastest selling new item in years. 


Easy to serve. There's no fuss—no bother—no 
waste! Simply heat in your fryer or on your grill 
and serve in a napkin. It's as simple as that! 


For further information, write or wire: 


TEMPLE’S 


FROSTED FOODS, INC. 
454 Berry Street Brooklyn II, N. Y. 
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basement. This room is_ air-conditioned 
with automatic control. Temperature is 
kept constant to eliminate spoilage. 

On the average, a four- to six-weeks’ 
supply of all merchandise sold is kept on 
hand. 

The ordering of popcorn, however, 
varies with bookings. With ‘“‘action’’ pic- 
tures coming soon, three to four times the 
average quantity is stocked. With “‘action- 
less” films the stock is reduced. 


SNACK AND DRINK BARS 


IN THE lobby of the Ter- 
race theatre, Robbinsdale, Minn. ( Minne- 
apolis suburb) are two refreshment areas— 
a main stand immediately inside entrance 
doors (see drawings, page 50) and a soft 
drink bar at the opposite end. (The Ter- 
race is located in a “country” shopping cen- 
ter on a plot of 10 acres.) 


MAIN SNACK STAND 


First in line from the entrance is a glass 
case of candies, selling at 10c, 25c and 35c. 
Next is the popcorn machine, which has 
butter dispensers on each side. As the patron 
turns the corner he is met successively by 
a popcorn warmer, the 5c candy counter 
and an ice cream bar. 

The main stand has a base and back wall 
of light tan and grey flagstone. The 10c 
candy case is trimmed with bleached oak, 
which is also the material of the case be- 
tween the machine and the 5c 
candy unit. A canopy over the stand is made 
of Alsynite (corrugated sheets of glass, 
fibre-reinforced plastic) with the “frames”’ 
also of bleached oak. 

The popcorn warming unit was built 
especially (by Cretors) for the Terrace. It 
has a circulating fan and special sliding 
racks of stainless steel for popcorn boxes. 


popcorn 


Refreshment stand of the Strand theatre 





ait atta = * 
Window displays in front of the ice cream unit as 
employed by the Crescent Amusement Company. 
See text on page 44. 


Ice cream is dispensed at the main stand 
from an “Ice Creamolator” equipped with 
a display top. 


SOFT DRINKS BAR 


The soft drinks bar on the opposite side 
of the lobby is equipped with a number of 
stools made of wood with leather seats. The 
counter is constructed of oak with brown 
Formica top. The wall behind this stand is 
of redwood, and the door leading to the 
supply room is of wood stained black. 

Offered to patrons at this counter are 
several soft drinks, coffee, malted milk 
shakes, orange juice, frankfurters, barbe- 
cued beef sandwiches and ice cream novel- 
ties (bon bons, sandwiches, “Alaska” bar 
and “walkaway” chocolate sundaes, among 
others). 

Frankfurters are sold from a Connolly 
roller grill, and the barbecue serving unit 


in Providence, R. |. (see story on page 46) is in the 


center of the inner lobby between doors leading into the auditorium. It is also right behind the 
ticket stub box and in the traffic lane to the mezzanine and balcony. 


Motion Picture Herald, March 27, 1954 








Thinking of Improving, or 


Remodeling Your Drive-In Concession? 

















N. is the time to start planning for increased sales and profits in your 
concession, Statistics prove that proper layout, carefully selected items, effi- 
cient equipment and service, and better merchandising can boost concession 
sales to new highs. Don’t pass up your opportunity for bigger business this 
year—contact Manley now and get ready for a banner season, 

When you contact Manley about your concession needs, you can be sure 
you have reached the one top-quality, top-service source for a complete line 
of drive-in equipment and supplies. Always check with Manley first when 
you want the best in any of the following items: 


e World famous, high-profit, big- « Brand new Manley Hamburger 
capacity popcorn machines. Grill. 

e Big-volume drink machine—the e Flashy Buckingham drink dis- 
Manley ICE-O-BAR. Serves 1,500 pensers. 
ice cold drinks as fast as 2 oper-  @ Efficient, nationally- known Hot- 
ators can draw them. point counter units. 
Newly designed hot dog machine @ Finest quality Manley popcorn, salt 
—the Manley FRANK-BANK — and seasoning. 
with all the profit features you e Bags, boxes, trays, wiping tissues 
want and need. and other drive-in accessory items. 


MANLEY, INC. 


1920 Wyandotte St., 
Kansas City 8, Mo. 


FILL OUT AND MAIL THIS 
COUPON RIGHT NOW FOR 
your #REE copy OF 
“Design and Operation 
of Drive-In Concessions” 


“Design and Operation 
of Drive-in Concessions’ 


If you want to improve or remodel your drive-in 
concession for bigger profits, you need a copy of this 
new Manley book giving you the benefits of over 
25 years experience in the concession field. It contains 
36 fact-filled pages... dozens of pictures and diagrams 
... Valuable information on planning, operating 


MANLEY, INC. 
Dept. MPH-354, 1920 Wyandotte St., Kansas City 8, Mo. 


C) Please send me my free 
copy of "DESIGN AND 





OPERATION OF DRIVE-IN 


methods, choosing concession items, profit to expect, 
concession layout, equipment, supplies... everything 
you need to know to run an efficient high-profit 
operation. Don’t pass up this opportunity to earn 
more, learn more. Send for your FREE copy right now. 
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CONCESSIONS". 


[) Please have a Manley 
representative contact me 
with additional information 
on more profitable Drive-in 
concession operation. 

(1) Please send me addi- 
tional information about 
the following Manley items: 





Company 


Address 








Zone State 
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ENTRANCE 
MAIN REFRESHMENT STAND 


Diagrams showing the service arrangement of the soft drinks 
bar (top) and main stand (below) of the Terrace theatre. 
See text beginning on page 48 for details of equipment. 








is a Madison Products’ ‘“Toasty Bun.” 
All beverages are sold from manual units 
for “personal touch.” 


STORAGE FACILITIES 


There are three stockrooms, one by each 
stand, one in the basement. The main floor 
rooms have elevators going down to the 
basement to facilitate the movement of sup- 
plies. 

In the main stand supply room candy and 
popcorn supplies are stored. There also is 
a small freezer for extra ice cream and 
butter. 

The soft drinks bar supply room is be- 
hind the counter and has facilities for stor- 
ing coffee, condiments and cups, and a re- 
frigerator for frankfurters and other per- 
ishables. Coffee makers and bread boxes are 
also kept here. 

In the basement stock room paper cups 
and bottled goods are stored. It also has a 
bottle cooler to pre-cool soft drinks and a 
large freezer where frozen oranges, frozen 
weiners and buns and extra butter are kept. 
Suppliers can drive their trucks from the 
street directly into the basement. 

Policy is to keep enough refreshment 
merchandise in stock to last approximately 
ten days. 


CENTURY THEATRES, NEW YORK 


[Described below is the refreshment vending 
scheme of Century Theatres, prominent New 
York circuit, as installed following extensive 
study of previous practice and tests conducted 
under the direction of Harold Newman, general 
manager of concessions.] 


Standard installations of Century The- 
atres (see photos on facing page) are de- 
signed to serve a policy based on study of 
purchases and profit factors, which included 
experimentation with candy brands, bar 
sizes and pricing. In the Century ratings, 
candy is the top item, ice cream second, 
soft drinks third, popcorn fourth. Cigarettes 
were found to account for 6% of the sales, 
and they are sold over the counter rather 
than by machine. 

The candy experiment began in several 
theatres before a final policy was adopted 
for all houses. The preliminary test started 
with changing the 6c items from 70% of 
the total candy stock to 30%, and making 
the 12c items total 70%. 

Gross candy sales jumped 30%. Sale of 
12c bars increased almost 110° ; 6c mer- 
chandise dropped 10%. 

Prior to the conversion the theatres of- 
fered patrons a choice of 32 candies at 6c, 
15 of 12c-size. This was made 13 of the 
former, 30 of the latter. The larger edition 
of a number of bars was substituted for the 
6c-size. 

Some new large-size merchandise was 
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accompanying text for equipment layouts. 


from a special case built into the stand. 





Soft drinks bar at the Terrace in Minneapolis. 


Ice cream is dispensed at Century Theatre's snack bars 


See Main refreshment stand at the Terrace. Plan drawings of thiswtand and the theatre's soft drinks 
bar (left) are on facing page. See adjoining story for further details. 


At the redesigned refreshment stand for Fox-Wisconsin's Palace theatre in Milwaukee a self- 
service policy was adopted. For detailed descriptions of equipment, see story this page. 








also added, including Malted Milk Balls 
and a 15c Baby Ruth. The 12c items re- 
tained were Chocolate Mints, Hershey's 
Kisses, Jordan Almonds, Mars, Milk Duds, 
Mounds, and Non Pareils. 

Candies most in demand are placed at 
each end of the shelves with the center 
space reserved for those less popular on the 
theory that a patron tends to look at the 
center first, then to either side, and finally 
back to the center again. Jt has been found 
that a customer will pick up one of the 
centrally located items in addition to an 
item at the side which he had in mind when 
he approached the stand. 

Popcorn machines were replaced with 
warming units. This was an admitted sac- 
rifice of profit to eficiency—turning attend- 
ants’ attention to selling all merchandise, 
eliminating duties of machine operation 
and maintenance. 

Beverage service was changed entirely to 
machines. 


Ice cream is a good seller at Century 
snack stands all year around, though best 
in summer (25% total summer stand 
gross ). 

Machines in remote locations augment 
the stand for sale of potato sticks, gum 
drops, root beer drops and such items. 

Ordering of the candy 


through the main office, to which the man- 


stock is done 
ager of each theatre sends a weekly inven- 
tory report. From this report his stock is 
replenished each week. 
Popcorn and cigarettes 
dividually by the theatre 


are ordered in- 
managers them- 
selves from local vending organizations. 

Storage space for candy accommodates 
three weeks’ supply. 


PALACE THEATRE, MILWAUKEE 


SELF-SERVICE became the 
policy (except for buttered popcorn) at the 
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Milwaukee (Fox-Wis 


consin Amusement Corporation) with in- 


Palace theatre in 


refreshment stands, 
photograph), the 


stallation of two new 
one in the lobby (see 
other in the auditorium. 

In redesigning the original lobby stand 
(the auditorium stand is similar), Harold 
J. Fitzgerald, president of the circuit, in 
stalled open and mass display of all mer- 
chandise. At the left of the stand is a large 
automatic drink dispenser offering three 
flavors. Next to it is a popcorn warmer and 
a Supurdisplay “Buttermat”’ dispenser. Ad- 
jacent to this is a Supurdisplay ‘“Coldis 
play” ice cream self-service merchandising 
Case. 

To save attendants’ time, instead of one 
cash register there are three cash drawers 
in the counter. 

Also to save time is a folding enclosure 
with a dial lock so that the stand may be 
closed at night without removal of mer- 


chandise in open display. 
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Beverages: Soft Drinks, 
Dispensers, Service Supplies 














ANDERSON & WAGNER, 8701-11 South Mettier 
St., Los Angeles 3, Calif. 
Beverage dispensers, cooling and carbona- 
tion machines. 
“EVERFROST” SODA BAR: Self-contained; dis- 
penses two or three drinks; carbonated water pre- 
cooled mechanically. ’ 


DISTRIBUTION: National, 
ment dealers. 


through theatre equip- 





— INC., 250 West 57th Street, New York 19, 


Soft drinks, milk and hot coffee automatic 
dispensers. 


AUTOMATIC SCDASHOPPE MODELS: Models 
range in capacity from 3 to 8 drinks. All selective. 
3-drink model has capacity of 1,000 cups, 1,900 syrup 
drink. 4-drink model serves 3 carbonated and 1 non- 
carbonated drinks. Cup capacity, 1,200; syrup, 1,900. 
6-drink model serves 4 carbonated and 2 non-carbon- 
ated. Cup capacity, 1,200; syrup, 2,500. 8-drink model 
serves 5 carbonated and 3 non-carbonated. Cup capac- 
ity, 1,200; syrup, 2,500. Standard equipment on all 
models includes changemaker and dua] CO2 regulator, 
with illuminated mirror standard on 3 and 4-drink 
models. Automatic “Junior” Sodashoppe available for 
2 carbonated and 1 non-carbonated drinks. Cup ca- 
pacity 1,000; syrup, 1,000. Standard equipment same 
as for 3 and 4-drink models. 











Apco, Inc.'s 6-drink "Soda Shoppe" 


COMBINATION SODASHOPPE - COFFEE BAR 
VENDER: Coffee bar is combination manufactured by 
Bert Mills Corp. Selective: soft drink (4), 3 carbon- 
ated and non-carbonated; coffee (4). Capacity: soft 
drink, 1,000; syrup, 1,900. Coffee: 500 cups, 600 drinks. 
Standard equipment includes changemaker and dual 
CO2 regulator. 


(SEE ALSO PAGE 45) 
DARI-SHOP MILK VENDER: Selective (4). Ca- 


pacity: 224 % pt., % pt. or 1 pt. milk containers; or 
178 qt. milk containers. 

Company also manufactures a hot drink attachment 
for use on all SodaShoppes, serving one or two hot 
drinks. 
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CANADA DRY GINGER ALE, INC., 100 Park 
Avenue, New York 17, N. Y. 


1954 THEATRE SALES CHAMPION 


Beverages and merchandising dispenser 


units. 
TYPE B DISPENSER (CANADA DRY): Delivers 


measured ounce of beverage syrup on press of button, 
reloads automatically. Also delivers continuous fiow. 
Cap. standard gal. jug; 7% ins. square, 16 ins. high. 
Loaned to qualified theatre operators for use with 
any of Canada Dry’s nine syrup flavors, with proper 
identifying decal on outer shell. Valve, nozzle and 
case of plastic; clamp padded to prevent marring 
of counters. Recessed guide insures centering of 
glass under spout. Easy to clean. 


BEVERAGES: Available in the following flavors: 
Ginger Ale, Spur Cola, Hi-Spot Lemon, Root Beer, 
Orange (still or carbonated), Lemon-Lime, Grape, 
Cream Soda, Cherry. 


DOMESTIC DISTRIBUTION: Through 25 Canada 
Dry company-owned plants, and Canada Dry syrup 
jobbers in several hundred cities. 





CARBONAIRE, INC., 114 Fern Ave., San Fran- 
cisco, Calif. 
Beverage dispensers. 
THREE DRINK DISPENSER: Serves any three 
drinks of your choice, either carbonated or non- 
carbonated. 


DISTRIBUTION: Dealers and direct. 





THE COCA-COLA COMPANY, P. 0. Box 1734, 
Atlanta, Ga. 
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BOTTLED COCA-COLA and MACHINES for vend- 
ing. 


Coca Cola's beverage container and cups. 


COCA-COLA SYRUP and MACHINES for vending. 
(SEE ALSO SECOND COVER) 


DOMESTIC DISTRIBUTION: Territorial 
bottlers 


franchise 





COLE PRODUCTS CORP., 39 S. LaSalle St., 


Chicago, Ill. 
Beverage Dispensers. 


“COLESPA” MAGNIFLO 1,200: Three flavors, 1,200 
cup cap., 2,200 drink syrup cap., Duotonic taps, width 
26 ins., ht. 67 ins., depth 24 ins. Choice of colors. 


“COLESPA” THREE-FLAVOR CUP DISPENSER: 
600 cup cap., 1,400 drink syrup cap.; width 26 ins. 
ht. 67 ins. depth 24 ins. Maroon and grey finish. 


“COLESPA” SIX-FLAVOR THEATRE MODEL: 
Illuminated advertising space of 4 ft. width for the- 
ater announcements; 1,200 cup cap. Maroon and gold 
finish. 


BRANCHES: Baltimore; Philadelphia; Roanoke; 


Kansas City; Albuquerque; New York; Pittsburgh; 
New Orleans; San Antonio; Jacksonville, Fla.; Bir- 
mingham; Portland, Ore.; Seattle, Wash.; i 
St. Louis; Charlotte, N. C.; Minneapolis; Los : 
geles; Cincinnati; Detroit. Canada: Cole Products 
Canada, Ltd., 652 Bayview Ave., Toronto, Ontario. 





DAD’S ROOT BEER COMPANY, 2800 N. Talman 
Ave., Chicago 18, Illinois. 
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SYRUPS AND CONCENTRATES: DAD’S (ready-to- 
use) root beer fountain syrup; DAD’S (14-strength) 
root beer fountain concentrate; DAD’S Vendor- 
Fountain Concentrate and FRUTASTE, a complete 
line of (ready-to-use) fruit-flavored fountain syrups 
and concentrates. 


Dad's Root Beer and ‘'Frutaste" containers. 


ROOT BEER BARRELS AND DISPENSERS: 
DAD’S (Multiplex) 1 to 3 drink automatic fountain 
dispensers in both counter and rail models, and (Multi- 
plex) 1 and 2 drink automatic barrel dispensers in 
8-17-45 and 60 gallon sizes; either ice cooled or elec- 
trically refrigerated units. 


DAD’S (Uniflow) Units, completely self-contained, 
mechanically-refrigerated, with pressurized syrup sys- 
tems which dispense 3 to 5 (carbonated as well as 
non-carbonated) finished drinks. 


DAD’S (Perlick) Units, self-contained mechanically 
refrigerated, specially designed for high volume loca- 
tions; pressurized syrup system designed for absolute 
metering of syrups. Dispenses either 3 carbonated 
drinks or 2 carbonated drinks and 1 non-carbonated 


drink. 
COOLERS AND CARBONATORS: Temprite cooler- 


carbonator, Temprite “‘Bantam”’ carbonators; Liquid 
““Atomatic’” carbonators and Bastian and 
Blessing ‘‘Excellal’” carbonators. 


Carbonic 


(SEE ALSO PAGE 54) 





DRINCOLATOR CORP., 3700 Oakwood Avenue, 
Youngstown 9, Ohio. 


Dispensers. 
THREE-DRINK DISPENSER: Serves 3 different 
cold beverages, two carbonated, one non-carbonated. 
Cap. 1500 drinks, 100 gal. per hr. Counter 42 in. high, 
28 in. deep, 26% in. wide. 


DRIVE-IN TWO DRINK: 1,000 drink cap., two car- 
bonated beverages. 


DISTRIBUTION: Direct. 





HEAT EXCHANGERS, INC., D & R ENGI- 

ee CO., 2003 West Fulton St., Chicago 

Beverage and syrup dispensers. 

BUCKINGHAM BEVERAGE DISPENSER: Junio: 
and senior models. 6 and 12 gal. capacity. Mechani- 
cally refrigerated. Counter top style. 15 in. diameter 
and 18 in. diameter. Non-carbonated beverages. Illum- 
inated, animated display. 


KWIK-KOOL BEVERAGE DISPENSER: Ice cooled, 
non-carbonated beverages. 4 gal. capacity. 


SYRUP DISPENSERS: Counter 
models. 1 gal. capacity. 


top and clamp-on 


DISPLAY UNIT: [Illuminated and animated display 


unit for increasing sales. 
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MAKE BIGGER 
POPCORN 


D 





The New 


CaEON 


THE WORLD’S NEWEST AND FINEST 
OVER-THE-COUNTER MODEL 
POPCORN MACHINE! 


with animated ‘‘Olympic’’ Torch 


.. . fully illuminated! 





WITH TWIN ELEVATOR WELLS AND AUTOMATIC PUSH-BUTTON SEASONING PUMP ee 


LOOK AT-THESE YEARS-AHEAD 
MONEY-MAKING FEATURES! 


Two Elevator Wells for Greater 
Warming Capacity—Each Elevator 
Well Holds the Equivalent of 100 
Boxes of Popped Corn! 


New Forced-Air Heating System 
Thermostatically Controlled Keeps 
Corn Crisp and Fresh Always 
Regardless of Moisture Conditions. 


New Automatic Electric Seasoning 
Pump Operates at the Push of a 


Here’s a magnificent new CRETORS that is bringing new 
honor to the world’s First Name in popcorn machines — and 
new profits to concession operators . . . It's the all-new 
CRETORS “Olympic,” a smooth streamlined beauty combin- 
ing CRETORS’ world-champion money-making power with 
over-the-counter service .. . No other popcorn machine has 
ever incorporated so many new features and innovations to 
help you make more money .. . There's a sleek new all-metal 
cabinet finished in gleaming enamel trimmed with stainless 
steel to give your concession more glamor and sales appeal 
... And there's a champion’s Heart of Steel — an exclusive- 
design time-fested stee/ kettle that outpops all others, ac- 
cording to independent side-by-side tests, and gives years 
of trouble-free service . . . Write for full details about this 
new machine today! 


Other models available ... also Warmer 


! * 
Button! CRETORS Corporation National Sales Offices * Popcorn Building * Nashville, Tenn. 


Time-Tested Super-Production Gas or 
Electric Steel Kettle. 


New Over-the-Counter Design with 
Plenty of Working Space for Two 
Busy Attendants. 


Heated Seasoning Urn. All-Metal Con- 
struction and Many Other Features. 
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CRETORS Corporation 
Box 1329-M 
Nashville, Tenn. 
WRITE TODAY! Please rush full information about the new CRETORS 
ee “Olympic” Over-the-Counter Model popcorn machine 


OBLIGATION! ES E* 
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YOU MAKE MORE 
WITH DAD’S 
-oe THE WINNER! 


THEATRE 
ALES 
“hampe 


awaroro er 
MUTION FC TURE 


HERALD 





Dad’s Awarded a coveted Best Seller 
“Theatre Sales Championship” 
by Better Theatres in1954 








OFFERS YOU THESE 
PLUS PROFIT FEATURES: 


1. Make More Drinks to the gallon. 
One gallon of DAD’S ready-to-use 
Fountain Syrup yields 146 7-oz. 
drinks. 


2. Make More Plus Profits. Addi- 
tional drinks from DAD’S, the 
Leader, mean plus profits for you. 
Regardless of what you're presently 
paying for syrup—DAD’S “‘extra 
yield” per gallon gives you higher 
gross profit than does any other 
nationally advertised brand. 


3. Make More On Cups. Extraordi- 
nary low, low price to DAD’S users 
on cups. Ask us about it! 





Dad’s Automatic 
Dispensers Do a Better Job 


Dad's Barrels draw the crowds! 
Barrels—8, 17, and 45 gal. sizes. 


Dispensers —counter 
and rail-type models, 
serve 1, 2 or 3 drinks. 


Dad's Perlick Units—dis- 
penses Dad’s and up to 2 
other flavors ...carbonated 
or non-carbonated. 
Write Us For Information Today 
DAD'S ROOT BEER COMPANY 
2800 N. Talman Ave.+ Chicago 18, Ill. 


THE CHARLES E. HIRES CO., 206 South 24th 
Street, Philadelphia 3, Pennsylvania. 


Hires Root Beer. 
1954 THEATRE SALES CHAMPION 
FOUNTAIN SYRUP: Packed 4 gals. to case. 


CARBONATED IN BOTTLES: 8 and 12 oz., &# 
bottles to case; 26 oz. 12 bottles to case. 


(ALSO SEE PAGE 58) 





W. KESTENBAUM, INC., 1790 First Avenue, 
New York 28, N. Y. 
Beverage and syrup dispensers. 

MODEL K-1118: 5 gal. capacity beverage dispenser. 
Stainless steel construction. Separate ice compartment 
surrounds inner containers. 15 in. diameter, 25 in. 
high. Economy faucet, % in. Ship. wt.: 60 Ibs. 
MODEL S-1000: Beverage dispenser. Capacity: 5, 6 
Jr. 10 gal. Stainless steel, 18% in. long; 14% in. wide; 
14 in. high. Ship. wt.: approx. 85 Ibs. Pump, brass 
silver plated chrome top. Electrical refrigeration in- 
cludes coils and valves only. No compressor. 


MODEL S-1014: Beverage dispenser. 12 gal. capacity. 
Stainless steel. 30 in. long; 17 in. wide; 15% in. high. 
Two pumps, brass silver plated; chrome top. Ship. 
wt.: 115 Ibs. 


MODEL, 1060: 3-pump syrup dispenser. Capacity each 
jr, 3 qts. ‘Stainless steel pumps and cabinet. 15 in. 


Kestenbaum's Model No. S-1014. 
long; 9 in. wide; 11% in. high. Ship. wt.: 65 Ibs. 


MODEL K-60: Beverage pump, hand operated. All 
stainless steel. Fits into 5 in. diameter hold. Lengths: 
21 and 25 in. Ship. wt.: 50 Ibs. 


(ALSO SEE PAGE 58) 














LILY-TULIP CUP CORPORATION, 122 East 
42nd St., New York 17, N. Y. 
Beverage and ice cream cups and soup and 
chili bowls. 
COLD DRINK CUPS: 10 sizes, from 6 oz. to 14 oz. 
With or without snap-over lids. 
HOT DRINK CUPS: Two sizes with handles, 6 and 
8 oz. Five sizes without handles, 6 to 16 oz. 
BIG DRINK CUPS: For malts, sodas and shakes. 
Snap-in lids with vents. Sizes: 16, 20 and 24 oz. 


Lily-Tulip's cold drink cup. 


“MIXRITE” CUPS AND DISHES: For snack bar 
service. Cups 6, 8, 10, 12 and 14 oz. sizes. Dish 6 oz. 


VENDING CUPS: Precision-made to dispense but 


one cup at a time. Available in red leaf stock design 
or special print. 

WALKAWAY SUNDAE CUPS: Two sizes, 4 and 6 
oz. 

SOUP AND CHILI BOWLS: For all hot foods. Sug- 
gested size, 8 oz. 


(ALSO SEE PAGE 55) 





MANLEY, INC., 1920 Wyandotte, Kansas City 
8, Mo. 
Beverage dispensers. 
ICE-O-BAR: Self-contained beverage dispenser with 
a capacity of up to 1500 drinks. Can be equipped for 
any desired combination of carbonated or plain and 
two or three flavors. Double-action icemaker coil 
builds up 4 in. bank of ice, reserve cooling for more 
than 1000 drinks. Operating special water circulator 








Manley, Inc.'s "“Ice-O-Bar" 


dispenser will cool that volume on continuous draw 
with incoming water of 80 degrees. With 65 degree 
water, unit will service more than 1500 drinks. Size: 
33% in. wide; 45 in. high; 24 in. deep. Cabinet, white 
baked-on enamel and Formica top. Faucets, stainless 
steel. 

(ALSO SEE PAGE 49) 





MISSION DRY CORPORATION, P. O. Box 2477, 
Terminal Annex, Los Angeles 54, Calif. 
Syrups and dispensers. 


1954 THEATRE SALES CHAMPION 


SYRUPS: Orange, grape, lemon-lime 
syrups, 5-to-1 mix, ready to use. 
DISPENSERS: Majestic and Buckingham electrically 
cooled dispensers; Mission “‘SC,”’ and Selmix ice-cooled 
dispensers; Measurite syrup dispenser; 1 to 12-gal. 
cap. 

BRANCHES: 510 N. Dearborn St., 
Hudson St., New York. 


fruit juice 


Chicago; 105 





THE PEPSI-COLA CO., 3 West 57th Street, New 
York, N. Y. 


1954 THEATRE SALES CHAMPION 
(ALSO SEE PAGE 339) 
DISTRIBUTION: Direct. 


Pepsi-Cola's counter model dispenser. 


BOTTLED PEPSI-COLA AND SYRUP. 


MACHINES: Automatic cup and bottle vending ma- 
chines. Also manual equipment. 
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ORANGE CRUSH CO., 318 West Superior St., 
Chicago 10, Ill. ae @e © a & 0 -@ 6 6. g @ ae « 
Bottled drinks and syrups. ‘o 


1954 enna SALES mo : | LY F ) R . 
cena it oie WERE’ SAL E VE 
aySTOMER WHO DRives - 


cream and buzz. Measure is 5 to 1, packed 4 gal- 


lemon lime, grape, wild cherry, strawberry, cocoa- 
lons t case. The minimum shipment is 20 gallons. 
ip o2 6 OR ROR EEE 6-66 
a 
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PRINCE CASTLE SALES DIVISION, 121 W. 
Wacker Drive, Chicago, Il. 


Drink mixer and malted milk dispenser. 
MULTIMIXER: Fountain drink mixer can prepare 5 
drinks at same time. Unit is powered by % h.p. 
motor, operating 60 cycles a.c. Overall height is 19 
ins. wide, 14 ins, deep, front to back 12 ins, 


MALTED MILK DISPENSER: Glass jar attached 
holds 6 lbs. of powder and dispensing powder in %, 
% or % oz. Height is 28% ins. 
a oe When crowds pour in, successful, speedy food and 
drink operation depends on having the right size cups 
SO SEE, AES Rn Oy for every need .. . cold drinks, hot drinks, 
Bottled beverage and syrup. soups, ice cream. Lily* has ‘em all! Here are 
1954 THEATRE SALES CHAMPION just a few proved Lily cups now showing in the nation’s leading 


poMEsTIC DISTRIBUTION: Territorial franchise drive-in theatres. Like to see samples? . . . Just mail the coupon! 
ottiers. 











SPACARB, INC., 375 Fairfield Avenue, Stam- 

ford, Conn * 

Cold Drinks 

Famous Lily Soda Cups 
used everywhere for cold 
drinks. 10 sizes from 6 oz. 
to 14 oz. With or without 
snap-over lids. 


Hot Drink Cups 


Lily Hot Drink cups a favor- 
ite for 25 years. Two sizes 
with handles 6 and 8 oz. 
Five sizes without handles 
6 to 16 oz. 


Automatic Cup Drink Dispensers. 


D-53 MODEL: 3 flavors, 15 gallon syrup storage, 1,000 
cup capacity. Optional features include 4th flavor at- 
tachment, hot drink attachment, hot chocolate attach- 
ment with positive displacement pump, non-carbonated 
drink attachment. Standard equipment includes SE- 
LECT-O-CARB (dual carbonation) and MIX-A- 
DRINK features and coin changer. 


@eeeeeeeeeeeeeeeeeeeeeeeeee ene e@eeeeveeeeeeeeeeeeeeeeeeeeeeeeee 


SPACARB “8” MODEL: 1,000 cup capacity, 4 syrup 
tanks, 20 gallon storage. Serves 8 different drinks, 6 
carbonated and 2 non-carbonated. Coin changer stand- 
ard equipment. 


Big Drink Cups 
The Lily Wing Ding is a 
favorite in the big drink 
field for malts, sodas and 
shakes. Snap-in lids with 
vents. Available 16, 20 and 
24 oz. 


Snack Bar Service —Lily 
Mixrite Cups and Dishes 
Eye-appeal plus. Lily Mix- 

S>yrite Cups 6, 8, 10, 12 and 
14 oz. sizes. Lily Mixrite 
Dish 6 oz. 


SPACARB THEATRE MODEL: Standard D-53 and 
“8” model with illuminated hood and sign mounted on 
top and face of machine for increased lighting and 
display of machine and products vended. 


SPACARB “3 AND 1” MODEL: Capacity 1,000 cups, 
three 5-gallon syrup tanks serving 4 drinks, 3 car- 
bonated, 1 non-carbonated. Can also be supplied with 
theatre canopy. Coin changer standard equipment. 


—— Vending Cups 


Sturdy, smart-looking, pre- 
cision-made to dispense 
perfectly, one cup ata 
time. Will not jam. Avail- 
able in famous red leaf 
stock design or special 
print. Ideal for theatre 
operations. 


SPACARB “COMBINATION” MODEL: D-53, 3 
flavor machine serving through a 4th selection strip 
hot coffee. Has ingredient dial selector for coffee 
black, with sugar, etc. Coin changer standard equip- 
ment. 


osr Lily Beer Cups 


T 
SNe eageanennent® 


Widely used at sports 
events and by nationally 
known brewers. 16 oz. the 
popular size. 


eee ae aanannnntt® 
MADIttttr tty 
SNe aaeannnnnen® 


Barer 


SPACARB “HOT COFFEE” MODEL: Dispenses 
hot coffee. Powdered ingredients. Instantaneous hot 
water heating. Selector for 4 varieties, coffee black, 
with cream, with sugar, or both. Changer standard 
equipment. 


SPACARB COCA-COLA MODEL: 3 flavors, 1,000 cup 
capacity, 17 gallon syrup in one 7-gallon tank for 
Coca-Cola flavor, two 5-gallon tanks for others. In- 
cludes Select-O-Carb, Coca-Cola mirror sign, Coca- 
Cola red cabinet, and coin changer. 


Walkaway Sundaes 


Ideal for walkaway sun- 
daes. Two sizes, 4 and 
6 oz. 


Soup and Chile Bowl 


Perfect for all hot foods. 
Suggested size 8 oz. 


SPACARB PEPSI-COLA MODEL: 3 flavors, 1,000 
cup capacity, 17 gallon syrup in one 7-gallon tank 
for Pepsi-Cola flavor, two 5-gallon tanks for others. 
Includes Select-O-Carb, Pepsi-Cola mirror sign, Pepsi- 
Cola blue cabinet, and coin changer. 


® 

LILY-TULIP CUP CORPORATION 
SPACARB JUICE BAR: Machine vending canned 122 East 42nd Street, New York 17, N. Y. 
fruit and vegetable juices, carbonated soft drinks in . f 
cans. Junior Model—248 can capacity vending 4 4 
selections fruit and vegetable juices. Senior Model— 
stores 546 cans, vending 6 selections fruit and vege- 
table juices. Convertible Model—serves 3 selections 
fruit and vegetable juices and 3 selections carbonated 
canned soft drinks. Storage 273 cans juices, 273 cap- 
seal cans soft drinks. Coin changer standard equip- 
ment on all juice bars. 


Chicago * Kansas City * Los Angeles * San Francisco * Seattle * Toronto, Canada 





LILY-TULIP CUP Gentlemen: Dept. MPH-3 

CORPORATION Please send samples of Lily Cups for Drive-in Theatre use. 
122 East 42nd Street 

New York 17, N. Y. 

Att: Drive-in Theatre 


*T.M. Reg. U.S. Pat. Of. . State 
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DISTRIBUTION: All principal cities of U. S. (Also 
distributors of Hebel ice cream machine. 
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It’s pure peanut oil! 


gives corn 
true 
butterlike 


C.F. Simonin’s Sons Inc 
Phila. 34, Po 


SUPERIOR REFRIGERATOR MFG. 
Hodiamont Ave., St. Louis 12, Mo. 
Beverage dispensers and carbonators. 


“SODAMAKER” HEAVY DUTY MODEL 301: Self 
contained beverage dispenser for both carbonated and 
plain drinks. Available with two or three flavors. 
Cabinet: 47 in. high; 34 in. wide; 22 in. deep. Standard 
finish, white baked enamel on 20 gauge bonderized 
steel. Stainless sink, 4%4 in. wide. Liner: 20 gauge gal 
vanized steel, vinyl coated, 46 gallon water capacity. 
Flat, laminated plastic top used for serving. Stainless 
Carbonator, 100 gallon 


cO., 824 


steel syrup pans and covers 
per hour capacity. Water pump, Procon, hydraulically 
balanced. General strainer. Driven by % h.p. West 
inghouse motor Servel Supermatic 
Heavy duty % h.p. model. 115 volt, 60 cycle a.c. Freo: 
Water circulator; Beckett or Little 

stainless steel. Meat exchanger 
regulator, 


Condensing unit 


12 refrigerant. 
Giant. Faucets, 
Superior CO 


Bastian-Blessing Insula 


tion: Fibervlas, 3 inches all around 


“SODAMAKER” ICE MODEL: Same 


ill equipment required for mechanical re 


is heavy duty 
model less 
frigeration. I model are built with the faucets 
mounted ot , ut drawer for convenience in add 


ing ice. Ice capacity, 120 Ibs. 


“SODAMAKER” JR. MODEL: Cabinet: 43 in. high; 


38 in. wide; 22 in. deep. Liner: 20 gallon water bat! 
capacity. Faucets, not refrigerated; mounted on pull 
out drawer. Condensing unit: Servel % h.p. All othe: 
equipment same as heavy duty model 


(ALSO SEE PAGE 48) 








Candy Merchandise 








BAR-B-DOG 
WITH 
AUTOMATIC ROTATING SPIT 
$189.50 


The Bar-B-Dog combination hot dog roaster and 
bun warmer holds 48 buns and 48 hot dogs. Will 
barbecue 300 per hour. Can be used for “‘foot- 
longs’. 90% glass enclosed to add to savory 
appearance of the deliciously barbecued hot dogs 
as they rotate on the automatic spit. Perfect 
heat control. Stainless steel and glass construc- 
tion meets all food requirements. Write for full 
details. 


Everything for the concessionaire 


CONCESSION SUPPLY CO. 


3916 SECOR ROAD, TOLEDO 13, OHIO 











DEALER LISTINGS— 


In the United States, page 100 
Canadian and Export, page 80 
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FRED W. AMEND CO., Danville, Il. 
CHUCKLES: 5c size packages 24 ct. and 100 ct.; 10 
size packed 60 count only. Also available in family 
size package. 

CHUCKLES SPICE DROPS: One Ib. size package. 
DOMESTIC DISTRIBUTION: 
brokers 

PECAN PETE: Chocolate 


nougat and pecans 


Direct and througl 


covered bar, filled with 





BANNER CANDY MANUFACTURING CORP., 
700 Liberty Avenue, Brooklyn 8, N. Y 


RED DEVILS: Cinnamon Imperials, available 


cellophane bags. 


in 10c¢ 


LICORICE CLIX: Available in 10c cellophane bags. 


Available in 10c cello- 


BOSTON BAKED BEANS: 
phane bags 

JORDAN ALMONDS: Thin-shelled almonds in 10 
packages 

CHOCOLATE-COVERED ALMONDS: Availabl 


2c packages 


PAUL F. BEICH COMPANY, Blomington, Ilii- 
nois. 


WHIZ: 


special coating; 5c and 10c sizes 


Marshmallow bar covered with peanuts and 


PLAIN MARSHMALLOW BAR: With dark coat 


ing; foil wrapped; 5c size only. 


OLD FASHIONED TAFFY BARS: Banana, choc 


late and vanilla Cc size 


BLUMENTHAL BROS. CHOCOLATE CO., Mar- 
garet and James Sts., Philadelphia 37, Pa. 
GOOBERS: Milk cl 

packed 60 count 
RAISINETS: Chocolate-covered 


packed “0 count 


ocolate covered Spanish peanuts 
10¢ size: 


Talisins. 


BROCK COMPANY, Chattanooga, 


Tenn. 
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CANDY 


BROCK BAR: 5¢ bar, chocolate nut roll. Packed 100 
t case 
“FOURSOME”: 5¢ chocolate 


h covered peanut butter 
Packed 100 to case 


chips. 
“POLAR DAN”: 5¢ nougat-caramel-roasted peanuts 
Packed 109 to czse 


in frosty malted coating 


“DEEP FREEZE”: 5¢, 
frosty malted coating. 
JELLIES: 5¢, assorted flavors with “Pectin.” Packed 
100 to case. 

“DREAM BOATS”: 16¢, chocolate covered, straight 
flavors in mint, caramel, peanut butter chips, and 
wranges. Packed 60 to the case. 

SEALED SWEET CELLO BAG CANDIES: 10¢, 


packed 12 bags to the box, 12 boxes to the case. 


nougat-caramel-coconut in 


THE D. L. CLARK CO., Martindale, Itasco, 
Reedsdale and Corry Sts., Pittsburgh 12, Pa. 
Chocolate-coated candy bars. 


1954 THEATRE SALES CHAMPION 


CLARK BAR: Peanut butter and cream caramel 
center with a milk chocolate coating; 5¢ and 10c 
sizes; white, orange and blue wrapper. 

DOUBLE COCONUT BAR: Coconut and vanilla 
cream center with bittersweet chocolate coating; two 
pieces in one white, orange and blue package. 


and cream caramel 
5c and 10c sizes. 


ZAG NUT BAR: Peanut butter 


with coating of toasted coconut. 


CURTIS CANDY COMPANY, 1101 Belmont Ave., 
Chicago 13, Ill. 
Candy. 
BABY RUTH: 5¢ and 10¢ bars 
BUTTERFINGER: 5¢ and 10¢ bars 


HAWLEY & HOOPS, INC., 200 North 12 Street, 
Newark, N. J. 
Confectionery. 


1954 THEATRE SALES CHAMPION 


M & M’s: 120 count 5c and 10c package; 24 count, 5c 
and 10c packag« Packed 24 to a box, 24 boxes per 
5c; 12 boxes, 10 


case for Family package, 7 oz., 


packed 24 to 


a Case 





HENRY HEIDE, INC., 313 Hudson Street, New 
York 13, N. Y. 
Candy. 


1954 THEATRE SALES CHAMPION 
JUJYFRUITS: Chewy gum candies, assorted colors 


and flavors, in attractive box. Net wt. 1 7/16 oz.; 24 
boxes to ctn. Retails at 5c. 


JUJUBES: Small pure gum candies in assorted 


1 oz. in wax paper lined boxes. 


LICORICE PASTILLES: Natural gum, licorice 
flavored (good for dry throat) 1 oz. in wax lined 


box. 


CHOCOLATE SPONGE: 
center, chocolate coated. 1 oz. 
glassine wrap. 


CHOCOLATE FLAVOR BABIES: Tiny (gures, 


dairy cream candy, attractive wax-lined box. Net 
wt. 1% oz. 


JELLY BEANS: Five colors, flavors. Red, blue and 


white heat sealed cello package. Net wt. 1% oz. 


Double bar, unique porous 
yellow and brown 


DIAMOND LICORICE DROPS: Round button type 
hard licorice candy. Red, yellow and black heat sealed 
cello pkg. Net wt. 1% oz. 


(SEE ALSO PAGE 65) 





HERSHEY CHOCOLATE CORP., Hershey, Pa. 


1954 THEATRE SALES CHAMPION 
Chocolate bars and other chocolate products. 


CHOCOLATE BARS: Almond, Milk, Krackel, Mr. 
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MILK SHAKE On-A-Stick...a 
delicious malted milk nougat with 
caramel top layer and rich coating. 
May be frozen. Packed 12/24’s @ 
78¢ per box. Vend pack—120’s @ 
$3.60 cs. Also 10¢ size—60’s @ 
$3.15 cs. 


ZERO...chocolate nougat with 
fresh toasted almonds, topped with 
layer of rich dairy butter caramel; 
light malted milk coating. Packed 
12/24’s @ 75¢ per box. Vend pack 
—120’s @ $3.50 cs. Also Double 
Zero (10¢)—60’s @ $3.00 es. 


POLAR... vanilla coconut nougat 
and fresh toasted almonds, topped 
with layer of rich dairy butter 
caramel; dark malted milk coating. 
Packed 12/24’s @ 75¢ per box. 
Vend pack—120’s @ $3.50 es. 


PAYDAY ...creamy vanilla fudge 
center covered with caramel and 
rolled in fresh blanched roasted 
peanuts. Packed 12/24’s @ 75¢ 
per box. Vend pack—120’s @ 
$3.50 cs. Also Payday 14 Lb. 
(10¢) —8/24’s @ $1.50 per box. 


HOLLYWOOD CANDY DIVISION 


UMMER need not “wilt” your 
candy sales and profits. In fact, 
it’s easy to keep candy volume up to 
par with Hollywood’s ZERO, POLAR 
and PAYDAY... for heat’s no 
handicap to these famous summer 
bars. No danger of spoilage in tran- 
sit; no change in color, taste or tex- 
ture when on display. Add to these 
the famous Frozen MILK SHAKE 
On-A-Stick . . . and you'll have a 
line of bars that not only offers out- 
standing warm weather taste appeal, 
but a line that assures you steady, 
substantial sales as well. Stock them, 
push them ... and you’re sure to be 
a winner! 


gtte 


{ZERO £) ’ 


ZERO, THE LITTLE HOLLYWOOD CANDYMAN 


*& NATIONALLY ADVERTISED 
*& TOP QUALITY 

%& PROFIT-YIELDING PRICES 

*& EYE-CATCHING PACKAGING 
%& CONSUMER ACCEPTANCE 


HOLLYWOOD BRANDS, INC. © CENTRALIA, ILL. 4 popusae preniuns 
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Goodbar and Semi-Sweet, available in 5c, 10c and 
larger bars; 5c items packed 200 or 24 count; 10c 
items packed 100 or 24 count; large bars 12 count or 72 
bar assortments. 


CELLOPHANE BAG ITEMS: Milk Chocolate Kisses 
and assorted miniature bars. Kisses also available 


in 10c boxes. 


HERSHEY 9 


wiik CHOCOLATE ALM onwos 


HOT CHOCOLATE: + 


and milk chocolate fudge 


10 tins of chocolate syrup 


concession- 


DOMESTIC DISTRIBUTION: Theatre 


aires, wholesale distributors, and direct. 


Cable Address: HERSHEY. 
(ASO SEE PAGE 42) 





M. J. HOLLOWAY & CO., 308 W. Ontario St., 
Chicago, Il. 
Bar, package and box candy. 
1954 THEATRE SALES CHAMPION 
MILK DUDS: Sc pkgs. in 24 and 100 count; 10c pkgs. 
in 12 and 60 count; 25¢ pkgs. in 24 count. 


HOLLOWAY SUCKERS: In 24 and 70 count; a 
safety stick is used in all 70 count packages for 


theatre use. 
MILK PAILS: In 24 and 100 count. 


BLACK COW SUCKER: In 24 count and 70 count 
with safety stick. 


Cc. O. D. SUCKER: In 24 count and 70 count. 











WITH ROOTS-BARKS-HERBS 





Over 80 years a favorite ... the preferred beverage of millions because 
of its top quality real root juice flavor . . . is again proved by uncon- 
testable survey to be a National Leader. 


THE CHARLES E. HfRES CO. 


206 SO. 24th STREET 
PHILADELPHIA, PA. 











Just the thing 
FOR OUTDOOR 


DRIVE-IN THEATRES 


LARGE CAPACITY 


BEVERAGE DISPENSERS pvc. ne 


Ice or Electric Refrigerated 


Made of Stainless Steel, Unlimited 
Capacities 


Speedy, Fast and Efficient Service 


| 1790 First Ave., New York 28, N. Y. 


Write for Circular, Fill in Coupon: 


Organization . 


Address 


BABY MINTS: Sc pkgs. in 24 and 100 count; 10 
pkgs. in 24 and 60 count; 25 pks. in 24 count. 


DELUXE MIX: 5 pkgs. in 24 and 100 count; 1c 
pkgs. n 24 and 60 count; 25c pkgs. in 24 count. 


DOMESTIC DISTRIBUTION: All confection theatre 
supply dealers, and candy and tobacco wholesalers. 





HOLLYWOOD BRANDS, INC., Hollywood Candy 
Division, 836 South Chestnut St., Centralia, III, 
1954 THEATRE SALES CHAMPION 


MILK SHAKE: 5c bar, in 24 and 120-count; 10c in 
24 and 60 count. 


BUTTER-NUT, 5c 


in 24 and 60-count. 


bar, in 24 and 120-count; 10c 


PAYDAY, 5s bar, in 24 and 120-count; 10c in 24 ana 
60-count. 


SMOOTH SAILIN’, 5c bar, in 24 and 120-count; 10c 


in 24 and 60-count. 

RED SAILS, 5c bar, in 24 and 120-count. 

3 BIG BEARS, 5c bar, in 24 and 12%-count. 
BIG PAYOFF, 5c bar, in 24 and 120count. 


ZERO, 5c bar, in 24 and 120-count; 10c double bar in 
60 count. 


POLAR, 5c bar, in 24 and 120-count. 
NEW MALTED SUNDAY, 5c 


count, 

HONEY BEAR, 5c bar, in 24 and 120 count 

SPOT PECAN, 10c bar, in 60-count. 

MILK SHAKE, 7 oz. package, 24 packages per case 
BUTTER-NUT, 7 oz. package, 24 packages per case. 
NUTTY DREAM, Sc bar in 24 and 120-count. 

BIG TIME, Sc bar in 24 count. 


bar in 24 and 120 


(ALSO SEE PAGE 57) 





WALTER H. JOHNSON CANDY CO., 4500 West 
Belmont Ave., Chicago 41, III. 
1954 THEATRE SALES CHAMPION 


POWERHOUSE: Milk chocolate covered with center 
of creamy fudge, caramel and toasted peanuts. 5¢ and 
10¢ 


$1zes. 


¥ POUND BUTTERSWEET FUDGE: Nut-topped 
vanilla or chocolate fudge. 5¢ and 10¢ sizes. 


MALTED MILK BALLS: Pure malted milk centers 
covered with milk chocolate. 5¢ and 10¢ sizes. 
HEAVYWEIGHT CHAMP: Creamy 
roasted peanuts. 5¢ and 10¢ sizes. 
“DOCTOR’S ORDERS” FIG BAR: 
bar. Retails at 5¢. 

(ALSO SEE PAGE 47) 


fudge with 


True fruit fig 





MARS, INC., 2019 N. Oak Park Ave., Chicago 35, 
Til. 
1954 THEATRE SALES CHAMPION 
MARS: 5¢ and 10¢ bars. 
MILKY WAY: 5¢ and 10¢ bars. 
THREE MUSKETEERS: 5¢ and 10¢ bars. 





MASON, AU & MAGENHEIMER, P. O. Box 549, 
Mineola, N. Y. 
1954 THEATRE SALES CHAMPION 


MASON PEAKS: Chocolate covered coconut: 1% oz. 
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120 count per carton; also 24 count, 18 boxes to 
shipping case. 

MASON MINTS: Chocolate covered mint patty; 
1% oz. 120 count per carton; also 24 count, 18 boxes to 
shipping case. 

PECAN COCONUT: Pecans and coconut with milk aS 

chocolate coating; 1% oz. 12) count per carton; also 24 Q any ; 

count, 18 boxes to shipping case. S 7 WO... 
BLACK CROWS: Licorice flavored gum drops; " Te 

1% oz. 120 count per carton; also 24 count, 18 boxes to = o) are better 
shipping case. At than 


DOTS: Fruit flavored gum drops; 120 count per 
carton; alss 24 count, 18 boxes to shipping case. 


FREEZ-KING 
Double Feature 


DOUBLES YOUR SPEED ..-- 


\TS! 
poustes YOUR ne 


MODEL 950 
King size power. Two com- 
plete freezers in one stand. 
DOMESTIC DISTRIBUTION: Direct. Each unit operates independ- 
(ALSO SEE PAGE 61) ently. Every portion perfect. 
Exclusive Freez-King features 
include patented automatic 
“ae COMPANY, INC., 2 William St., Wnice feed, seeing eye dial, auto- 
Confectionery. matic temperature control, 
patented back feed. Amaz- 
1954 THEATRE SALES CHAMPION : . 
ingly simple to operate. 


NESTLE’S 5c CHOCOLATE BARS: Nestlé’s Sc Milk, 
Almond and Crunch regular weight bars are avail- 
able—packed 100 bars per case, in addition to the A FREEZ-KING 
regular pack of 24’s. Nestlé’s light weight Milk and 
Crunch are also available—packed 100 bars per case. MODEL FOR 


EVERY 
PURPOSE 


AMERICA’S MOST COMPLETE LINE 





OF CONTINOUS SOFT ICE CREAM FREEZERS 





NESTLE’S 10¢ CHOCOLATE BARS: Nestlé’s 10c 
Milk, Almond and Crunch Bars, available in regular 
pack, 12 boxes per case, plus regular and light 
weight 100 count packs (100 bars per shipping case). 
Also, Nestlé’s new 10c light weight Coconut Bar— 


Milk Chocolate with toasted shredded coconut—packed see , i 4 2 5 
100 bars per case. ror ld WA \| a 
il & Ly \ LA 


OTHER BAR CANDY: Nestle’s Economy Bars— 
Crunch, Milk, Almond, Hazelnut and Semi-Sweet r . 

available in regular pack, 12 bars per box, 6 boxes per \ ' @ AK, 

case. Nestle’s Jumbo Blocks—Crunch, Milk and Al- z 2 é SPE, 

mond available in regular pack, 4 bars per box, 6 a ; | ¢ ’ 4 


boxes per case. Also available in bulk pack—12 blocks 
per case. Draws Shakes 


SPECIALTY NUMBERS: Crunchettes— bite size " t Direct from Freezer at the 

pieces of Nestlé’s famous Crunch—packed in 6 oz. f : Remarkable Speed of 360 an Hour! 
boxes, aluminum wrapped—packed 24 boxes to the : 

case. Nestlé’s Choclets—available as a penny seller, : @ Makes present methods old-fashioned 
individually molded, foil wrapped, in 5 Ib. display . P 

beuen, 6 Semis ber Gane. : & @ Saves time .. . saves labor . 
increases profits 


Utes Requires minimum floor space . 
ALSO SEE PAGE 67 : 
( ) : only 20 x 25 inches 





Special Freez-King mix formula produces 
rich, thick, creamy shakes at 


NEW ENGLAND CONFECTIONERY CO., 254 aia 
Massachusetts Ave., Cambridge 39, Mass. astonishingly low cost 


Candy bars and packages. 
1954 THEATRE SALES CHAMPION 


Attractive in design . . . sturdy in 
construction . . . efficient in operation 


NECCO WAFERS: Sugar wafers in an assortment of 


hi pc hi DISTRIBUTORS: Exclusive franchises available. Write for details. 


SKY BAR: Milk chocolate covered bar with four dif- 

ferent flavored centers in one bar. 1-oz. THE FREEZ-KING CORPORATION. 
CHOCOLATE PEPPERMINTS: 6 individual chocolate 

covered peppermint patties in a box. 1)4-os. 2518 WEST MONTROSE AVE., DEPT. 17, CHICAGO 18, ILLINOIS 


FRUIT TREATS: 3 different true fruit cream centers 
in one bar. 2-oz. 
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NECCO OK: 


Milk chocolate coated peanut-molasses 
crunch. 2%-oz 


All items packed 24 or 100 count. 





PETER PAUL, INC., New Haven Road, Nauga- 
tuck, Conn. 


1954 THEATRE SALES CHAMPION 
MOUNDS: 


centers. 


Double-bar bittersweet chocolate coconut 


ALMOND JOY: Double-bar milk chocolate-coconut 
centers topped with whole toasted almonds. 


Fae agi COCONETTOS, CHOCLETTQS: In 
i ly wr: ay ped walnut, coconut and chocolate fia- 
caramels in boats. 


PLANTERS NUT & CHOCOLATE COMPANY, 
Suffolk, Va. 


1954 THEATRE SALES CHAMPION 


PEANUTS: 5¢ and 10¢ cellophane bags. 


QUAKER CITY CHOCOLATE & CONFEC- 
TIONERY CO., INC., 2136-60 Germantown 
Ave., Philadelphia 22, Pa. 


Licorice flavored candy. 
GOOD AND PLENTY: Pink and white sugar coated 


icorice flavored candies, boxed, 134-0z, moisture-proof 
celloph ane wrapped 


SPICE GUM DROPS: 


ture gum dr 


spiced minia- 
wax-paper lined 


Assorted flavors, 
ops. Boxed, 134-o0z, 


SPEARMINT LEAVES: 


flavored 
candy miniatur 


Wwax-paper 


Spearmint 
e leaves. Boxed, 1%-iz, 


ORANGE SLICES: 


gum range 


gum 
lined 


Orange flavored epiatare candy 
. $ 


Slices joxed, 134 oz, wax-paper ne 


H. B. REESE CANDY CO., Hershey, Pa. 
1954 THEATRE SALES CHAMPION 
PEANUT BUTTER CUPS: Peanut 


th Hershey’s } 


butter cove 
milk chocolat 


able 


PACKAGES: 5¢ size, * cup each, availabl 
nd 100 count. 10¢ size, co individual 


ble 


CELLO-WINDOW BOXES: 14 


window box, packed 


piece package, 5% 


2 dozen t 10 piece pack, 
, packed 1 dozen trays to display box; 
boxes to shipping case 


Case, 


packed 80 count 
Also avail- 


s to shipping case 


2 cut 


GTHER SIZES: Individual 2¢ Ips 


shipping case 
5 1} 


SCHUTTER CANDY DIVISION — factory 
general offices, 
cago, Ill 

“eS OCR BAR: Cho 

peanuts; pa 

packed 100 t 


and 
4730 West Augusta Blvd., Chi- 


olate-covered made of caramel 
ucked 100 to the case or 24 to the 
he case in 10c size. 


ige anc 


tg Te 


BIT-O-HONEY: Non-ch 
with almonds, packed 


Also 10c size packed 


xcolate chewey type nougat 
100 to the case or 24 to the box. 
72 to the case. 


GOLDEN HARVEST: 


wit 


Chocolate-covered nougat cen- 


cast in OC size 


BIT-O-COCONUT: Non-chocolate chewy type caramel 
with coconut Packed lf » th i r 24 to the 


x P 


SWEETS 
\ H 
1954 en el SALES ‘CHAMPION 
TOOTSIE ROLL: 5c ar pa 


AMERICA, 1515 Willow 


seg ys O} 
] 


SWITZER’S LICORICE COMPANY, 612 
Ist St., St. Louis 2, Mo. 


North 


1954 THEATRE SALES CHAMPION 
LICORICE: bars rs; Bite-Size in bags 
DISTRIBUTION: Direct. 


JAMES O. WELCH CO., 810 Main St. 


39. Mass , Cambridge 


1954 THEATRE SALES CHAMPION 


S¢ BRANDS (ALL IN 100 ae Hor 


udge, Sugar Babies vanilla), Pom Por 


60 


Daddy, 
Welch’s 


Smoothies. 


Welch’s 
Frappe, 


(milk), 
Cocoanut 


Cocoanut 
Welch’s 


Mints, 
Welch’s 


(dark), 


Sugar 
udge, 
Cocoanut 


10¢ BRANDS (ALL IN 6@ COUNT): Pom 
wFunior Mints, Welch’s Fudge, Welch’s Cocoanut 


Poms. 


WILLIAMSON CANDY CO., 4701 


Chicago 39, Ill 


1954 THEATRE SALES CHAMPION 
OH HENRY: Sc and 10c bars. 


1954 THEATRE SALES CHAMPION 
OH HENRY: Coconut Roll—Se and 10c bars. 


Armitage 








Chewing Gum 











BEECH-NUT PACKING COMPANY, 
harie, N. Y. 


Chewing gum. 
STICK GUM: Peppermint and Spearmint 
20 packages of 5 sticks per box 
CANDY COATED BEECHIES: Peppermint, Pepsin, 
Spearmint, Mello Fruit, all packed 20 units of 12 
pieces per box. Ic assorted, available 100 pa 


Canajo- 


Availabi 


ckages of 
2 pieces per box. 


DOMESTIC DISTRIBUTION: 


1ionaires. 


Direct and conces 





WILLIAM WRIGLEY, JR., CO., 410 N. Michigan 
Ave., Chicago, Ill. 


Chewing gum. 


STICK GUM: In flavors indicated by the three brand 
names—-Spearmint, Doublemint (regular peppermint), 
and Juicy Fruit. 
CANDY-COATED GUM: 
inside peppermint candy. 


“PK’s”—peppermint gum 








| Display Equipment 


And Service Bars 








FIRST-AMERICAN PRODUCTS, 1717 


Wyandotte St., Kansas City 8, Mo. 


INC., 


Refreshment service equipment. 


counters and units for 
popcorn, snow cones. frankfurters and 
adaptable to indoor theatres as 
drive-ins 


Stainless steel sectionalized 
soft drinks, 
other items, 


cateteria 


well as 
service in 


BARBECUED HAMBURGERS 


AT THE Garden Auto-Torium, Ledge- 
wood, N. J., on a 4-foot by 18-inch grill 
in the stock room are prepared each 
night a minimum of 50 hamburgers, 
sometimes more (according to antici- 
pated attendance at next evening's 
shows). After grilling, the cooked meat 
is placed in a deep (5"x18"x12") stain- 
less steel pan and covered with barbecue 
sauce. Then the pan is placed on the 
refrigerator (below freezing tempera- 
ture) to allow the sauce to penetrate 
the meat. 

Upon arrival next evening, attendants 
transfer the contents (sauce and all) of 
the pan to the individual warmers be- 
hind the front counter. In 15 minutes 
the hamburgers are ready for serving 
simply by picking each one up with a 
tong and placing the sauce that adheres 
to the meat in a flat warm bun. 


THE COLUMBUS SHOW CASE COMPANY, 850 
West Fifth Ave., Columbus 8, Ohio. 


Merchandise Display Equipment. 


CASES: both floor and 


wall type. 


Many models of showcases, 


Chicago 


1215 Fullerton Ave., 


HELMCO-LACY, 
14, Ill. 


Cabinet Fountainette 


standard ice cream 


shake and 


models available, fits all 
provides complete sundaes, milk 
All stainless steel 


Eight 
cabinets, 
malted milk service. 
DISTRIBUTION: 


Dealers only. 





THE CHARLES E. HIRES CO., 206 South 24th 
St., Philadelphia 3, Pa. 
Snack bar, including beverage dispenser and 
and frankfurter warmer. 
HIRES’ SNACK BAR: Cabinet: stainless 
oak wood. Height of bar, 45 in.; length 6, 8 or V 
ft.; width, 30 in. Overall height, 9 ft, 1 in., incorporat 
ing revolving sign. Stainless steel shelving for rol 
supply Stainless steel sink with hot and cold 
water hard maple laminated cutting 
board, full Moist heated bun 
warmer; thermostatically controlled; capacity, 50 rolls 
100 frankfurters 


steel and 


storage 
faucets. Separate 


length of grill section 


BARREL DRINK DISPENSER: 


gas tank mounted inside 


HIRES’ 


50 Ib. size 


Space for 


base of cabinet. 


Hires snack bar 


each. 2 
roller 
end 
com- 


It her 


Built-in cup dispenser; capacity, 125 cups 
Lawson Torpedo waste containers. 1 Connolly 
grill. Entire bar illuminated. All connections to 
ing provided. For mechanically refrigera ted bar 
pressor is ¢ imseh '% h.p., 60 cycl vi 
metic 


(ALSO SEE PAGE 58) 


INDIANA CASH DRAWER COMPANY, Shelvy- 
ville, Ind. 


Under-the-counter cash drawers. 


MODEL V-1: Under 


all dimensions: 18% in. 


cash drawer 
long; 4% in 
dise tumbler 


drawer has 5 


counter wood 
wide; 14 
Equipped with 
Money 


wide by 2 in. long 


Over 


high. Inside depth: 236 in 
lock and large warning gong 


5 currency 
compartments, each 67 i long by 3 in 


coin tills, each 3 in 
wide 


equipped with hinged bill weights. 4-roller mechan 


sm. Construction: money drawer liana white oak; 


cash till and money drawer front, hard maple; top of 


case, 5 ply, %4-in. thick panel. Fini office gray 


natural lacquer. Ship. wt ippro 


MODEL R-1: Under 


removable 


1 « drawer with 
lock-on lid. Over 
wide; 155% in. long; 4% in. 
Has h igh 


warning gong 


counter woo 
metal money tray with 
all dimensions: 183 in 
high. Inside 
bler lock and large 
tray is 15 in. 


depth 234 in. grade disc tum 

Removable metal 
wide; 14% in. long; 2% in 
) 


each 2% in by 


money 


deep; 6 coin compartments, 3 in. 3 
Ticket 


gray 
same 


cufrency compartments, each 6% in. by 276 in. 


compartment, 934 in. by 356 in. Finish, 
baked enamel. 


as Model V-1. Ship. wt.: 


ottice 


‘onstruction and exterior finish 


approx. 25 lbs. 





MASTER-KRAFT FIXTURES COMPANY, 2320 
Md. 


Lippe Lane, Baltimore 23, 


Designers and manufacturers of complete 
theatre refreshment units. 
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ARMOUR AND COMPANY, General Offices, 
Union Stock Yard, Chicago 9, Ill. 
Frankfurters. 


ARMOUR STAR FRANKS: Packed 1 Ib. packages 


or 6 lb. cartons. 


DOMESTIC DISTRIBUTION: Distributed locally 


Armour plants and branches. 


(ALSO SEE PAGE 43) 


TEMPLE’S FROSTED FOODS, INC., 554 Berry 
St., Brooklyn, N. Y. 


FROZEN EGG ROLLS: Pre-cooked food novelty con- 
sisting of a combination of shrimp, pork, celery and 
scallions wrapped in a noodle jacket. Prepared by 
heating in a potato fryer or on grill. Packed 50 to 
the case. Can be stored in an ice cream or freezer 
locker with space requirements for 100 cases about 
25 cu. ft. 


(ALSO SEE PAGE 48) 








Food Equipment and Service 

















ACTON PRODUCTS, INC, 605 S. Summit St., 
Arkansas City, Kansas. 


“SNACKMASTER” PORTABLE COOLERS: Two 
models holding from twelve to 24 bottles of beverages; 
completely insulated; cooled by ice. Also manufac- 
pi of bottle openers for the home and beverage 
trade. 


DISTRIBUTION: National and Export, direct from 
factory and through jobbers and dealers. 





BERT MILLS CORP., St. Charies, Il. 
Coffee dispensers. 


COFFEE CUP DISPENSER: Installation requirements 
are 110-, 120-volt c.c. 60 cycle electrical outlet and 
water connection. Dimension of unit, 67% ins. high, 
28 ins. wide, 21 ins. deep. Equipped with automatic 


change maker, accepting nickels, dimes and quarters 


DISTRIBUTION: Direct. 





CONCESSION SUPPLY COMPANY, 3916 Secor 
Road, Toledo 13, Ohio. 


Food equipment and supplies. 


“BAR-B-DOG”: Frankfurter barbecuing machine and 
bun warmer. Barbecues 48 frankfurters at a time or 
approx. 300 per hour. Holds 24 “foot longs.” Bun 
warmer holds and conditions 48 buns. Stainless steel 
construction with double strength glass. Size: 14% 
by 21 by 22 in. high. Thermostatic control. Operates on 
110-volt, 60 cycle a.c. power. Net wt., 31 Ibs.; shipping 
wt., 36 Ibs. 


MODEL 120 CANDY FLOSS MACHINE: Built of 
heavy aluminum; operated by a vertical Universal 
variable speed motor, with spinnerhead mounted di- 
rectly onto the shaft of the motor, which is mounted 
on special shock mounts. Operates on voltages as low 
as 100 to 105. Equipped with both heat and motor 














Such popularity must 
be deserved... 





Mason DOTS 


aeor SSS Sa ry 6 


CANDY, A 


©6 


a theatre Sales Champion! 
HERALD / 


= 


MASON, AU & MAGENHEIMER 


Box 549, Mineola, L. L., N. Y. 














Better Refreshment Merchandising 


is published every four weeks, as a department of MOTION PICTURE HERALD 
adjoining the Managers’ Round Table (whose members are contributors to the 
columns of Better Refreshment Merchandising), except on the three occasions 
when it appears in the Spring and Fall Buyers’ Numbers, and the annual Market 
Guide Number of BETTER THEATRES. A Weekly Report edition of Better 
Refreshment Merchandising is published in the HERALD between appearances 
of the regular department. 
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rheostats. Double fused, one for the motor and one 
for heat. 110 volt, 60 cycle operation a.c. (with special 
heavy-duty switches can be operated on d.c.) Ship- 
ping wt. 45 Ibs. net wt. 36 Ibs. 25 in. aluminum pan. 


(ALSO SEE PAGE 56) 





J. J. CONNOLLY, INC., 457 West 40th St., New 
York 18, N. Y. 


Roller grills. 


MODEL A: Capacity 25 frankfurters at a time or 500 
per hour. Length 38 ins., width 16% ins., height 11%4 
ins. Weights: Net 60 lbs., shipping 81 Ibs. 110 volts, 
60 cycles, AC. 8 amps. 900 watts. 


Connolly Roil-A-Grill Model A 


MODEL C: Capacity 10 frankfurters at a time or 200 
per hr. Length 24 ins., width 14 ins., height 6 ins. 
Weights: Net 30 Ibs., shipping 43 Ibs. 110 volts, 60 
cycles, AC. 4% amps. 500 watts. 


MODEL F: Combination frankfurter and hamburger 
unit, Capacity 200 franks per hr. on roller grill. Grid- 
dle plate 14x14 ins. 450° F. high, 250° F. low. Broils 
9 hamburgers at a time, 180 per hr. Length 34% ins., 
width 14 ins., height 7 in. Weights: Net 65 Ibs., 
shipping 84 Ibs. 110 volts, 60 cycles, AC. 11 amps. 
1,250 watts. 


(ALSO SEE OPPOSITE PAGE) 





DAIRY SERVICE COMPANY, 100 East Main 


Street, Menominee Falls, Wis. 
Butter serving dispenser. 
BUTTER SERVER: 


of butter over popcorn. 
spout, 


Automatically dispenses servings 
Constructed of steel. Non-drip 


DISTRIBUTION: Theatre supply dealers. 





HELMCO-LACY, 1215 Fullerton Ave., Chicago 


14, Ill 


Food warmers, fudge warmers, hot fudge 
pump, chocolate dispenser, butter dispenser. 


FOOD WARMERS: Single and double model for 
heating and serving barbecue meats, chili, stew, baked 
beans and other similar food products. All models 
complete with automatic Dial-A-Heat control. 


FUDGE WARMERS: Single, double and twin single 
models for all types of hot fudge sauces, available with 
China or stainless stee] bowls. All models fully auto- 
matic. 


HOT FUDGE PUMP: Pumps hot fudge from either 
Single MODEL 9% or Double MODEL 192 fudge 
warmers, eliminates ladle, all stainless steel. 


CHOCOLATE DISPENSER: Two gal. cap., stainless 
steel bowl, agitator and faucet. 


BUTTER DISPENSER: Automatic warmer, 6 Ib. 
capacity; equipped with butter pump adjustable to any 


quantity. Model BDP-96 


DISTRIBUTORS: Dealers only. 





W. KESTENBAUM, 1790 First Avenue, 


New York 28, N. Y. 


Luncheonette equipment. 


INC., 


MODEL D4818: Stainless steel griddle stand with roll 
drawers. Gas griddle with glass enclosure, fluorescent 
light. Griddle for propane or regular gas. 54 in. long; 
23 in. wide; 51 in, high. Shipping weight: 475 Ibs. 
Electric griddles can be furnished also. 


(ALSO SEE PAGE 58) 





MANLEY, INC., 1920 Wyandotte, Kansas City 
8, Mo. 


Frankfurter grill and bun warmer. 
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FRANK BANK: Cooking and serving unit with ca- 
pacity of 60 buns, 120 frankfurters, Fiberglas-insulated 
cover lifts off for loading from top. “Freshener valve” 
beneath bun rack is adjustable to amount of steam 
required for buns. Unit constructed of stainless steel 


Manly, Inc.'s, "Frank Bank" 


with black baked-enamel base. Variable heat selector 
thermostatically controlled for steaming at 200, 500 
or 1,000 watts. Overall size: 24 in. long; 17% in. high; 
14% in. deep. 


(ALSO SEE PAGE 49) 





POBLOCKI & SONS, 2159 S. Kinnickinnic Ave., 
Milwaukee, Wis. 


Portable snack bar. 


SNACK KAR: Mobile concession cart with heating 
and cooling compartments. 


DOMESTIC DISTRIBUTION: All theatre supply deal- 
ers, or direct. 





PRONTO POPCORN SALES CORP., 702 Beacon 
St., Boston 15, Mass. 


Frankfurter steamer. 


PRONTO “FRESH SERVE” FRANKFURTER 
HEATER DISPENSER: Heats franks and rolls; espe- 
cially designed for drive-ins; cap. 120 prepared ‘franks 
in roll. Stainless steel; contains complete steam unit 
and hot air blower unit. Overall dimension 26x22 and 
38 ins. high. 





STAR MANUFACTURING CO., 6300 St. Louis 


Ave., St. Louis, Mo. 
Frankfurter steamer, sandwich grills, fryers. 


STEAMRO, SENIOR MODEL #38: Hot dog steamer 
and Model #39 bun warmer; stainless steel; sliding, 
removable lids; capacity 350 hot dogs—200 buns; over- 
all size #£38—16x16x18 ins.; overall size #39—24x16x18 
ins.; designed for drive-ins and ball parks. 


STEAMRO, JUNIOR MODEL #35: Electric com- 
bination hot dog steamer and bun warmer; low cost, 
compact counter unit for serving piping hot frank- 
furters and buns; U. Approval; overall size 
13%4x13x16 ins. 


STAR-MASTER COUNTER-CHEF #151: Electric 
combination grill, steamer and warmer. Aluminum 
griddles; stainless steel top and body. Overall size 


28 x 23% x 12 ins. high. 3,200 watts; 118 or 236 volts. 


automatic 
15 Ib. 
high. 


STAR-MASTER #101 FRYER: Electric 
counter fryer. Stainless steel body and well. 
fat capacity. Overall size 15%4 x 18% x 14% ins. 
4,800 watts; 208 or 236 volts. 


MODEL #3 FRYER: Counter model; twin or single 
baskets; gas; low cost, compact frying unit for quick 
convenient food service in establishments where space 
is limited; overall size 1134x2144x13% ins. 


GRIDDLES: Gas and electric; 24 inch and 36 inch 
lengths; cast iron grills; designed to handle speedily 
and efficiently; entire surface usable; no waste space. 


DISTRIBUTION: Authorized dealers. 





STEEL PRODUCTS CO., Cedar Rapids, lowa. 
Coffee makers, coffee venders, push-button 
coffee dispensers. 


AUTOMATIC COFFEE MAKER MODEL 3SDA: 
Left hand spigot dispenses a cup of coffee automati- 


cally with push of button, Adjustable for various 
sizes of cups and strengths of coffee. Right hand 
spigot dispenses continuous stream of hot water by 
push button. Water capacity: 3 gals. storage, con 
nected to water line with automatic water level anu 
temperature control. Liquid concentrate: 1 qt. makes 
125 to 150 cups. Serving capacity: up to 400 cups per 
hour. 1500 watt heating element. 115 volt, 60 cycle 
operation. Dimensions: 21% in. high; 13 in. wide; 18 
in. front to back. Weight: 25 Ibs, 


(ALSO SEE PAGE 66) 


CONTINUOUS FLOW COFFEE MAKER MODEL 
4SCD: Right hand spigot dispenses a continuous 
stream of hot coffee, similar to an urn. Strength of 
coffee adjusted with metering screw. Left hand spigot 
for hot water; capacity 4 gals. storage, connected to 
water line with automatic water level and tempera- 
ture control. Liquid concentrate and serving capacity 
same as for model 3SDA, 1500 watt heating element. 
115 volt, 60 cycle operation. Dimensions: 23% in. high; 
13 in. wide; 18% in. front to back. Weight: 23 Ibs. 


Steel Product's coffee maker Model 45cD 





TOASTMASTER ——— DIV., McGRAW 
ELECTRIC Co., Elgin, 0 

Roll and food ~ toasters, waffle 
bakers. 


BUN TOASTER (SLOT TYPE): Model 1D2-B, four- 
slice, automatic. For toasting hamburger buns, etc. oa 
inner surface only. Toasts 250 half-buns, or 125 
orders per hr.; 11% ins. wide, 11 ins. deep, 8% ins. 
high; ship. wt. 25 lbs., single ctn. only. so comes 
in 8-slice and 16-slice size. 


BREAD TOASTER (SLOT TYPE): Model 1D2, four 
slices, automatic. Toasts 250 slices per hr.; 114 ins. 
wide, 11 ins. deep, 8% ins. high; ship. wt. 25 lbs., single 
carton only. Also comes in 2-, 6-, 8-, 12- and 16- 
slice sizes, up to 1,000 slices of toast per hr. 


ROLL AND FOOD WARMER: Model 2DS, 2- 
drawer, designed for hot sandwiches or other foods 
for rush service during drive-in intermissions. Al- 
lows food service operator to prepare hot food in 
advance, keep it hot and oven-fresh for hours and 
serve quickly. Holds up to 2 doz. “hot dogs”; 
23x23x224% ins.; drawer, 15%4xl6x4% ins.; ship. wt. 
183 Ibs., crated single. Also comes in 3 and 4 drawer 
sizes. 


WAFFLE BAKER: Model 2E2, double unit. Treated 
grids prevent waffle-sticking, eliminate oil conditioning 
of grids. Automatic; 20 ins. wide, 14% ins. deep 
(incl. cord), 7% ins. high closed, 19 ins. high open; 
installed wt. 26 lbs.; ship. wt. 31 ibs. 


DOMESTIC DISTRIBUTION: Through authorized 
“Toastmaster” distributors. 








Ice Cream and 
Custard Machines 




















BERT’S ELECTRIC AUTOMATIC SNOW CONE 
MACHINE CO., Box 7803 Fair Park, Dallas, 


Tex. 


AUTOMATIC SNOW CONE MACHINE: Grinds 12% 
Ibs. of ice, requiring 14 minutes to shave. Machine 
compact, made of aluminum; wt. 130 Ibs; overall ht. 
54% ins. with rod extended, 40% ins. with rod down; 
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Zi ins. wide, 18 ins, deep. Motor % hp., 110 v., ac 
Counter space required 18 x 21 ins. Also available 
in 50 Ib. cap. to supply park or fair. 





THE FREEZ-KING CORP., 2518 W. Montrose 
Ave., Chicago 18, Ill. 


Soft ice cream freezers. 


MODEL 950: Two self- 
contained freezers. 7 gal. 
mix storage, 36 ins. wide, 
24 ins. deep, 65 ins. high. 
Spigot or draw-off gate 
on all models. 


MODELS 500, 600: Drive- 
in capacity output. Coun- 
ter or floor models. 342 
gals. refrigerated mix. 


MODELS 900, 900A, 
900B: Self - contained 
freezers. Economy model. 
Size 24x18x68 inches. 3% 
gals. refrigerated mix 
compartment. 


Freez-King shake 
dispenser. 


MODEL 410: Size 32x20x66 ins. 
mix compartment, 

MODEL, 403: Counter model. Capacity depends on 
size of remoted compressor. 24x18x32 ins. 

SHAKE DISPENSER: Automatic dispenser of the 
special Freez-King mix formula for shakes and malts. 
Designed to dispense one shake in 10 seconds, 360 
shakes an hour. Size: 20 in. wide; 26 in. deep. Con- 
struction: Stainless steel front; highly polished nickel 
silver metal castings. Mechanical features: ‘Seeing 
eye” dial; automatic temperature control; special 
back feed. 


3% gals. refrigerated 


(ALSO SEE PAGE 59) 
DISTRIBUTION: Authorized dealers. 





ICECREAMOLATOR CORP., 3700 Oakwood 
Ave., Youngstown 9, Ohio. 


Ice Cream Cabinets. 


An ice cream cabinet with plastic display top. Seven 
cubic feet storage space. Unit is 28 inches square, 
counter 42 inches high, holds 480 pops (120 in low 
temperature display case and 30 doz. in reserve com- 
partment). 


DISTRIBUTION: Direct. 





MILLS INDUSTRIES, INC., 4110 Fullerton Ave., 
Chicago 39, Ill. 


Frozen custard and batch ice cream freezers. 


GRAVITY FED: Supplies mix in amounts adjustable 
by means of a dial, up to a total of 30 gal. per minute; 
custard spigot and a 2-h.p. agitator drive motor for 
extra-low temperature operations available. 

PUMP FED: As above, but with side cabinet pump- 
fed equipment providing a continuous supply of mix. 


TWIN-HEAD: Two flavor operation. Up to 10 gal. 
per hr. Floor and counter models. 


DOMESTIC DISTRIBUTION: Direct and distributors. 





SUPURDISPLAY, INC., Suite 2100, Wisconsin 
Tower Building, Milwaukee 3, Wis. 


Ice cream merchandisers. 


“COLDISPLAY”: Ice cream merchandiser convertible 
to front or rear service. Dimensions: width, 35% in.; 
depth, 243% in.; over-all height, 5234 in.; serving level 
height, 3834 in. Ship. wt.: 420 Ibs. 


(ALSO SEE PAGE 63) 











Popcorn Machines and Supplies 











THE BEST FOODS, INC., 1 East 43rd St., New 
Yoru 17, N: ¥. 


Popcorn oils. 
NUCOLINE: Refined coconut oil; color added; packed 
in drums. 


SUPER POP: Made from pure peanut oil; color 
added; packed in drums. 


DISTRIBUTION: Direct and jobbers. 
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e INDOOR THEATRES + DRIVE-INS 


Boosting FRANKFURTER Sales and Profits 





Movie Theatres! 












CONNOLLY 
AUTOMATIC 


ROLL-A-GRILL 


Now Operating in Thousands of 







NO SMOKE—NO ODORS—No installa- 
tion needed—just Plug In! Saves time 
and labor—No attendant to watch or 
turn franks—no scraping of grill. And 
it’s EASY TO CLEAN! Gleaming stain- 
less steel ROLL-A-GRILL remains 
bright, shiny, attractive — grills clean, 
wholesome-looking franks! 


STOPS TRAFFIC with its fascinatin 
slow rotary motion—SELLS MOR 
FRANKFURTERS—Makes ’em FASTER 
—Makes 'em BETTER! 


SELF-BASTING. seals in juices, barbe- 
cues frankfurters evenly on all sides, 
retains natural flavor—frankfurter ex- 
pands in size—looks worth more, and 
you GET MORE for it! Barbecues up to 
500 delicious franks per hour! 













NEW! “No-Waste”’ Standby Switch. 





























TYPICAL ROLL-A-GRILL_ INSTALLATION at KEN- 
MORE DRIVE-IN THEATRE, KENMORE, WASH. 
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457 W. 40th St., N. Y. 18, N. Y. 
Phone: CH 4-5000 Cable JAYCONLEY 





Consult your local dealer or use handy coupon. 
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Buttercup Popcorn Outs 








lls all other Refreshments 
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WRITE TODAY 


° .. GaP ~* * 
ONLY THE BUTTERCUP PLAN PROVIDES 
THE SPEED ESSENTIAL TO DRIVE-IN SERVICE! 
* Automatic Butter Dispenser - Displays - Buttercup Containers * 
LAY Suite 2100 Wisconsin Tower Bldg. - Milwaukee 3, Wis 
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CRETORS CORPORATION, 
Popcorn Building, 
Plant, Chicago, Ill, 


National Sales 
Nashville, Tenn. 


Popcorn Machines. 


IMPROVED HOLLYWOOD MODEL: 
elevator well, filtered forced-air heat circulation, auto 
matic push-button seasoning pump, 16/18-oz. 
kettle, filtered exhaust system, illuminated Lucite top, 


all metal 


3-cubic-feet 
steel 


eonstruction Floor model. 


DELUXE HOLLYWOOD MODEL: Identical to “Im 
proved Hollywood” except does not have elevator well 

Has warming pan wit] 
elements. Floor and 


or forced-air hez 


l.eating counter 


Nicrome wire 
models. 


OLYMPIC OVER-THE-COUNTER MODEL: Tw: 
3-cubic-feet elevator heat circulation, 
t Choice of 


forced-air 
pump. 

capacity gas (natural, manu 
ttles. 


wells, 
utton 
16/18-0z. electric or 2-Ib 


bottled) ke 


automatic push 


{ seasoning 


factured, or 


HOLLYWOOD JUNIOR MODEL: 12-0z. capacity 
steel kettle. All-metal construction. Illuminated Lu 


cite dome Floor or counter model. 





Cretor's popcorn warmer 


GIANT GAS MODEL POPPING UNIT: 2-lb capacity 
steel kettle Enamel or 
natural, manufactured, or 


+ ] } 2 
Steel base. urns 


stainless 
bottled 


popcorn 
seasoning 


coconut oil 


butterlike flavor 
and color 


C. F. Simonin’s Sons, Inc. 
Philadelphia 34, Pa. 


GIANT ELECTRIC MODEL POPPING UNIT: 18-oz. 
capacity steel kettle. Stainless steel base. 110 volts. 
AUTOMATIC HOT BUTTER DISPENSER: Adjust- 
able to dispense % or % oz. Holds 4 Ibs. Nickel 
chrome finish ‘arts coming in contact with butter 


are of stai Temperature thermostatically 
controlled. 


DOMESTIC DISTRIBUTION: Authorized 


distributors in 85 or more major cities. 


steel 


service 


(ALSO SEE PAGES 53 & 66) 


Cable Address: CREKORN, CHICAGO. 


MANLEY, INC., 1920 Wyandotte, Kansas City §. 
Missouri. 


Popcorn Equipment and Supplies. 


POPPING MACHINE, STANDARD MODEL: Com 
pletely porcelain and nickel finish; large 
capacity. 


enclosed; 


POPPING MACHINE, DRIVE-IN MODEL: Capac- 
ity to 30 bushels of popped corn per hr. Heavy-duty 


Manley Super Stadium model 


automa 
tubular 


warming oven; 
pump; colored 


unobstructed warming 
tic seasoning well 
illumination 


pan; 
and 


POPCORN SUPPLIES: 
and boxes. 


Corn, seasoning, salt, bags 


(SEE ALSO PAGE 49) 


Cc. F. SIMONIN’S SONS, INC., Philadelphia 34, 
Pennsylvania. 


Refiners and packers of popcorn oils. 
POPSIT PLUS: Artificially butter flavored and col- 


ored peanut oil; packed in gallon tins; especially 
for lobby popping. 


Simonin's popcorn popping oil. 


SEAZO: 


colored 


Coconut Oil; artificially butter flavored and 
Packed in 50 Ib. pails and 400 Ib. drums 


DOMESTIC DISTRIBUTION: Dealers ana 


house stocks in principal cities. 
(ALSO SEE THIS PAGE AND 56) 
SIMONIN, PHILADELPHIA. 


Ware- 


Cable Address: 





PRONTO POP CORN SALES CORP., 702 Beacon 
Street, Boston 15, Mass. 


Popcorn warmers. 


COUNTER MODEL MLL: Rigidized stainless steel 
construction; underwriters’ lab, approval; 20 Ib. cap. 
Recirculating ‘‘Hot Blast” heating system. 26 ins. 
wide, 24 ins. deep, 38 ins. high. 


PRONTO JUNIOR POPCORN DISPENSER: 10 lb. 
cap. Manual chute operation; “Hot Blast” heating 
system. 16x16x35 ins. 


PRONTO “CONSOLE” WARMER: Available in 
walnut, mahogany or bleached oak; lined with stain- 
ess steel; insulated; cold cathode lighting. Cap. #0 
hs. popcorn; 3 ft. wide, 2 ft. deep, 54 ins. high. 





STAR MANUFACTURING CO., 6300 St. Louis 


Ave., St. Louis, Mo. 
Popcorn machines and warmers. 


MODEL #46 FLOOR MODEL: 
machine; bleached mahogany panels; 
red illuminated plastic panels; capacity 16 oz. of corn; 
U. L. Approval; overall size 27 x 39% x 72 ins. high. 


Full size popcorr 
decorated with 


#52 ELECTRIC POPCORN WARMER: 
lighted red plastic panel 
1 serving shelf U. L. af 
high. 


MODEL 
Hammered grey 
wolished trim 
proval; overall size 42 x 25 x 


enamel, 
stainless stee 


19 ins 


DOMESTIC DISTRIBUTION: Authorized dealers 


SUPURDISPLAY, INC., Suite 2100, Wisconsin 
Tower Building, Milwaukee 3, Wis. 
Automatic and manual butter dispensers, 
popcorn containers and display and sales aids. 
BUTTERMAT: 
lor Rg; 11 2 in 


I} 


butter 
high 


Automatic dispenser; 15 in 


29 


wide; 16 in. Shipping weight: 32 


operated butter dis 
also supplemental 
Size: 11 in 
Shipping weight 


BUTTER SERVER: 


theatres 


Manually 
and 
drive-ins. 


use 
diameter ; 
10 Ibs. 


penser for: small 
in large ones and 
12 in. at serving level. 
BUTTERCUP PLAN: Includes 


mplete line of 


“Buttercup” popcorn 


containers and a c purchase displays 


and sales aids 


PLAIN POPCORN CONTAINERS: Full line 


and closed top popcorn boxes and noiseless bags 


of open 


(ALSO SEE PAGE 63) 





Vending Machines, Automatic 











APCO, INC., 250 West 57th St., New York 19, 
N. Y. 
Cigarette venders. 
SMOKESHOP LO-BOY: Electric cigarette vender 
Capacity: 486, king size or regular, 9 different brands 
Standard equipment includes penny match mechanism 


SMOKESHOP LO-BOY PARLIAMENT: 
brands, 1 flat regular or 
neludes changemaker 


Capacity: 


486, selection of 8 box, 


Standard equipment 


king size 


nd penny match mechanisn 


(ALSO SEE PAGE 45) 


ROWE MANUFACTURING COMPANY, INC., 31 
East 17th Street, New York 3, N. Y. 
Candy and ice cream vending machines. 


DE LUXE CANDY MERCHANT: Available in light 
grain finish with proofing, fluorescent 
light units and special cash Either 7 or 8-col 
umn models. The 8-column has two columns for gum 
and mint. 


wood sound 


box. 


ICE CREAM VENDING MACHINE: Sells ice cream 
pops or sandwiches. Capacity 180, all in vending posi- 
tion. Coin mechanism accepts nickels, dimes and quar- 
ters. Changemaker standard equipment. 


Motion Picture Herald, March 27, 1954 












PROMOTION OF ICE CREAM SALES 


TO STIMULATE ice cream 
sales at the Garden Auto-Torium drive-in, 
Ledgewood, N. J., owner Wilfred P. Smitn 
removed his "cone counter’ from its usual 
position behind the main refreshment sta- 
tion to a conspicuous spot near picnic 
benches and tables, where speakers are in- 
stalled. The result was an increase of 100% 
over the previous year's ice cream sales. 
The ''‘cone-counter"' is pictured at right. 

The freezer is rolled on casters back into 
the storage room overnight, and in case of 
rain it is covered with canvas and the 
special ''cone counter’ is, of course, closed 
down. 

The manager of an indoor theatre in 
California introduced a self-service ice 
cream cabinet adjacent to the stand and 
vithin a short time he found that sales had 
almost doubled. 

Another manager who has successfully 
used the same method reported that it in- 
troduces the risk of pilferage. If the sales 
attendant is busy or perhaps looking the 
other way, patrons can leave without 
paying. 

However, there are on the market ice 
cream cabinets with transparent fronts so 
that the product can be displayed on the 
refreshment stand counter and theft possi- 
bility is lessened. 




































a HIT with the public 


because of VARIETY of 


DELICIOUS FLAVORS 
and clear ATTRACTIVE COLORS! 


SU N)y; 
















CANDIES 
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POPCORN SALES PROMOTION 


- . » Devices recommended for boosting the sale of popcorn in general and buttered in particular. 





INSTEAD OF _ exploiting 
popcorn as a food, which some refreshment 
operation managers advocate, Harry Bot- 
wick of the confection sales department of 
Florida State Theatres, believes that pop- 
corn should be sold only on the basis of its 


“taste appeal and delicious flavor,” and 
that all mention of the food and nutri- 
tional value of popcorn should be avoided. 

In analyzing sales of buttered corn in 
the circuit’s houses, he found that it can 
be sold in all types of theatres, “in and out 


of season” —provided special merchandising 
skills are employed. This special effort is 
warranted by the “substantial profits’ in 
buttered corn sold at a higher price than 
the regular. Mr. Botwick’s views are as 
follows: 


Buttered corn is not an “impulse item,” 
it must be “pushed” by the sales attendant, 
who must first be sold and indoctrinated as 
to its importance to the theatre. 

Enthusiasm for the products they sell is 
a vital qualification for all refreshment 
stand personnel. “Those who do not like, 
or cannot eat, candy and popcorn should 
not sell it.” 

Personnel can help asking 
patrons who request popcorn, “Butter- 
corn?” ... or “Would you like to try our 
Buttercorn?” ... or “Butter?” ... or 
“Extra Buttercorn,” etc. (This should be 
spoken, Mr. Botwick advises, with a 
“smile” and a “lilt” in the voice and eyes.) 

The butter dispenser should be displayed 
next to the popcorn machine or warmer, he 

















serve COFFEE the Profitable E-Z WAY! 


LESS LABOR 
Plus LOWER COFFEE COST 
Plus NO STALE OR WASTED COFFEE 
Equals More Profit for You! 


No brewing required—YET you serve a 
BETTER cup of coffee with an E-Z WAY 
Coffeemaker for it’s made fresh for each 
customer, using liquid coffee concentrate, 
frozen, or make your own (we tell you 
how). Never a coffee shortage during rush 
periods. A Drive-In Theatre natural! Each 
unit dispenses both coffee and hot water 
(separate spigots). Easily connected, saves 
no messy grounds, filter or urn to 
Pays handsomely. 


sales by 


emphasized. 

Mr. Botwick uses an illuminated Trans- 
lite advertising sign, which can display 
either cups or boxes for buttered corn, with 
light “blinking” effect. 


ABOVE—Automatic Push-Button 
Model dispenses a cup of coffee 


time 
clean. 
by pushing button 


Call, Write or Wire 


Steel Products Co. 


Cedar Rapids, lowa 


LEFT—Continuous Flow Double 


Faucet Model, faucets operate 


COUNTER EXHIBITS 


like regular urn. 




















Also found effective were counter and 
back bar exhibits, containing mass displays 
of oversized buttered corn boxes or cups as 
well as dummy butter cartons supplied by 
local dairies. Special signs were also used, 
and Mr. Botwick advises omission or sub- 
ordination of price on such signs. 

Other devices used are (1) placing 
passes in boxes, (2) holding limerick con- 
tests for patrons, and (3) sales contests for 
attendants. 

The circuit also had personnel wear but- 
tons with copy reading, “It’s Better with 
Butter.” Tests proved that seven out of 
ten patrons will stop to ask, ““What’s better 
with butter?” and this gives attendants an 
opportunity to boost buttered corn. 

Mr. Botwick recommends purchasing 
butter in quarter pound bricks. The num- 
ber of buttered corn units per pound of 
butter should be no less than 30 boxes. 

Where the corn is sold for 25c, three 
squirts of butter should be given, each 6cc ; 
where it is sold for 20c, two servings. 

Absolutely sanitary operating conditions 
help greatly in increasing and maintaining 
sales. 











Make Big Profits from 


BUTTERED POPCORN 


with This Low-Cost 


NATIONAL DISPENSER 


Here’s a high-quality hot-butter dis- 


a UR 


penser that does everything—at less than half the usual price! 
Beautiful high-lustre nickel-chrome finish. All parts that come in 
contact with butter are of stainless steel .. . Moist heat based on 


ee 


double boiler principle prevents scorched butter . . . Holds 4 Ibs. 
Adjusts to dispense % or % oz. ... Temperature thermostatically 
controlled ... Flasher sign . . . See your nearest CRETORS Pop- 


corn Machine Distributor, or write 


CRETORS Corporation 


P. O. BOX 1329-M, NASHVILLE, TENN. 
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Giving Variety to Snack Bar Display 


Schemes for giving the refreshment 
stand a ‘“‘new look’’ regularly through 
simple changes in display materials 
and other promotional activities, as 
carried out at Fox Midwest Amuse- 
ment’s Granada theatre in Kansas 
City, Kan., by manager Charles W. 
Barnes, Jr. 


“PYE-LEVEL” signs are 
employed for all merchandise at the Gran- 
ada snack stand to direct attention both to 
the product and its location. Two displays 
of 5c candy on either side of the stand are 
identified by a large sign directly above 
each. The front display of more expensive 
candy is in a glass-enclosed case with a sign 
reading “Refrigerated FRESH Candies.” 

Plainly marked also are popcorn and ice 
cream, the former with a sign right on the 
machine and the latter featuring an icicle- 
shaped sign bearing the letters “Ice Cream.” 
This is directly above the bow] on the coun- 
ter containing the merchandise which is dis- 
pensed in self-service fashion. 


ADDITIONAL DISPLAYS 


Other display material includes a large 
sign on the back wall above the stand read- 
ing “Candyland.” Use is also made of a 
narrow mirror on the back bar wall, on 
which are written promotional words and 
phrases about the various kinds of merchan- 
dise. 

The large “Candyland” panel is given 
variety through rearrangement of the let- 
ters themselves. Instead of being placed 
straight up and down, they are tilted at 
various askew angles from time to time. 

Alterations are made in the make-up of 
smaller, display signs, too. A 5c candy sign 
on the back wall has been enlivened by an 
exclamation point. It was also “dressed up” 
with a popcorn streamer, thus attracting 
new attention to an old sign and promoting 
two products simultaneously. 


“KEYING IN” ON SEASONS 


A number of times through the year 
seasonal periods such as the coming of 
spring or holidays like Christmas — the 
stand is given a more thorough decorative 
renovation. 

In the fall a layout centered around the 
idea of “going back to school.” Boy and 
girl cut-out figures were placed at each end 
of the large “Candyland” panel; and foun- 
tain pens, rulers and erasers were scattered 
at odd angles on top of and alongside the 
individual letters. A spring decoration fea- 


tured lively bird and gay flower cut-outs. 

For the Christmas season the large sign 
gave way to a new one reading “Season’s 
Greetings from the Granada.” 

Window showcases built into the front 
of the stand counter are used to promote 
packaged goods. The space there provides 
an opportunity to feature a reproduction of 
the contents of the package, along with the 
box itself. 

One example is offered by material sup- 





plied by the DeCiccio Company for their 
chocolate covered bon bons. In the window 
case directly below the ice cream container 
banks of “snow” were featured on which 
several bon bons were scattered among 
empty boxes. The display showed that there 
are several bon bons to each package avail- 
able at the counter; it showed the size of 
the product; and it also conveyed an inti- 
mation of the convenience with which they 
can be handled and eaten. 


The house is packed for 


*, Nostlec Bars! 


PERENNIAL STARS 
NESTLE'S mit AND ALMOND 
When YOUr patrons 
think of fine choc. 
olate, these two 

bars rate high. 


Crunch, Milk and Almond 
available in 5¢ and 10¢ sizes. 
Coconut in 10¢ size only. All 

sizes packed 100 bars per case. 
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SENSATIONAL 

NESTLE’S CRUNCH BAR 

The all-out favorite of the 
fans — that milk chocolate bar 
with the crunchy goodness. 


NESTLE'S NEW COCONUT BAR 


Another Nestlé winner — 
rich milk chocolate, with 
shredded coconut, for 
delicious delightful eating. 


See your Nestlé Representative 


or write for more details to 


THE NESTLE COMPANY, INC. 


2 William St., White Plains, N. Y. 





MODIFIED STATION 


FIGURE 1: Service Area— 


1—Drop counter for passageway out to front 
of counter to refill condiment table of 
sugar, spoons, catsup, mustard. 

2—Large barrel for dispensing Coca-Cola and 
root beer (cold cups alongside barrel). 

3—Doorway (3 feet) from stock and warm 
room to back of refreshment. 

4—CO2 fire extinguisher. 

5—Dripolator (48-cup capacity) on top of 
back bar counter. 

6—Cream dispenser (2 qts.). 

7—6-ounce and 1|2-ounce hot cups on shelf 
directly below dripolator. 

8—Auxiliary stock supply of mustard, catsup, 
sugar and spoons (on bottom shelf below 
hot cup supplies). 

9—Top back bar counter display of popcorn, 
potato chips, pretzels, candy and cigarettes. 

10—Supply of carry out trays. 

1 t—Auxiliary supply of popcorn, potato chips, 
pretzels and candy. 

12—Large barrel for dispensing root beer and 
Coca-Cola. 

13—Sliding panel and shelf in partition to serve 
pizza pies and supplies to counter. 

14—Below partition shelf is supply of large and 
small cold cups for barrel dispensing root 
beer and Coca-Cola. 

15—Ceiling exhaust fan. 

16—Same as 5. 

17—Same as 6. 

18—Same as 7. 

19—Auxiliary supply of soft drink sytups. 

20—Same as 9. 

21—Same as 10. 

22—Same as !1. 

23—Same as !3. 

24—Beneath 23 is auxiliary supply of rolls. 

25—Same as 20 and 9. 

26—Same as 21 and 10. 

27—Same as 22 and ||. 

28—Same as 16 and 5. 

29—Same as |7 and 6. 

30—Same as [8 and 7. 

31—Same as 19. 

32—Same as |2 and 2. 

33—Beneath barrel #32 ice cream freezer for 
storage of ice cream products and cups. 

34—Same as 14. 

35—Auxiliary supply of paper napkins. 

36, 37, 38—Dispensers on top of counter in full 
display for merchandising orange drink. 

39, 40, 41—Grills for frankfurters. 

42, 43, 44—Roll warmers. 

45, 46, 47—Warmers for barbeque hamburgers. 

48, 49, 50—Warmers for hot sausage. 

51,52—Ice cream freezers for pops and cups. 

Placed conveniently between the equipment 

of Items 39 through 52, are paper plates, 6- and 

9-inch sizes, for carrying away franks, ham- 

burgers and sausage sandwiches. 

Menu and prices are placed conspicuously 
on back wall over Items 9, 20 and 25. Napkin 
dispensers are placed on top of counter. 


FIGURE 2: Stock and Work Room— 


!—Large ice box with reserve of chopped and 
solid ice for soft drinks (closely accessible 
for out front). 

2—Large reserve deep freeze for ice cream. 

3—Employees’ uniform locker and linen supply. 

4—Exit door (3 feet) from stockroom. 
5—Metal utility closet for mop, broom and 
cleaning detergents. 

6—Large refrigerator for frankfurters, ham- 
burgers, sausage, candy and milk products. 

7—Large auxiliary deep freezer for meats, rolls. 


SYSTEM FOR DRIVE-IN SNACK STAND 
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FIGURE |: Service area and equipment (see adjoining identifications). 
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SAUCES EXHAUST FAN 


OVEN UNDERNEATH FOR HEAT 


FROM OVEN 














DEEP WELL WARMER 


FIGURE 2: Stock and work room (see adjoining identifications). 


8—Large electric (call purpose) stove used 
for advance preparation pizza sauce, sausage 
sauce, barbeque sauce, and auxiliary grill 
for hamburgers. 

9—Storage of coffee and hot chocolate. 

10—Storage of coats, aprons and linen towels. 

11—Storage of sugar, salt and small items. 

12—Storage of soft drink syrups. 

13—Storage of pizza pie crusts and sauce. 

14—Storage of popcorn. 

15—Storage of potato chips and pretzels. 

16—Work table for preparing pizza pies in ad- 
vance (beneath the top of this table are 
12 wide trays that slide in and out). As 
each pie is prepared in advance, actually 
being put in the oven for baking, the 
product is held in readiness on these trays. 

17—Large refrigerator for storage or prepared 
sauces, cheese for pizza pies, and crusts for 
immediate use, 

18—Pizza pie oven {also used during slow 
periods for baking sausage in preparation 
for next night's business). 

19—Gas tanks for carbonated water for barrel 
dispensing units. 

20—Motor compressor for carbonated water. 

21—Large utility table for cutting pizza pie into 


portions and made ready for serving to at- 
tendant through opening in partition (paper 
plates are in readiness on shelf below top 
of table). 

22—Auxiliary refrigerator for hamburgers and 
sausage which are prepared in work room 
prior to their being transformed to warmers. 

23—Coffee urn (6 gallons). Reserve supply képt 
in readiness to refill dripolators out front. 

24—Utility utensils and coffee and chocolate. 

25—Spare grill that is pressed into service when 
the demand is greater than can be handled 
efficiently by equipment placed beneath 
counter out front. (Note opening in parti- 
tion for rapid service to counter.) 

26—Ceiling exhaust fan. 

27—Large utility work table for cleaning utensils 
at end of each night's activities. (De- 
tergents are placed on shelf over table— 
underneath wall shelf on hooks for hanging 
small utensils.) 

28—Switchboard for power and lights. 

29—Deep sink with hot and cold running water. 

30—Air-tight grease trap. 

31—Hot water heater (electric). 

32—Passage door from work, stockroom to back 
of refreshment counter. 


Detailed above is the physical arrangement the owner and operator, Wilfred P. Smith, above, however, introduce modifications to 
of the refreshment stand and adjacent work for the beginning of operations in 1954. provide the flexibility necessary to meet 
and stock room of the Garden Auto- The system is regarded by Mr. Smith as varying requirements of service (seasonal 
Torium, Ledgewood, N. J., as revised by basically a station system; the specifications or attendance). 
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[Drive-in screen images have always been 
huge compared to those of indoor projection, 
and screen brightness levels had to be accord- 
ingly much lower. Projection light sources have 
been developed for greater output; but wide- 
screen presentation at drive-in calls for further 
increase in picture size. The following deals 
with the problem of lighting this yet larger 
picture on the basis of a brightness standard 
that accords with practical experience in the 


outdoor field.) 












TO ATTACK the problem 
as logically as possible, let us first examine 
the light source. It is possible to use certain 
carbon trims which will give tremendous 
light output and still operate within prac- 
tical current rates. Data of the National 
Carbon Company provides the following 
example: 

Positive 10mm x 20-in. “Hitex” with 7/16 
x 9-in. “Orotip” negative, operated at 125 
amperes, 64 volts; reflector {/1.9 (16-inch) ; 
total light output 24,000 lumens; burning rates, 
positive 19, inches per hour, negative 2.4 
inches per hour. 

It is thus judged possible, with this type 
of carbon trim and a 16-inch reflector, to 
obtain 24,000 lumens of light over entire 
screen area at 125 amperes. This assumes 
that a lens with a speed of at least f/1.9 
is used. 

Since we wish to utilize the greatest part 
of this light, the shutter transmission factor 
should be high. With that much arc output, 
means of cooling the film is necessary. 
Lamps of that calibre are or can be 
equipped with heat filter systems. An air 
blast system can cool the film without ac- 
companying reduction of visible light at the 
aperture; however, a filter system reduces 
the useful light by a small amount, accord- 
ing to authoritative rating of dichroic 
transmission, which would introduce a re- 
























Picture Sizes and Light Sources 
For Wide-Screen and 3-D Projection 


duction factor of around 12% in the calcu- 
lations given below. 

Ignoring that factor for the moment, 
and considering that the shutter trans- 
mission is 56%, then the light available 
at the screen carbon trim and optical system 
specified would be 24,000 times 56%, 
which equals 13,500 lumens. 


SCREEN BRIGHTNESS 


Although authoritative projection groups 





of at least 10 foot-lamberts, drive-in thea- 
tres have never attempted to reach this 
level (the assumption being that they were 
getting all the light possible with the equip- 
ment available, and in many instances that 
was long the case—most drive-in theatres 
of 800-car capacity, for example, have had 
screens from 50 to 60 feet wide, and they 
apparently have tended to the 
brightness of the pictures as satisfactory). 

Thus with the drive-in, we have estab- 
lished conditions of successful operation in 


regard 
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recommend a minimum screen brightness which a maximum standard of screen 
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cars unless the screen leans forward at a 
calculated angle. Sketch |, above, shows 
the vertical reflection when the screen is 
perpendicular. Sketch 2, below, shows the 
effect of tilting the screen. 
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With an upward projection angle, as in the case at practically all drive-ins, a specular screen 
surface will be likely to reflect much, perhaps all, of the projection light above the parked 
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brightness can be considerably lower than 
the minimum recommended for indoor 
houses. 

Prior to development in 1953 of more 
productive projection light 
maximum output made about 9500 lumens 
available, for a center reading of 6 foot- 
candles with a screen 55 feet wide. If the 
screen had a freshly painted diffusive sur- 
face, the brightness rating would be a little 
over 5 foot-lamberts. 


sources, the 


In view of experience in the drive-in 
field, we seem to be justified in regarding 
5 foot-lamberts as an acceptable standard 
of screen brightness for drive-in perform- 


ance. Let us use that figure, then, as a basis 


for calculating drive-in conditions for wide- 
screen and 3D projection. 


SCREEN FACTORS 


For the drive-in there has been consider- 
able experimentation with aluminum paints, 
aluminum-surfaced plates, and corrugated 
panels, etc., for the purpose of achieving a 
screen that will realize as high a gain as 
possible in the amount of light reflected 
back into the parking field. Let us assume 
that specular surface can thus be produced 
so as to provide for the drive-in a screen 
having a reflectance gain of at least 1% 
times, average, over most of the previously 


CinemaScoPE 


The new wide screen presentations de- 
mand rock steady projection which for 
years exhibitors have been expecting 
and getting by using LaVezzi sprockets. 
In addition, the clean burr-free teeth are 
easier on the film—an important factor 


Conversion kits for most models of Projectors and 
Sound Reproducers—See your Theatre Equipment 
Decler or write direct for illustrated brochure 


with the narrow perforations of the four 
stripe magnetic film. LaVezzi sprockets 
are properly engineered to resist wear— 
and are hardened for that extra margin 
of usable life. For better projection and 
peace of mind get LaVezzi and be sure! 


-SUPER_ 


“SERVICE 
SINCE 1908 


LAVEZZ| MACHINE WoRKS 


4635 WEST LAKE ST. 


CHICAGO 44, ILL. 


typical screen surfaces for drive-in theatres. 

This would mean that for a screen 
brightness of 5 foot-lamberts, the arc and 
optical system would need to deliver to the 
screen approximately 4 foot-candles of light. 

(It should be noted, incidentally, that 
with a specular screen, the projection angle 
and viewing angles should be carefully 
checked before installation of the screen in 
order to avoid disappointingly high light 
loss. ) 


POSSIBLE PICTURE WIDTHS 


To produce 4 foot-candles at the center 
of the screen, 13,500 lumens are available 
from the projection system, which should 
allow projecting a non-anamorphic picture, 
in any aspect ratio, to a width of 80 feet. 

Using the same formula, we should be 
able to project 8 foot-candles to the center 
of a screen 55 feet wide. 

If we add an anamorphic lens, which has 
the effect of doubling the width of the film 
frame, we should be able, under the same 
conditions, to achieve our minimum of 4 
foot-candles with a picture 110 feet wide. 

In 3D projection, we have the 
equivalent of 5 foot-lamberts of reflection, 
or 4 foot-candles of incident light, at the 
center of the screen with polarizing filters 


must 


in place. 

The polarizing filters and the viewing 
glasses have a combined efficiency of only 
40%. Thus with the same equipment cited 
above, a picture about 50 feet wide would 
give us the 314-4 foot-lambert brightness 
when projecting 3D features. This size 
would maintain the apparent picture bright- 
ness to a value similar to the larger 2D, or 
to the anamorphically projected 110 feet 
wide. 


PICTURE WIDTH LIMITS 


Thus to maintain standards of picture 
the drive-in theatre is 
sizes are limited to— 
for 3D pictures. 


for 2D non - anamor- 


brightness to which 
accustomed, picture 

50 feet in width 

80 feet in width 
phic pictures in any 

110 feet in width for anamorphically 
projected pictures of approximately 1-to-2 
expansion. 

These values presuppose lamp and basic 
optical system output of 13,500 lumens 
during operation, and screens with reflec- 
tivity gains of at least 11%. 


aspect ratio. 


Since drive-in theatres generally project at 
an angle upward above the horizontal, truly 
specular screens will tend to reflect light above 
the parked cars unless the screens lean forward 
at a proper angle (or unless the screen surface 
has a surface pattern redirecting the light down 
to the parking ramps). See Figures 1 and 2 on 
page 69. 


—Gio Gagliardi. 
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All the features you want ina WIDE-ARC SCREEN FRAME! 














just a wrench. 








Dealer now. 


Send For YOUR COPY Of 
This VALUABLE PORTFOLIO 


9 Expandable 
Pockets Cover 
All Subjects Of 
Theatre Operation 
And Equipment 


$450 


Yours 


The Theatre Owner’s Manual enables you to keep 
clippings, equipment literature and other informa- 
tion on theatre operation neatly filed, always handy 
for instant reference. You'll find it just the thing 
you've needed for years to keep such material all 
together in one place in an easy-to-find, orderly 
arrangement! Fits in correspondence drawer file 
or on bookshelf. 


Any theatre owner, manager, circuit executive or 
purchasing director is eligible to receive this useful 
portfolio absolutely FREE! Just clip this ad to 
your letterhead or write asking for “THEATRE 
OWNER’S MANUAL.” Be sure to state your 
name and position. 





@ For Any ASPECT RATIO 
Quick, Easy to ASSEMBLE 


Readily Adjustable TILT 


With First-American's Adjust-A-Curve Screen Frame you can 
obtain the exact curvature setting you want at all points across 
the entire arc, fast. Any setting is held permanently, but can be 
speedily altered to any future requirement—or can be set back 
to flat. Screen material is in free suspension, not touching any 
member of the frame. Lacing hooks are spaced to assure even, 
all-around tension with no stress or wrinkling. 

Adjust-A-Curve Screen Frame stands solidly on the floor, but 
permits the angle of tilt to be changed at will. The frame that This 12” Duplex Speaker has extended 
holds the screen is separate from the support framework, and the 
entire unit is sturdily fabricated of rust-proofed steel. Casters 
included if desired. Superb engineering and workmanship through- 
out. Requires no skilled labor to assemble. Anyone can do it with 


Advantages OVER all others 
... Priced UNDER all others 


Simple Adjustment of CURVE 


Rugged, Rigid, LIGHT WEIGHT 
Superior Screen PROTECTION 





WALL SPEAKERS for 
STEREOPHONIC SOUND 


Sound 
Ouality 
Unsur- 


passed! 















ONLY 
Here is the speaker that is superbly engi 
neered for Stereophonic Sound by the indus- 
try’s foremost sound experts. Designed to 
give you the very finest quality for a price 
much lower than you would expect to pay! 


range, with separate high and low units 


“Woofer” goes from 40 to 2,000 cycles per 
second. ‘‘Tweeter’’ takes over at 2.000 and 
goes to over 12,000. Equipped with 6.8 
Alnico V Magnet. Power capacity up to 12 
watts. Superb tone quality comparable with 


highest priced units! 














Order from your fa- 
vorite Theatre Supply 





FREE! 









The 

CHIEF 
3Y2" 

Speaker 


SUPER 
CHIEF 


PRE-TAB STEEL SCREEN TOWERS 
and WIDE-RATIO EXTENSIONS 


Either for a new screen tower or for extending 
your present tower to show the new wide-ratio 
films, investigate the advantages and economies 
of First-American! Superior engineering, many 
exclusive features and comprehensive service to 
meet your specific needs. Write for complete 
details of our rugged construction and flat or 
curved design. Unexcelled, yet you pay no more. 


SCREEN SURFACING MATERIALS 


“Mirra-Scope,” the mirror-like aluminum surfac- 
ing for new towers or old, for 2-D or 3-D. Un- 
surpassed in light efficiency amd optical quality 
from all angles. Ultra light-weight and easy to 
apply, the large panels join invisibly. No paint- 
ing, ever! Non-corrosive, impervious to weather, 
bonded to strong, light backing. Many other ad- 


The Industry’s Most Advanced In-Car Speakers! 

Now you can get all of the most wanted features and im- 
_ > portant engineering advancements in one In-Car speaker. 
ZB Some of these features are to be found in only one or two 
other speakers on the market... 
siderably higher prices! 

No longer need it ever be necessary to compromise on the 
quality of your equipment in order to stay within a limited 
capital investment. Th 
best choice for equipping new drive-in theatres, for ex- 
panding your present facilities, or as replacements to 
4” Speaker harmonize with existing equipment. See and compare. 


Everything for DRIVE-IN THEATRES 


and then only at con- 


ese First-American Speakers are your 


vantages. Get full details and amazing low price! 
“UniSurface,” the inexpensive seamless and joint- 
less surface of snow white stucco-like composition 
with a texture like a beaded indoor screen. High 
light efficiency from all positions. Flawless pic- 
tures. Get the full story. 


Complete Line of Illuminated 
RAMP and DIRECTIONAL SIGNS 


It pays to equip with First-American lighted signs! 
Speeds traffic safely, builds refreshment volume, 
boosts patron good-will. The F-A line includes 
literally every kind and size of light or sign you 
could possibly need. Send for colorful illustrated 
folder showing them all. Bigger, more attractive 
yet cost less! Many exclusive features. Fit all 
popular-size posts without adapters; glass panels 
slide out for easy access. 


Also Screen Paints, Safety Ladders, Porthole and Lamphouse Blowers, Underground Wire, 
Speaker Cords, Drag Brooms and a Great Line of Refreshment Counters and Equipment. 


= 5" * 
tirst-American products inc 


1717 Wyandotte St., Kansas City 8, Mo. 


Phone: BAltimore 6882 
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Drive-in with Ranch Atmosphere 


The 450-car Cow Town Drive-in at St. 
Joseph, Mo., an operation of Beverly Miller. 


The Cow Town Drive-in features the style of a Western 
ranch. Entrance is made through two runways on either 
side of the box-office (see photo at left) which is con- 
structed of redwood and brick. Archways on either side 
of this structure bear "Howdy, Pardner" signs and are 
also decorated with a cowboy's lariat, made of yellow 
neon tubing taped with black masking to give it a ‘'wind- 
ing" effect. With a capacity of approximately 450 cars, 
the Cow Town has 12 ramps, separated by a distance of 
40 feet each. The space between speaker posts is 20 feet. 
The screen tower (see photo, left below) is a Boyer "E-Z 
Erect" prefabricated unit, purchased from the Ballantyne 
Company, Omaha. There are slight wings on either side of 
the screen, and no border is employed for the picture, 
the image being thrown slightly larger than the screen 
surface. The picture presented is 52 by 39 feet. The dis- 
tance of the throw from the screen to the projection 
booth, which is on the other side of the refreshment build- 
ing, is 209 feet. Projectors are RCA, and the sound sys- 
tem is Ballantyne, including the 'Dub'l Cone" in-car 
speakers. The surface of the drive-in's grounds is white 
rock covered with light oil to hold dust. In front of the 
screen tower is the playground, which has been fenced in. 
Most of the equipment is duplicated on each side of the 
playground; this includes slides, teeter-totters, swings and 
rings and bars. There is one “Whirlaway" and "Spin 
Around" and in the center there is a "Giant Stride." 
Benches are along the rear fence. The refreshment build- 
ing (see photo at top) has been named the "Branding 
Iron Snack Shack." It is constructed of combed redwood 
siding with a base of ranch brick. The entrance doors and 
window frames are natural oak with a slight stain; while 
the window sills are of ranch rock. On either side of the 
entrance doors are two wagon wheels painted red and 
yellow to match the neon tubing above the door, which 
bears several ranch "brands". Along both sides of this 
building picnic tables and benches have been placed for 
the convenience of patrons who wish to enjoy their food 
and drink out-of-doors. The interior of the refreshment 
building is also decorated in ranch style. The service ar- 
rangement is cafeteria-style with patrons entering on 
either of two sides and paying for their purchases at a 
cash register in the center. The same merchandise is 
offered at both counters with most of the equipment be- 
ing duplicated at each. In both sections are a popcorn 
warmer, frankfurter grill, ice cream cabinet and drink 
dispenser. In the center are a popcorn popping machine, 
hamburger grill and snow cone equipment. 
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Kolled Kords 
HELP DRIVE-IN 
»~ OPERATORS... 


by Minimizing Speaker Losses 
by Long Lasting Service 
by Improved Appearance 


Koiled Kords are retractile cords that.... 


EXTEND up to 8 feet or as little as 
needed with no slack, drooping, 
looping wire to catch on and be 
broken by car projections and... 


SPECIFY KOILED KORDS on all new RETRACT to a neat 16 inch coil that 


hangs close to the speaker standard, 
speakers you buy and decide now that when completely out of the way. 


LONG LASTING, tough neoprene 
jacket withstands sunshine or storm, 
high or low temperatures without 
failing. 


local electrical distributor can supply you. NEAT APPEARANCE is assured and 
inspires a feeling of confidence in 
the public mind that the operator 
is giving the best in equipment, 
pictures and service. 


straight cords need replacing you'll use KOILED 


KORDS. Your theatre equipment dealer or 











© 1954 


Koiled Kor Son 6 ewe 


INCORPORATED * Trade Mark of Koiled Kords, Inc. 
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‘ Tg 
DRIVE-INS!!! 
Permalum Screen is exactly what you 
have been looking for. $1.70 per 
square foot, immediate delivery. Write 
for sample and information, or see a 
sample at your National Theatre 
Supply branch. Permanent extruded 
aluminum with a special finish and 
face design for 2D, 3D, Technicolor, 
and CinemaScope pictures for drive-in 

theatre. 


POBLOCKI & SONS 


2159 S. Kinnickinnic Avenue 
Milwaukee, Wisconsin 











Speakin 
abe 


$6.00 — 214” to 44” opening 
$8.00 — 214” to 5/2” opening 
Sold thru Theatre Supply Dealers Exclusively 


YOUR QUESTIONS ARE INVITED. If you have a 
probiem of design or maintenance, the editors of 
BETTER THEATRES will be glad to offer sugges- 
tions. Please be as specific as possible so that 
questions may be answered most helpfully. Address 
your letter to BETTER THEATRES SERVICE DE- 
PARTMENT, Rockefeller Center, New York. 
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A SIMPLIFIED SYSTEM 
DRIVE-IN ACCOUNTS 














[Except in the case of circuit operation, where 
a full-time bookkeeping department probably 
would be available, an accountant handling the 


| books of a drive-in would not be likely to have 


any knowledge of drive-in operation, in which 


| case he would have to be guided at the outset 
| by the operator in setting up his system of 


accounts. Following is a setup based on the long 
experience of the writer in drive-in operation, 
and representing an effort to establish and main- 


| tain a running financial story of drive-in receipts 


and disbursements, profit and loss, etc., with a 
minimum of bookkeeping.] 


Account No. 1—Amount of cash-in 
bank on the first day of each month. Ledger 
also indicates the next gross for the month 
(total of the daily box-office statements and 
refreshment service income). 

Account No. 2—Balance of petty cash 
on the first of each month. The total of all 
the disbursements is entered as a single 
figure, while receipts for same can be sealed 
in envelope, the outside clearly indicating 


| petty cash receipts for the first month of 
| the year and stored in a box that can ac- 
| commodate envelopes for the 


remaining 
eleven months. 

Account No. 3—Deposits. This sheet 
indicates a month’s rent or more, in ad- 


| vance, on property or business. 


| PROPERTY COSTS 


Account No. 4—Land. Cost of land, 
amount of down payment, balance due, and 


| further payments on principal only. 


Account No. 5—Complete cost of 


| theatre structures—projection and refresh- 
| ment service housing, sign, box-office, etc. 


Account No. 6—Complete cost of 


| land and theatre building (combination of 


accounts Nos. 4 and 5). 
Account No. 7—Total cost of theatre 


| equipment—down payment on projection, 
sound, speakers, speaker posts, screen, etc., 
| with balances to be shown from total cost 


to difference after down payment. 
Account No. 8—Total cost of land, 
theatre building and theatre equipment. 


| Monthly balance indicated as payment is 
| made individually on land, buildings and 


equipment. 

Account No. 9—Cost of refreshment 
service equipment—grills, drink dispensers, 
urns, freezers, counters, shelves for storage, 
ovens, warmers, etc., showing down pay- 
ment and balance, each month’s ledger to 
indicate payments made and to strike a new 
balance. 

Account No. 10—Total cost of land, 
theatre buildings, theatre equipment and 


refreshment service equipment (total of 
accounts Nos. + through 9). 

Account No. 11—Cost of office furni- 
ture (desks, chairs, cabinets, etc.), and fix- 
tures (typewriters, addressograph, etc. )— 
down payment and balance to be paid, with 
monthly payments indicated, and new bal- 
anec shown after each payment. 

Account No, 12—Total cost of land, 
theatre buildings, theatre equipment, re- 
freshment service equipment, office furni- 
ture (accounts 4 through 11). It will be 
appreciated that in these first twelve ac- 
counts have been listed all the necessary 
costs and balances that are basic for the 
operatoin of a drive-in. 

(The owner can now instruct his accountant 
to depreciate all the items of equipment covered 
among these first twelve accounts on a basis of 
seven years, which is a reasonable term for tax 


purposes in the circumstances of outdoor oper- 
ation. ) 


Account No. 13—Automobile equip- 
ment (jeep or truck, and car used in busi- 
ness)—down payment and balance due, 
along with monthly payments nad up-to- 
date balances. Depreciation 3 years. 

Account No. 14—Landscaping and 
maintenance equipment, such as mowers, 
water hose, rakes, hedge clippers, etc.— 
down payment and due, with 
monthly payments and up-to-date balances. 
Depreciation 3 years. 


balance 


INTEREST, OPERATION TAX 


Account No. 
Name of bank. 
made, a separate sheet should be set up to 
enter each account individually, each sheet 
indicating payments on principal only, as 
other accounts are listed to show interest 
payments to each blank individually. 

Accont No. 16 — Interest payable. 
Name of bank. If more than one bank 
is to be paid interest, a separate sheet 
should be used to enter each interest pay- 
ment individually. 

Account No. 16 — Interest payable. 
together, along with principal payments and 
is to be paid interest, a separate sheet 

Account No. 18—Withholding tax 
payable. Each month entered separately; 
each balance shown at the end of each 
quarter (3 months) ; payments to be made 
not more than 30 days after completion of 
each quarter. 

Account No. 19—Social Security tax 
payable. Each month entered separately; 
each balance shown at the end of each 


15—Loans payable. 


If more than one loan is 
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quarter (3 months) ; payments to be made 
not more than 30 days after completion of 
each quarter. 

Account No. 20—Admission tax pay- 
able. Each month entered separately, with 
each balance shown at the end of month. 
Payments to be made not more than 30 
days after completion of each complete 
month, or part thereof, such as January Ist 
to January 3lst (not January 15th to Feb- 
ruary 15th). If local or State taxes are 
levied, a separate account for each should 
be set up. 

Account No. 21—Mortgage payable. 
Name of bank; entry of payments on prin- 
cipal only, with date of payment. 

Account No. 22—Interest on mort- 
gage. Name of bank; entry of payments 
of interest only, with date of payment. 

Account No. 23—Sales: admissions 
only. Entry of net receipts (less federal 
and any state and municipal tax) for each 
complete, or accrued part of, month. 





SALES AND PURCHASES 


Account No. 23—Sales: refreshment 
service only. Entry of gross receipts for 
each complete, or accrued part of, month. 

Account No. 24—Purchases: Film 
rental only. Entry of total cost of film 
from all companies combined, for all or 
part of each month. Each company should 
be listed as an account, with one entry for 
each feature and date of payment, and the 
amount; and another entry for same com- 
pany listing shorts and newsreel, dates of 
payment and the amounts. 

Account No. 25—Purchases: refresh- 
ment service only. Enter cost of all sale- 
able items and supplies (combined) to serve 
them (such as plates, cups, spoons, mustard, 
catsup, etc. ). 

Account No, 26—Purchases: refresh- 
ment service only. Enter cost of saleable 
items only, such as frankfurters, ice cream, 
syrups, etc. 

Account No. 27—Purchases: refresh- 
ment service only. Enter costs of supplies 
only, such as plates, spoons, ice, aprons, 
detergents, etc., showing total cost per 
month, and balance due, if any, the first of 
each month. 


GENERAL OVERHEAD 

Account No. 28—Salaries. Enter net 
pay (after all tax deductions). 

Account No. 29—Advertising. Enter 
cost of newspaper space, radio, programs, 
trailers, etc. 

Account No. 30—Exploitation. Enter 
cost of promotional services, such as loud- 
speakers, costumes, printing of special ban- 
ners, etc. 

Account No. 31—Traveling and buy- 
ing expense. Cost of travel to visit ex- 
changes; fees for engaging services of a 
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film buyer, if any, and similar expense. 
Account No. 
Cost of supplies for operating equipment. 


32—Gasoline, oil, ete. 
Account No. 33—Light, electric power 
and gas. Cost of these services for entire 
operation of the drive-in. The operator 
may prefer to break it down into two ac- 
counts, one for general theatre operation 
( projection, attraction 
etc.), the other covering refreshments. 
Account No. 34—Insurance. Cost of 
each premium and balance due. If different 
types of insurance are carried with more 
than one company, each should be set up 
with a separate account number, entering 
cost of premium and balance due on each. 


driveways, sign, 


Account No. 35—Maintenance and 
repairs—theatre operation, covering paint- 
ing the screen, speaker posts, attraction 
sign, buildings, etc., and including projec- 
tion equipment service contracts, if any. 


36—Maintenance and 


covering 


Account No. 
repairs — refreshment 
painting stock room, counters, floors, walls, 


service, 


repair of equipment, etc. 

Account No. 37 — Supplies. Cost of 
paper towels, tissue, carbons, tubes, paints, 
soaps, hand drivers, etc., with balances due. 

Account No. 38—Stationery and print- 
ing. Cost of envelopes letterheads, passes, 
etc., with balances due. 

Account No. 39—Telephone. 

Account No. 40 — Professional fees. 
Cost of services of attorney, notary public, 
accountant, etc. 

Account No. 41 — Taxes, 
land, buildings, personal property, corpora- 


covering 


tion. 

Account No. 42—Film delivery. Cost 
of delivery of film, whether by express, 
freight, air, truck, etc., and balance due. 

Account No. 43—Licenses and dues. 
Dues of motion picture organizations, civic 
clubs, etc., and theatre operating license, 
food and soft drink license, etc. 

Account No. 44—Dividends. Payment 
of moneys to stockholders or to individual 
owners (except salaries). 

Account No. 45—Postage. Cost of 
mailing programs and other correspondence. 

Account No. 46—Bank charges. Cost 
of service as billed by bank. 

Account No. 47—Rent. Payments of 
any monthly rental charges. 

Account No. 48—Net worth. Prepa- 
ration of financial statement at the end of 
each fiscal year, as set up by owners, to 
show profit and loss. 

Conditions of ownership and operation in 
any specific situation determine the precise 
setup of accounts best able to provide a 
clear record that can be kept up-to-date 
with reasonable facility. Those summar- 
ized above do supply a general guide, how- 
ever, and illustrate an approach to the 
beekkeeping function which has proved 
practicable—Wilfred P. Smith. 














AMERICAN 
Approved 


PLAYGROUND 
EQUIPMENT 


Unsurpassed in Design, 
Safety and Performance 


@ It’s the plus factor that makes 
American the most respected name 
in Playground Equipment... Plus 
in design—American leads the field. 
... Plus in performance—Approved 
Equipment stronger, more ruggedly 
built to assure a lifetime of perfect 
repair-free service... Plus in safety — 
for American craftsmen are aware of 
their responsibility for the safety of 
your children. Thus, with American 
you receive far superior design and 
performance and unmatched safety. 


Saed foe Abaslaee 


AMERICAN 


PLAYGROUND DEVICE CO. 


ANDERSON, INDIANA U.S.A. 
EST MANUFACTURERS OF FINE 
2 SWIMMING POOL EQUIPMENT 


WORLE 
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“Daylight” Projection 
System for Drive-Ins 








The main building of the Trafalgar drive-in is shown in process of construction above. In front 
is the steel framework of the extending hood, which protects the screen from extraneous light. 
On the ground level floor are a refreshment stand, manager's apartment and rest rooms. 
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4 “DAYLIGHT” screen sys- 
tem for drive-in theatres to permit oper- 
ators to open early in the evening has been 
designed by Gordon F. White, contractor 
of Ottawa, Canada, and now connected 
with the Perkins Electric Company, Ltd., 





The plan for the “daylight” screen sys- 
tem at the Trafalgar drive-in at Oakville 
is indicated in the drawing of the upper 
floor of the main building above. The 
projection booth is placed behind the 
screen, in front of which a large hood 
spreads to protect it from direct sunlight 
rays. The entire space between the booth 
and the screen is enclosed. 











Montreal, in equipping outdoor theatres for 
the method. The first theatre especially 
built for the purpose is the Trafalgar drive- 
in at Oakville, near Toronto. (See photo- 
graph and drawing. ) 

Under the “daylight” projection plan, a 
transparent screen is mounted at the open 
end of a building, and the projection room 
constructed behind the screen, requiring 
rear projection, The entire space between 
the booth and screen is enclosed to house 
the projection beam. To shield the screen 
from direct sunlight rays, a large hood 
spreads out in front of it. Ramp design is 
the same as for conventional drive-ins. 

The screen used is molded of a plastic 
composition (ethylcellulose and cellulose 
acetate). After mounting on a rigid frame, 
it is stretched with equal tension in all 
“set” in this 
condition before additional processing. 


directions and is allowed to 


The next step is application of a polar- 
ized plastic finishing coat. Prior to its 
application, a projector is set up behind the 
screen. A typical field of projector illumi- 
focused on the rear surface, 
which has been given a light “frosting.” 
By means of a foot-candle meter, variances 
in the light field are noted, and the thick- 
ness of the polarizing coat is varied accord- 
ing to those readings to produce uniform 
illumination over the entire screen area. 


nation is 


(Continued on page 80) 


[Following are devices which have 
proved effective for Walter Reade Theatres _ 
in building patronage and good-will for its 
drive-ins in New Jersey and New York.] 


PICNIC FACILITIES 


In the playground area are also tables 
and benches for picnickers. Facilities are 
used quite extensively during the day 
and early evening. Families arrive at the 
theatre ‘as early as 5:30 with lunch 
baskets to enjoy an outdoor snack and 
to let the children have fun before the 
picture starts. 


FIREWORKS 


Display usually limited to about 20 
minutes. For safety, apply good judg- 
ment, watch wind direction. Check first 
with authorities. A permit may be re- 
quired, also posting of a liability bond 
to cover any possible damage. 


CHILD BEAUTY CONTEST 


Prizes for this kind of contest and 
complete merchant and newspaper co- 
operation are easily obtained. Contest 
can be tied in with local paper by 
making it a newspaper project and giv- 
ing the paper screen credit, while it 
reciprocates by giving free space each 
day for the official entry blank, lots of 
publicity and pictures of all weekly 
contestants. 

Run elimination contests for four 
weeks, selecting two boys and two girls 
each night, then hold finals in fifth week. 
(lf circuit operation, conduct a grand 
contest at one centrally located drive-in 
at which time a circuit “king” and 
"queen" are selected.) 

Prizes that can be promoted from 
merchants are complete children’s out- 
fits, gold cups inscribed, jewelry and 
other gifts. 

Local women's clubs and civic organi- 
tations are glad to supply judges. 


CIRCUS TYPE ACTS 


Live animal acts are popular; they are 
available with elephants, tigers, lions, 
rabbits, monkeys, etc. Aerial acts are 
also effective special attractions. 

To stimulate pre-show business, sched- 
ule two performances an evening, one 
approximately a half hour before starting 
the screen show, the next after main 
intermission period. 


RELIGIOUS SERVICES 


To stimulate public awareness of drive- 
ins, especially among people not regular 
patrons, "Sunrise Services," as at Easter, 
are effective, 


CONGRATULATORY MESSAGES 


To build good-will send congratulatory 
cards "to the newborn babies," with free 
passes to their parents. These names are 
obtained from local newspapers, and 
cards and passes are sent out about 
three months after announcement. 
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Maintenance 








BECAUSE FLOORS of a the- 
atre are subject to extraordinarily hard 
wear, the only way to avoid high repair 
and replacement costs is to give them con- 
sistent care according to proven methods. 
The following recommendations have been 
compiled from the experience of mainte- 
nance organizations, of veteran operators of 
large theatre circuits, and of makers of floor 
cleaning equipment and flooring materials. 


ASPHALT TILE 


In the original installation of asphalt 
tile, it is recommended that the floor be 
given a thorough cleaning after four or 
five days. Use a cleaning solution and floor 
machine with a scrub brush or steel wool 
disc to remove any oil-like film or other 
foreign matter from the surface, then rinse 
with clear water. 

When the floor is dry, two thin 
“non-slip” type wax should be applied. 
After a curing period of four to six months, 
old wax should be stripped off and one 
thin coat of tile preserver applied. If de- 
sired, the floor can then also be rewaxed. 

Asphalt tile floors so protected in the be- 
ginning will thereafter require only dust 
mopping or vacuuming, and occasional buff- 
ing with a machine to restore luster. 

When conditions warrant, they may be 
damp-mopped with clean water, or washed 
periodically with water and mild soap and 
rinsed. Be sure moisture is promptly re- 
moved afterwards. Excessive use of water 
should be avoided at all times. Use only 
cool or lukewarm water. 

If asphalt tile has deteriorated, or faded 
in color badly, and replacement is imprac- 
ticable, the same initial cleaning methods 
can be used. After drying, however, apply 
tile preserver before waxing. This will 
restore color and beauty to the floor. Its 
porosity is also reduced, and minute 
scratches will be made smooth. 

Never use varnish, wood floor seals or 
spirit waxes on asphalt tile. Also, avoid 
the use of alkaline or caustic cleaners. 


coats of 


TERRAZZO 


After final grinding, the floor should be 
thoroughly cleaned with solution and ma- 
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FLOOR CARE 


chine. It should then be rinsed and dried. | 

When dry, terrazzo should be sealed; 
one coat usually is sufficient. (Sealing 
prevents absorption of water and other 
foreign matter which might cause staining, 
as well as providing protection against 
“dusting” of the surface. ) 

Two thin coats of wax can be applied, if | 
desired. Use an applicator or short-stringed 
mop, and be sure the first coat is dry before 
the second is applied. 

A new terrazzo floor treated in this man- 
ner will have excellent “anti-slip” qualities, 
even after it is polished. It will also have 
a protective coating requiring only dust 
mopping or vacuuming, or an occasional | 
polishing to keep it clean. Water will be 
required for stubborn stains, however. 

If dirt becomes so imbedded that the 
finish does not respond to buffing, remove 
accumulated wax and prepare the surface 
as for new terrazzo. 

Terrazzo that has become scarred and 
pitted from caustic cleaners, or for other 
reasons, and dirt and grease have pene- 
trated deeply, discoloring the surface and 
making effective cleaning impossible, can 
be restored by this method: 

Use a floor machine with a carborundum 
stone grinding disc to grind the floor to a 
new, clean surface. Grind the floor by 
sections, taking two to four sections at a 
time. While grinding, keep the floor wet 
with clear water. After this operation, 
clean the floor and refinish as above. 


RUBBER TILE 


Under normal use, daily maintenance of 
rubber tile consists of dust mopping or | 
vacuuming, and occasional polishing with | 
a floor machine to keep it clean. 

Periodic buffing with a polishing brush 
or fine steel wool disc will greatly reduce 
sweeping time, increase durabality of the 
wax and reduce frequency of rewaxing. 
Never use harsh buffers, and do not buff 
severely. 

Cleaners containing oils, grease or harsh | 
compounds, and sweeping compounds con- 
taining oil, will stain and soften the floor 
surface. So will spirit-type penetrating 
sealers or waxes. 

To guard against indentations by heavy | 






















J CLEANER 


REACHES INTO 
EVERY SEAT 


Stretches up 
aisles —down 
rows — CUTS 

CLEANING TIME 
IN HALF 













































ULTRA 
FLEXIBLE 


Highly maneuverable, 
low cost vacuum cleaner 
with the power and ca- 
pacity for big jobs. 
Extremely flexible Ac- 
cordion (R) Hose cleans 
larger area without 
moving the machine, 
stretches from 6’ to 16’ 
and can be coupled for 
longer reach. Converts 
to wet pick-up and 
power blower. 
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Pullman Vacuum Cleaner Corp. 
Boston 19, Mass. 
| would like more information about the 


Pullman Theater Vacuum Cleaner with Accor- 
dion Hose. 
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STATE 














It just seems like magic, 
because as seat-repair spe- 
cialists we do speedy work 
without a moment's inter- 
ruption of your show! Be- 
cause we know exhibitors’ 
needs . . . because we're 
aware of customers’ prefer- 
ences, our customer-list 
reads like a "Who's Who.” 
Tell us your requirements, 
we'll quote promptly and 
cheerfully and give you 
s-t-r-e-a-m-l-i-n-ed 


PARTS replacement for any make! 
RE-UPHOLSTERY for any style! 


WIRE « PHONE « WRITE 


MANU FACTURERS— 


Foam Rubber & Spring 
Cushions, back and seat 
covers 


DISTRIBUTORS— 
Upholstery Fabrics and 
general seating supplies 


theatre seat 
service co. 


160 Hermitage Avenue 


Nashville, Tennessee 


RAYTONE’S 
NEW 
SCREEN BRUSH 


Keep your new screen 
bright and free of light- 
$17.50 absorbing dust! 


Made of a miraculously soft, long white, 
hard-to-obtain imported bristle that will 
not damage silver surfaces. Must be 
used regularly. Recommended for new 
screens only. Order from your dealer. 


RAYTONE SCREEN CORPORATION 


165 Clermont St., Brooklyn 


| objects, provide special dent-proof casters 
or rests on furniture. 


LINOLEUM 


In removing dirt and oily film from 
linoleum floors, the surface should be 
washed with a mild cleaning solution, 





service! | 


rinsed with clean water and thoroughly 
dried. 

When floor is dry, apply two or more 
coats of wax with an applicator or short- 
string mop. (Some floors are porous and 
may require several more coatings to pro- 
duce a smooth surface.) After the last 
coat is applied, polish. 

Avoid excessive use of water in mopping 
linoleum, mever use hot water. (Water 
may seep underneath and loosen the lino- 
leum from its backing unless care is taken. ) 

Linoleum so protected may be washed 
periodically with water and mild soap, pro- 
vided the moisture is promptly removed 
from the surface after washing and rinsing. 
Re-waxing of the linoleum should be done 
as required. 

A water emulsion wax should be used 
on linoleum, and there are on the market 
a number of so-called “non-slip” or “slip 
resistant” types. This “non-slip” charac- 
teristic is induced in wax in several differ- 
ent ways, one being the introduction of a 
product called “Ludox” (du Pont). 

One manufacturer (Johnson) while de- 
claring there is no such thing as a truly 
“non-slip” wax and not promoting his ma- 
terial as such, states that his product defi- 
nitely retards by “slowing down” the floors’ 
surface. In addition, he says, it offers a 
high gloss, and can easily be maintained 
by damp-mopping and rebuffing. 

Part of the method of attaining non-slip 
floors calls for careful cleaning and appli- 
cation of any product. It is better to ap- 
ply at least two thin coats of wax in place 
of one heavy Also, polishing after 
the final application tends to reduce the 
hazard of slipping. 

When linoleum has deteriorated or faded 
in color because of faulty maintenance, it 
should be cleaned thoroughly with solution 
and vacuum as described above. After the 
floor is dry, including the seams, a coat of 
rubber tile preserver should be applied. The 
porosity of the floor is thus also reduced. 

In cleaning linoleum never use a harsh 
alkaline agent. Excessive alkali will com- 
bine chemically with the oil used in making 
linoleum to form a soap-like mixture which 
breaks down the structure of linoleum. 
(More linoleum is ‘“‘washed out” than 
wears out.) 


one. 


CARPETING 


Dirt is an ever-present threat to the life 
of carpeting; if not frequently and effec- 
tively removed, it will mar the appearance 





of it beyond restoration except at consid- 
erable expense. 

Efficient removal of dirt from carpeting 
every day requires proper equipment for the 
job conscientiously applied with know-how. 
The work calls for heavy-duty vacuum 
cleaning equipment of a type and “lift” 
and tank capacity suited to the amount and 
location of the carpeted areas. 

In a large theatre, a central system, with 
outlets conveniently placed on all levels, is 
economical in the long run. For the aver- 
age theatre, however, the daily carpet clean- 
ing job can be efficiently performed with 
tank type “portable” equipment on casters 
or rollers which allow easy movement with- 
out injury to the pile. 

Such mobile equipment is available in a 
variety of models from which to choose a 
type suited to specific floor conditions. 
Overall weight is of course a leading factor 
where there are balconies and mezzanine 
corridors or lounges. The location of out- 
lets figures in the determination of work- 
ing radius. Such equipment is regularly 
equipped with 50-foot extension cords, and 
longer ones can be substituted. 


SELECTING VACUUM EQUIPMENT 


Weight is more or less controlled by 
capacity; yet there are models of the same 
horsepower which vary considerably in 
overall poundage. Another variation, size 
for size, may lie in the pickup power. 

Model sizes are commonly cited in terms 
of horsepower. ‘This is a general guide to 
pickup power ; however, the suction is actu- 
ally rated in terms of “water-lift.” Sizes 
adapted to average theatre conditions, for 
the entire carpet vacuuming job without 
supplementary cleaners of lighter weight, 
are usually from about 34 h. p. to around 
1 h. p., with a water-lift rating neighbor- 
hood of 36 inches for the smaller horsepow- 
er, to around 49 inches for the larger. Such 
equipment is likely to weigh between 40 
and 50 pounds. 

Another consideration in selecting equip- 
ment is the value of its convertibility to 
use as a blower for the purpose of cleaning 
the floor under seating of material too 
large or otherwise too resistant to be sucked 
up. Some models of general-purpose vacu- 
um cleaners can be converted into blowers. 


USING VACUUM EQUIPMENT 


The machine should do most of the work 
—not the operator. He shouldn’t fight 
the machine. Pressing down hinders the 
vacuum, since some air should come in un- 
der the tool. Long, easy strokes should be 
used with one hand placed under the elbow 
joint and the other guiding the tool. 

When cleaning under chairs, the swivel 
should do the work so that the handle lies 
flat. It will be found that the operator 
can get in almost everywhere this way. 

The dirt receptacle should be emptied 
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before it becomes full of dirt. Overfilling 
it reduces the efficiency of the machine. 
The bag should be shaken every time the 
dirt can is emptied. 

If something clogs in the tool, the tool 
should be removed and the tool mouth 
placed against the open hose. In most cases 
this will pull the matter into the hose. 

In bare floor cleaning it is important to 
use a slightly rolling motion so that some 
air is let into the front of the tool on a 
forward motion and into the back of the 
tool as it is pulled backward. If no air 
passes through, the suction cannot work. 


SPOT CLEANING 


There are some kinds of carpet soil that 
vacuum equipment cannot remove. Spot 
cleaning with water or a chemical is neces- 
sary from time to time. 

A squashed piece of candy can be re- 
moved readily with water. At least most 
of it consists in sugar, which is soluble in 
water. If that doesn’t dissolve quite all 
of it, a little green soap should be added 
to the water. Care must be used not to 
get the pile soppy, otherwise it will mat 
down. 

Gum usually yields readily to carbon 
tetrachloride. Have handy an oil can con- 
taining this chemical and squirt a few 
drops on the wad. If it has hardened, sev- 
eral applications may be necessary. In any 
case, it will dissolve sufficiently to allow 
freeing it from the pile without injury to 
the latter. Carbon tetrachloride will also 
remove some kinds of stains, particularly 
those of a greasy nature. 


SHAMPOOING 


In time carpeting inevitably becomes 
soiled enough for its colors to dull. When 
the fabric is structurally in good condition, 
such dulling ordinarily calls for shampoo- 
ing, which cannot be done well without 
sending the fabric out to a carpet shampoo- 
ing establishment. 

To take up carpeting is impracticable in 
the case of operating theatres. 

There are a number of crystal and fluid 
types of carpet shampoos. Any shampoo 
requiring the use of water is highly objec- 
tionable, because it takes a long time for 
the backing of the carpeting to dry out; in 
the meantime, walking upon it is likely 
to mix dirt and moisture in the backing 
of carpet so that the dirt cannot be re- 
moved by vacuuming. Damp pile, if 
walked upon, will mat beyond uniform re- 
covery. 

Shampoos employing such a compound 
as carbon tetrachloride—so-called “‘soap- 
less lathers’—which do not involve the use 
of water, are said to require only several 
hours for drying. Where shampooing is 
necessary in order to remove unsightly 
blotches in certain areas, this is the type of 
shampoo that should be used. 














BETTER THEATRES Section, Guide Number of 1954 





A BIGGER, BETTER, BRIGHTER PICTURE 
IS YOURS WITH THIS PERFECT PAIR 
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MIRRO - CLARIC 
ALL-PURPOSE SCREEN 
with Invisible Seams 







@ Excellent for 3D, 2D, CINEMASCOPE 
® High brightness gain—about 3.5 to 1 
® Maximum light distribution to all seats 
© New type seams—absolutely invisible 
LOWEST PRICE EVER Only 51-00 Sq. Ft. IMMEDIATE DELIVERY. Order Now! 
SPECIAL APERTURES for all ratios 1.66 to 1—1.75 to 1—1.85 to 1—2 to 1 
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CHANGEABLE LETTER DISPLAYS 


ADLER GLASS-IN-FRAME DIS- 
PLAYS—‘“*REMOVA-PANEL” — 
“THIRD DIMENSION” PLASTIC 
& CAST ALUMINUM LETTERS 


ADLER “‘SECTIONAD"’ LOW COST 
CHANGEABLE LETTER DISPLAYS 
WRITE FOR FREE CATALOG 


ADLER SILHOUETTE LETTER CoO. 


11843 b W. Olympic, Los Angeles 64, Calif. 
30 West Washington, Chicago, Ill. 








BUILT TO TAKE IT — 









WITHSTAND 
TOUGHEST WEAR 


Comfort — the minute 





they’re occupied! 


Their Beauty sparkles! 





WRITE FOR CATALOG 


GRIGGS EQUIPMENT CO. 
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Basic to an understanding of developments in film product! 


NEW SCREEN TECHNIQUES 


... written in non-technical language by 26 authorities on CinemaScope 


and other wide-screen methods, and on 3D and stereo sound. 


© Hailed by exhibitors, film critics and producers as a “must book’’ for 
the industry in these times. BELOW IS AN ORDER COUPON— 





Quigley Publishing Company, 1270 Sixth Avenue, New York 20, N. Y.— 


ee COPY/COPIES OF “NEW SCREEN TECHNIQUES” 
Enclosed is my NAME ........ 

check or money 

ectraatiieit ppl. ee eee 

per copy [] 

Oye a 




















“Daylight” Projection System 


(Continued from page 76) 


The polarizing medium is a liquid with 
plastic bases of the same material as the 
transparent screen. Ingredients are added 
to this base to cause the material, when 
sprayed on the screen and exposed to air, 
to harden into microscopic _ polarizing 
crystals. (When viewed at a magnification 
of 700, these crystals appear like miniature 
telephone poles dropped at random ‘into a 
heap.) As thicker coatings are applied, the 
crystals are more numerous. Thus trans- 
light the the 
audience side of the screen is varied to pro- 


mission of from inner to 
duce a flat field of picture illumination. 

Mr. White explains that the relative 
sharpness which he claims for pictures thus 
exhibited is due to action of the “polariz- 
ing” crystals. He says that each polarized 
character, 
thus originating its own light source and 
and 
that the size of the crystals acts to break 


crystal assumes a luminescent 


acting somewhat like a camera lens; 


up the projected images of the silver grains 
of the film image, resulting in a projected 
picture that is without photographic 
“grain.” 

The screen is washable with soap and 
and is rated 


water as flame resistant— it 


will burn, but very slowly. The projection 


and screen structure is engineered to stand 
winds up to 90 miles an hour. 

The size of the picture at the Trafalgar 
is 44 by 31 feet, and the length of throw 
from the projection booth in the rear is 
about 60 feet. Standard projectors are used 
with lenses of short focal length and a 
prism is incorporated into the optical to 
reverse the pictures to normal direction. 
While a mirror might have served the same 
purpose, Mr. White points out, it would 
have resulted in greater light loss than a 
prism causes, and also would have produced 
a “hot” spot. The picture is illuminated by 
arc lamps burned at approximately 100 
amperes. 

The entire projection equipment at the 
Trafalgar is completely enclosed in a three- 
story building. There is room enough in 
the booth for two sets of equipment, and it 
is planned to have another projector placed 
on an adjoining side for wide-screen pre- 
sentation, ports for which have already been 
installed. Also housed in this building are 
a refreshment stand, an apartment and rest 
rooms. 

In addition to the advantage to drive-in 
operators of having two shows an evening 
instead of one, Mr. White points out other 





Finest Theatre Service— Anywhere 


BACK of every RCA Theatre Serv- 
ice engineer are all the resources 
and facilities of the Radio Corpo- 
ration of America. No technical 
problem in theatre sound or pro- 
jection is too difficult for RCA 


Service engineers to tackle and 
solve... for You! 

For over 25 years, RCA Theatre 
Service has been consistently of 
the highest quality . . . thoroughly 
dependable . . . and friendly. 


RCA Service Company, Inc. 


A Radio Corporation of America Subsidiary 


Camden, N. J. 


benefits the system offers. For one thing, 
he says, underground cables do not have to 
be laid from the projection booth to the 
screen tower. For another, utilization of 
the drive-in twice a night means the capac- 
ity can be kept down with less speakers in 
a smaller area. 





—_——— 


| CANADIAN DEALERS 


Adamson, M. L., 105 Strand Theatre Bldg., 
Edmonton, Atla. 

Dominion Sound Equipments, Ltd., 76 Hollis 
Street, Halifax, N. S.; 4040 St. Catherine 
Street, West Montreal, Que.; 820 Cambie 
St., Vancouver, B. C.; 712 Eighth Avenue, 
West, Calgary, Alta. 4 Hazen Avenue. 
St. John, N.B.; 1299 Boulevard Charest, 
Quebec City, Que.; 270 McLaren Street, 
Ottawa, Ont.; 218-222 Fort Street, Win- 
nipeg, Man.; 5 Pisch Block, 1651 lth 
Ave., Regina, Sask.; 10705 106th St., Van- 
couver, B. C.; Edmonton, Alta., 386 Vic- 
toria St., Toronto, Ont. 

Dominion Theatre Equipment Company, 847 
Davie Street, Vancouver, B. C. 

Empire Agencies, Ltd., 573 Hornby Street, 
Vancouver, B. C. 

Ltd., 431 Street, 


Gaumont-Kalee, Yonge 


Toronto, Ont. 

General Theatre Supply Company, Ltd., 104 
Bond Street, Toronto, Ont.; 288 St. Cath- 
erine Street, Montreal, Que.; 916 Davie 
Street, Vancouver, B.C.; 185 Portage, 
Winnipeg, Man.; 86 Charlotte St., St. 
John, N. B. 

Hutton & Sons, Inc., Charles, 222 Water 
Street, St. John's Newfoundland. 

LaSalle Recreations, Ltd., 945 Granville 
Street, Vancouver, B. C. 

Motion Picture Supplies, Ltd., 22 Prescott 
Street, St. John's, Newfoundland. 

Perkins Electric Co., Ltd., 2027 Bleury St., 
Montreal, Que.; 277 Victoria Street, 
Toronto, Ont. 

Rice & Company, J. M., 202 Canada Bldg., 
Winnipeg, Man. 

Sharp's Theatre Supplies, Ltd., 
change Bldg., Calgary, Atla. 


Film Ex- 


Theatre Equipment Supply Company, 906 
Davie Street, Vancouver, B. C. 
United Electric Company, 847 Davie Street, 
Vancouver, B. C. 
e 


EXPORT DISTRIBUTORS 


Bizzelle Cinema Supply Corp., 420 West 
45th St., New York 19, N. Y. 

Frazar & Hansen, Export Division, 30! Clay 
Street, San Francisco I1, Calif. 

National Theatre Supply, Export Division, 92 
Gold Street, New York 7, N. Y. 

Norpat Sales, Inc., 113 West 42d Street, 
New York, N. Y. 

Radio Corporation of America, RCA Inter- 
national Division, 1260 Sixth Avenue, New 
York, N. Y. 

Robin, Inc., J. E.; 267 Rhode Island Avenue, 
East Orange, N. J. 

S. O. S. Cinema Supply Corporation, Export 
Division, 303 West 42nd Street, New York 
18, N. Y. 

K. Streuber & La Chicotte, 250 West 57th 
Str., New York, N. Y. 

Westrex Corp., II1 Eighth Avenue, New 
York II, N. Y. 
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Air Supply & Conditioning 











AIR DEVICES, INC., 185 Madison Ave., New 
Y 


York 16, N 
Air filters, diffusers, exhausters. 


DIFFUSERS, Square or rectangular: Available in 
three basic types and a variety of vane arrangements, 
patterns and sizes. Type R is for surface mounting; 
Type RV for mounting on exposed ducts; Type RTC 
for flush mounting in acoustically treated ceilings, 
fitting flush with acoustic tiles of standard sizes. All 
types have units ut stamped steel, spot welded for 
rigidity, and are finished in baked enamel lacquer. 
They can be assembled in many vane arrangements 
for diffusion in one, two, three or four directions. 


DIFFUSERS, Circular: Fabricated of spun aluminum 
in a variety of sizes for flush or suspended mounting. 
Available for combination supply and recirculation; 
also for combination with built-in light sources. Fin- 
ished in baked aluminum lacquer. 


FILTERS (TYPE FM “Agitair’’): Permanent clean- 
able viscous type with filtering media consisting of 
layers of expanded metal to stop and hold dust for 
long periods of time. 


EXHAUSTERS: Wind-actuated for general ventilat- 
ing exhausting service. Consiructed of heavy-gauge 
steel with corrosion-resistant finish. Wide ‘“‘venturi- 
type” orifices for maximum exhaust efficiency. De- 
signed for positive elimination of down draft. 
Weatherproof. 


DOMESTIC DISTRIBUTION: Authorized dealers in 
heating and ventilating industry. 


Cable Address: AIRDEVICES. 





ANEMOSTAT CORP. OF AMERICA, 10 East 39th 
St., New York, N. Y. 


Air diffusers. 


ASPIRATING TYPE OUTLETS (“Anemostats”) in 
ceiling and wall models for flush or projected mounting, 
frabricated for assembly according to air volume and 
adjustable directionally; line includes model for fre- 
quent air change with low velocity (AR-2); for use with 
unit heater (HU); combination supply and exhaust 
(AC); supply with adjustable flow pattern (C-1); 
combination diffuser and cove light (CSL); combina- 
tion diffuser and globe light (NL-1); fiush-mounted 
ceiling supply (C); wall supply (W). 


DOMESTIC DISTRIBUTION: Air-conditioning con- 
tractors. 





CARRIER CORPORATION, 300 South Geddes 
St., Syracuse 1, N. Y. 


Air-conditioning and refrigeration equip- 
ment. Unitary, self-contained and central sta- 
tion equipment. Industrial heating equipment. 


DOMESTIC DISTRIBUTION: Branches in principal 
cities, 


FOREIGN DISTRIBUTION: Carrier I i 
Division, 385 Madison Ave., New York 17, N. Y. 





CHRYSLER AIRTEMP, 
Dayton, Chio 


1600 Webster Street, 


Packaged air conditioners, centr:al system 
cooling equipment, packaged water chillers. 


PACKAGED AIR-CONDITIONERS: Self-contained 


82 


units with sealed radial compressors; available in 2, 
3, 5, 8, 11 and 15 ton cap. for use on either city water 
or cooling tower applications. Air handling cap. for 
both ae and ventilation with steam coils available 
g and ventilation air heating. Air cooled 

avail ible in 2, 3 and 5 ton capacities. 


CENTRAL PLANT COOLING: Direct-connected, 
heavy-duty, radial compressor and condensing units 
available in 10 to 125 ton sizes with variable cap. 
— to balance output of machine with cooling 
oa 


PACKAGED WATER CHILLERS: Assembled chil- 
lers consisting of Chrysler Airtemp variable cap. radial 
condensing or compressor unit, water chiller, heat 
exchangers, liquid solenoids, expansion valves, liquid 
strainers, suction strainers, control and automatic 
safety thermostats available in 10 to 200 ton cap. 


DOMESTIC DISTRIBUTION: Authorized air-condi- 
tioning dealers. 





CURTIS REFRIGERATING MACHINE DIV. of 
Curtis Manufacturing Co., 1905 Kienien Ave., 
St. Louis 20, Mo. 


Air conditioning. 


TYPE PA AIR-CONDITIONERS: Self-contained 
cooling units for use within the conditioned space, or 
with ducts, including heating coils. MODEL 250PA, 
2 tons; MODEL 400PA, 3 tons, MODEL 600PA, 5 
tons; MODEL 800PA, 7% tons; MODEL 1200PA, 10 
tons. Available with either semi-hermetic or open type 
compressor 


TYPE CTAC CENTRAL TYPE AIR- agg ge 
ERS: Self-contained “package” equipm for 
with ductwork; includes heating coils. MODEL FWH. 
1500 CTAC, 15 tons. 


CONDENSING UNITS: Complete range of sizes from 
%4-h.p. to 40 tons incl.; % to 2 h.p. air-cooled units; % 
to 5 h.p. water-cooled enite with shell & coil con- 
densers; 74% to 40 tons water-cooled ey” ye ~~ 4 
with cleanable shell and tube condensers; % een 

2 h.p. combination air- and water-cooled units. 


COOLING TOWERS & EVAPORATIVE 
DENSERS: Complete range of sizes from 3 to 100 
tons cap. for indoor or outdoor use. 


AIR HANDLING UNITS AND UNIT COOLERS: 
Complete range of sizes to match with condensing 
units above. 


DOMESTIC DISTRIBUTION: Authorized air-con- 
ditioning dealers. Cable Address: CURTISAW ST. 
LOUIS USA. 





GENERAL ecTaS co., Air-Conditioning 
Div., Bloomfield, N. J. 


Mechanical i equipment, evap- 
orative condensers, boilers. 


TYPE FD UNIT CONDITIONERS: Self-contained 
cooling equipment for direct space or duct conditioning; 
include heating with addition of suitable coils. Type 
FD-100D, 10 tons; FD-75D, 7% tons; FD-50D, 5 tons; 
also 2 and 3 tons. 


TYPE HD CENTRAL STATION CONDITIONERS: 
Horizontal (HDH) and vertical (HDV) models; pro- 
vide both cooling and heating; five basic frame sizes 
in each type; cooling range 2 to 49 tons; heating 
range 34,000-1,169,000 Btu’s per hr.; flexible design for 
space accommodation. Face and bypass dampers for 
effective humidity control. 


TYPE CM CONDENSING UNITS: Cap. range from 
small room to building requirements. Max. single-unit 
rating @ h.p. 


TYPE LM BOILERS: Gas-fired for steam, vapor, hot 
water or radiant heating; eight sizes from 76,800 to 
345,600 Btu’s per hr.; single or multiple installations. 


TYPE LA BOILERS: Oil-fired for all types of ueat- 
ing; five sizes from 100,000 to 450,000 Btu’s per hr. 


DRINKING WATER COOLERS: 4, 7, and 10 gal. per 
hr. air cooled pressure types; 10 gal. per hr. water 
cooled pressure type: 3 gal. per hr. bottle type. Her- 
metically sealed refrigeration system, 5-year warranty. 


DOMESTIC DISTRIBUTION: Authorized air-condi- 
tioning dealers. 


Interna- 
New 


Cable Address: INGENETRIC. EXPORT: 
tional General Electric Co., 570 Lexington Ave., 
York. 





TYPHOON AIR CONDITIONING CO., 
Union St., Brooklyn, N. Y. 


INC., 794 


Unit air-conditioners, heat transfer surfaces. 


UNIT CONDITIONERS: Self-contained free-standing 
units with mechanical refrigeration, crackle-finish steel 
exterior, in 9 cooling c apacities, £343 64 B 
20 and h.p. Sizes from 2 h.p. cabinet, 22%” x 354” x 
8014” high to 25 h.p. cabinet, 33” x 62” x 95” 
Weights from 680 Ibs 

h.p. model. 


high 

for 2 h.p. to 3,213 Ibs. for 25 
HEATING EQUIPMENT: Water and steam coils to 
fit any capacity Typhoon package air-conditioner, same 
all-copper construction and large prime surface used 
in cooling coils. 


DOMESTIC DISTRIBUTION: Through RCA Theatre 
Equipment Supply Dealers (marked with asterisk, 
page 100). 


Cable Address: TYPHOON. EXPORT AGENT: 
Douglas Fraser, Typhoon Export Corp., 800 Union S¢., 
Brooklyn, N. Y. 





U. S. AIR CONDITIONING CORP., 33rd and 


Como Ave., S.E., Minneapolis, Minn. 


heat transfer coils, 
fans, 


Unit air-conditioners, 
unit heaters, evaporative condensers, 
air washers. 


“Kooler-aire” line of air- 
conditioning plants with mechanical refrigeration in 
steel casing designed for convenient servicing. (Models 
RK 3 to 60 in 10 cooling capacities—3, 5, 7%, 10, 15, 20, 
25, 30, 40, 50 and 60 tons; evaporative condenser; ther- 
mal overload protection; max. dimensions (40 tons) 
150% in. wide, 60% in. high; shippable in sections for 
limited openings. Models RKW in same capacities for 
well water or cooling tower applications. Models RKC 
with water chiller for cold well water air-conditioning. 
Models RKCW with evaporative water chillers, water 
cooled shell and tube condenser for remote air-condi- 
tioning applications. Models DRK in capacities from 
10 to 60 tons, with two complete refrigeration systems. 


UNIT CONDITIONERS: 


FANS AND BLOWERS: Single- and double-inlet 
types in all sizes, backward and forward curve fans, 
with standard discharge available; may be used for 
simple ventilation, with air washers, and for exhaust. 


HEATING EQUIPMENT: Gas-fired unit heaters, 
55,000 to 400,000 Btu’s per hour. Available in pro- 
peller fan, blower and duct types. 


COILS: For water or direct expansion (Freon or 
methyl! chloride) cooling; depths 1 to 8 rows of tubes, 
11 standard header and tube lengths 1 to 10 ft. Heating 
coils available in complete range of capacities—water 
and steam types. 


EVAPORATIVE CONDENSERS: 15 sizes (Type 
ECU), available in 7% to 40 tons capacity, for Freon 
and other standard refrigerants; also especially com- 
pact model (Type R) for Freon cooling plants. 
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DIRECT SPACE CONDITIONERS: Packaged units 
in 2, 3, 5, 7%, 10 and 15 ton cap. refrigeration; de- 
signed for direct space cooling. 


ROOM CONDITIONERS: Window Model, 3 


ton and 1 ton models available. 


1% ton, % 


DOMESTIC DISTRIBUTION: Authorized 
supply and air-conditioning equipment dealers. 


Cable Address: 


theatre 


USAIRCO. 





Architectural Materials, Design 
& Interior Decoration Service 











CHICOPEE MILLS, Lumite Division, 47 Worth 
St., New York 13, N. Y. 


Wall covering and ‘drapery fabric of woven 
plastic filament. 


LUMITE WOVEN SARAN FABRICS: Lumite fabric 
may be apjlied to walls by approved conventional 
methods, or suspended as a curtain or back-drop; will 
gather into folds, particularly for fixed draping. Avail- 
able in both large- and small-scale patterns in a vari- 
ety of colors. 


DOMESTIC DISTRIBUTION: 


Cable Address: 
dept. 


Wholesalers. 


CHICOPEE. EXPORT: Firm export 





F & Y BUILDING SERVICE, 319 E. Town St., 
Columbus 15, Ohio. 


Theatre design and construction. 


ARCHITECTURAL AND CONSTRUCTION SERV- 
ICE includes complete planning and contracting. 


(ALSO SEE PAGE 23) 





KNOXVILLE SCENIC STUDIOS, INC., Mary- 
ville Pike, P. O. Box 1029, Knoxville, Tenn. 


Interior Decoration and Stage Installations. 


WIDE-CURVE SCREEN FRAMES: For Cinema- 
Scope with automatic masking top and sides, complete 
with curved tracks and curtains, 3 types, stationary, 
flying, portable, steel and aluminum construction. 


COMPLETE DECORATING SERVICE: Design, deco- 
rative and mural painting, black-light decoration, 
Fiberglas ceilings, wall fabrics. Complete theatre deco- 
rating service. 


STAGE INSTALLATIONS: Curtains and track 
control equipment, draperies, lighting, hardware, 
ging, cycloramas. 


DISTRIBUTION AND SERVICE CONTRACTS: 
rect, or through theatre supply dealers. 


EXPORT: Knoxville Scenic Studios, 
Pike, Box 1029, Knoxville, Tenn. 


Old Maryville 





MARSH WALL PRODUCTS, INC., Dover, Ohio. 


Prefinished wall and ceiling panels, mould- 
ings, adhesives and installation accessories. 


“MARLITE” PANELS: Prefinished wall and ceil- 
ing panels in colors and various texture and grain 
finishes, available in full range of standard colors and 
related shades in the ‘“HI-GLOSS” finish; in solid 
colors, scored horizontally (“‘Horizontaline”’) or 4 inch 
squares (“The Pattern”) in white or harmonizing 
color. Standard sizes (in ft.) 4x 4,4 x 5,4x6,4x 8 
Thickness 5/32 inch. 


“MARLITE” PLANK AND BLOCK: Tongue and 
groove prefinished paneling. Planks are 16 wide and 
8’ long. Blocks are 16’ square. Both are 3/16” thick. 
Available in ten new “companion colors” styled by 
Raymond Loewy four authentic 
wood grains. 


Associates, and in 


“MARLITE” WOOD PANEL AND 
MARBLE PANEL: Exact reproductions of Natural 
Walnut, Silver Walnut, Blond Mahogany, Striped 
Mahogany, Gray Prima Vera, Natural Prima Vera, 
Combed Oak, and Birch. Size (in ft.) 4 x 6, to 4 x 8; 
8 foot mouldings grained to match in. 


“MARLITE” 


WALLBOARD INSTALLATION MOULDINGS: 
Aluminum Alloy in all forms, plain, alumilited, color- 
matched and wood and marble-grained; Presdwood in 
wood and marble grain and black (other colors on 
special order) with scoring. 


Marsh Wall's ''Marlite"” wood panel. 


ADHESIVES: For waterproof bonding of wallboard, 
glass, insulation, metal, plywood; C-300 rubber-base« 
type and 1- and 5-gal. 


in quart cans, 


(ALSO SEE PAGE 23) 


DOMESTIC DISTRIBUTION: Building supply deal- 
ers through U. S. 


EXPORT AGENT: Lawrence & Erausquin, 
ferson St., Toledo 2, Ohio. 


1902 Jef- 





NOVELTY SCENIC ee 
60th St., New York, 


INC., 32 West 


Interior decoration. 


INTERIOR DECORATION DESIGN, PAINTING & 
DRAPING, including supply and installation of wall 
fabrics and stage curtains and drapes; murals. 





POBLOCKI & SONS, 2159 S. Kinnickinnic Ave., 
Milwaukee, Wis. 


Front materials including doors, door hard- 
ware and box-offices. Plans for prefabricated 
theatres. (See also listing under Attraction 
Advertising Equipment and Marquees.) 


FRONT FINISHING MATERIALS: Stainless steel 
to any design, and structural porcelain enameled fac- 
ing members, erected or shipped for erection by local 
labor, with or without related components such as 
poster cases, box-offices, marquees, attraction signs 
and name signs (see listing under Attraction Adver- 
tising Equipment & Marquees). 


PREFABRICATED THEATRES: Plans and speci- 


fications, material lists and labor estimates and all 
front materials (see above). 


(ALSO SEE PAGE 74) 


DOMESTIC DISTRIBUTION: All 


dealers, or direct. 


theatre supply 





New York, 


a emis CO., 35 W. 52nd St., 


Blacklight materials and equipment (see also 
under LIGHTING). 


FLUORESCENT PAINTS: Quick-drying transparent 
liquids of lacquer consistency for painting fabrics; also 
quick-drying opaque paints of ordinary paint con- 
sistency. Cover original materials and can be used 
on light and dark surfaces. Glow in dark when under 
ultra-violet (blacklight) radiation; in 12 standard colors 
including blue, green, yellow, orange, red, pink and 
white. 


FLUORESCENT MATERIALS AND _ FABRICS: 
Fabrics with flowers, ‘‘glo-dots,” rainbow, etc., de- 
signs; satins dyed in 7 solid colors; fluorescent 
American flags. 


LUMINOUS PAINTS: Glow in dark after short ex- 
posure to strong electric light or daylight; glow 
strongest immediately after activation; afterglow 
serviceable only in completely dark surroundings. 
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DOMESTIC DISTRIBUTION: All 


dealers, and direct. 


theatre supply 


HAND STAMP: For eliminating pass-out checks; 
stamp makes mark on hand visible when patron re- 
enters, passing black-light unit. 


UNITED re PLYWOOD CORPORATION, 
New York 36, ¥. 


Weldwood plywood and allied products for 
construction and decoration 


“WELDWOOD” PLYWOOD: S 


panels ranging from utility grades 


matched hardwoods in architectural 
and custom panels. Some types prefinis 
sistant panels availa ib Variety 

panel sizes in all type 
“PLANKWELD”: Prefinishe 
in decorative hardwoods 


1 Edge-groo 


wide, up to 8 feet long 


“WELDTEX”: Plywood panels 
produce textured effect. For wall 
thicknesses 


nd 3% incl 4 feet wid 


Also in exterior grade % inch 
“NOVOPLY”: Mosai 
paneling. Decorative, 

g and % inch thicl 


to 8 feet tong 


“MICARTA”: His pressu 
by Westinghouse T ikes lots 
ful and attr Many 


walls, wainscots, counter and 


active 


harmed by burning cigarettes 
“WELDWOOD” .FIRE 


flush fire doors appr 


DOORS: H 
rved b nderwrit 


openings 


“KALISTRON”: 


sheeting, color 


Abrasive-resistat 
perma weatie 
standard colors, special color 
turniture 


order. Used for 


“FLEXWOOD”: 


veneer 


Cloth-backed 
wall covering 12 to } 
feet long. Especially recommended for 
ADHESIVES: Weldwaod Plastic Resin Glue 
Weldwood Presto-Set Glue, 


cloth, 


woodworking. 
white liquid glue for wood, 
Weldwood Contact Cement, waterpro 
for plastic laminates, hardboards 


on contact without need for press¢ 


FINISHING MATERIALS: ‘“Firzite 
Also used for 
“Satinlac,” clear ‘water wl 
th finisher for woods 


softwoods. “pickled 
woods 


Satin smoc 


“AMORPLY”: Plywood 
aluminum, copper, etc., for 


etc. Made t 


faced with 
facades, 


specification 





Attraction Advertising 
Equipment & Marquees 











ADLER SILHOUETTE LETTER CO., 11843 W. 
Olympic Bivd., West Los Angeles 64, Calif. 


frames 
com- 


Changeable letters and supporitng 
for marquee and drive-in signs, and 
mercial changeable signs. 


SILHOUETTE noe-wiviomargy Cast 
cessed face and reflecting bevels 
in many popular nied itions 
16 and 24 inches rg interchangeab!] 
and interch: ble 


available in 


and Sectional 
letters Also 
with special spacing provided on frat 
Sectional Word units 


available for interlinear n tir 


nea 


4-inch and 


available for 


etc.) are aise 


PLASTIC LETTERS: Molded of durable translucent 
plastic with solid triangular bevels and mounting 
means integrally molded on body of letter; available 
in permanent red, green, blue and other colors in 
two-tone plastic. Sizes 10 and 17 inches, interchange- 
able with Adler Aluminum Silhouette letters on Adler 
frames. New 17” “Lok-Lip” plastic Safety Letter 
is self-locking on frames—cannot fall off or blow off 


the sign regardless of wind or weather 
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“SECTIONAD” DISPLAYS: Reinforced baked enamel 
enamel steel frames for front-lighted 
displays; can be built-up to any 
Letter bars stainless steel. 


or porcelain 
changeable letter 
height or length. 


SUPPORTING FRAMES: These are available with 
patented stainless steel] “Remova-Panel”’ feature to 
fill large openings of any height or length without 
divider bars, permitting cleaning, repairs and lamp 
replacement through small lightweight sections of the 
panel without removing frames. Regular stainless 
steel “Glass-in-Frame” units also furnished; in these, 
is made removable for maintenance. 

0 West Washington Ave., Chicago; 1451 

Broadway, New York, N. Y.; Toronto, Ont., Canada 


London, Eng 


Branches: 


(ALSO SEE PAGE 79) 


DOMESTIC DISTRIBUTION: All theatre supply 


dealers 


Cable Address: ADLERCO 


INC., 1717 


FIRST AMERICAN PRODUCTS, 
Wyandotte St., Kansas City, Mo. 


Changeable marquee letters. 
colors in flat opaque 
fast-holding, 


Choice ot sizes and 


weatherprool 


popular 
materials with track and 


asing clips. 


(ALSO SEE PAGE 71) 


easy -rele 


dealers 


DISTRIBUTION: All 





NATIONAL STUDIOS, 145 W. 45th St., New 
York. N. Y 


Brass date strip slides, glass slides. 


DATE STRIP SLIDES: Ali date combinations on 
brass slides, perforated, for superimposed projection 
on trailer picture; also captions for trailers, such as 
“Coming Soon,” “Starts Tomorrow,” etc. 


GLASS SLIDES: Stock slides for holidays (Christmas, 
Easter, New Year's, etc.); patriotic occasions; com- 
munity singing (old favorites and newer popular 
songs). Also advertising slides to order for local 
merchants and national advertisers. 


OUTDOOR THEATRES: Special and stock slides for 
coming attractions, local advertisers, miniature golf 
course, birthday and anniversary slides 


DOMESTIC DISTRIBUTION: Direct 





POBLOCKI & SONS, 2159 S. Kinnickinnic Ave., 
Milwaukee, Wis. 


Poster cases, marquees, signs, snack car. 


POSTER CASES: Three types of extruded aluminum 
natural ( | finishes, with and 


poster cz al and colored 
stainless steel 


without illun on; made to any size; 


cases 1esigt 


MARQUEES: Fabricated to specifications; regular, 
or designed for letter and lamp changing and other 
servicing from storage room inside marquee; inside 
service type with special reflector lamping; both avail- 
able in enamel or painted finish. 


SIGNS: Name signs and attraction panels for regular 
theatres (also drive-ins: see listing under Drive-In 
Theatre Equipment). 

(ALSO SEE PAGE 74) 
supply 


DOMESTIC DISTRIBUTION: All theatre 


dealers, or direct. 


WAGNER SIGN SERVICE, INC., 218 S. Hoyne 
Ave., Chicago 12, Ill, 


Changeable letters and supporting frames 
panels for marquee and drive-in signs, and 
commercial changeable signs. 


FRAMES: Stainless steel construction, in standard 
and in window type of sectional design for convenient 
servicing 


(ALSO SEE PAGE 74) 


PLASTIC LETTERS: Adjustable for firm fit and for 
sliding on bar; in black and translucent red, green, 
blue, amber; sizes 4, 6, 8, 10, 17 inches; slotted mount- 
ing. 

DOMESTIC DISTRIBUTION: [Dx 


A, 


42, 44. 45, 46, 52 
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72. 73, 74, 77, 78, 79, 83, 85, 88, 89, 90, 96, 98, 99, 102, 
104, 106, 107, 111, 112, 113, 115, 116, 118, 121, 123, 128, 
129 and NTS Detroit branch 





Auditorium Chairs 
& Seating Fabrics 











AMERICAN SEATING CO., 901 Broadway, N.W., 
Grand Rapids 2, Mich. 


Auditorium chairs. 


MODEL No. 20-001 (Bodiform Retractor): Similar to 
Bodiform Series but in addition, equipped with smooth 
silent retracting seat, fully tested mechanism com- 
pletely shielded. 


MODEL No. 16-001 (“‘Bodiform” Series): The Bod- 
form group has contoured, padded upholstered back 
with long steel back panel, uniform automatic % 
safety-fold seat action and concealed, self-aligning, 
self-lubricating hinge construction. Seat is full- 


Bodiform Model No. 16-001 


upholstered, with soft front and spring-arch con- 
struction. Easily-replaceable, tackless upholstery. Wide 
choice of end standards. All end standards furnished 
with or without aislelights, and with or without riser- 
attached middle standards for easier sweeping. Wide 
choice of color schemes. 


MODEL No. 16-040: Has all the Bodiform features 
plus deluxe spring-filled padded back, for even greater 
comtort. 


MODEL No. 16-870: Super deluxe fully-upholstered 
deep-springed back and seat—extra wide, extra com- 
fortable. 

Other American Seating Company chairs include the 
No. 16-501 with short, padded back; and No. 16-004 
with plywood back panel. 


(ALSO SEE PAGE 10) 
BRANCHES AND OFFICES: 173 W. Madison St., 


Chicago 2; 1776 Broadway, New York 19; 354 Nelson 
St. S. W., Atlanta 3; 2930 Canton St., Dallas 1; 701 





widest choice Ms 
om the lowes 
q a to the most 


ice 
- Free 


\uxurious. 
= planning servic’ 


Write for literature- 


Frnacisco 24; 1619 Brookpark 
Rd., Cleveland 9; 16159 Meyers Rd., Detroit 35; 
4053 Lindell Blvd., St. Louis 8; 131 Clarendon St., 
Boston 16; 923 W. Genesee St., Syracuse 4; 16th at 
Hamilton St., Philadelphia 30; 212 Oliver Ave. Bldg., 
Pittsburgh 22; 1815 29th Ave. S., Birmingham 9; 422 
Dexter Ave., Montgomery; 1703 Bell Ave., Houston 3; 
6900 Avalon Blvd., Los Angeles 3. 


DOMESTIC DISTRIBUTION: 
National Theatre Supply. 


EXPORT: Amer. Seating Co., Export Dept., 1776 
Broadway, New York 19; National Theatre Supply, 
Export Dept., 92 Gold St., New York 7, 


Bayshore Bvld., San 


Above offices and 





CHICOPEE MILLS, 


Lumite Division, 47 Worth 
St., New York 13, N. Y. 


Fabrics woven of plastic filament. 


LUMITE WOVEN SARAN FABRICS: “Saran” is 
plastic “thread” or filament, and fabric woven of it is 
highly durable and readily cleaned by merely wiping 
with damp, soapy cloth or cleaning fluid 
DOMESTIC DISTRIBUTION: Wholesalers and 
through manufacturers of auditorium chairs. 


Cable Address: CHICOPEE. EXPORT: Firm export 
dept. 





GOODALL FABRICS, INC., 525 Madison Ave., 
New York, N. Y. 


Upholstery Fabrics. 
PILE FABRICS, NOVELTY FRIEZE AND FLAT 
WOVEN FABRICS: All 54” full range of colors. 


PLASTIC FABRICS: “Redo” 
material, full range of colors and various 
finishes 


line of vinyl-coated 
“grain” 
DRAPERY FABRICS: Hand printed and plain. 


DOMESTIC DISTRIBUTORS: All 
dealers. 


theatre supply 





GRIGGS EQUIPMENT CO., Box 630, Belton, 


Tex. 
Auditorium chairs. 
AUDITORIUM SEATING: Steel construction with 
push-back seat in all models; seats full coil spring; 
choice of end standards in modern styles. Model 
1050,- padded back; Model 1051, spring back; Model 
1052; loge type with high lounge full spring back. 


NO. 30 LINE: Steel construction, available with full 
metal or plywood backs; coil spring seats; steel tubu- 
lar edge center standards. 

NO. 20 LINE: Similar to No. 30, but with cushioned 
hinge, smooth seat pan. 


NOS. 16 AND 12 LINES: Lower-priced group rang: 
nig from fully upholstered to veneer styles; all with 
steel tubular edge center standards. 


(ALSO SEE PAGE 79) 
DOMESTIC DISTRIBUTION: Authorized theatre 
dealers (mame for specific territory available from 


company on request). 


EXPORT: Fally Markus, 1560 Broadway, New York, 
N. Y. 





HEWITT-ROBINS, INC., RESTFOAM DIV., 144 
Kensington Ave., Buffalo 5, N. Y. 
Foam rubber cushioning. 
“RESTFOAM” latex foam rubber cushioning fabri- 


cated to specifications for auditorium seating and 
foyer-lounge furniture. 


Glenbrook Rd.; 1230 American 
hern Furniture Ex- 


BRANCHES: 666 
Furniture Mart, Chicago, IIl. 
position Bldg., Hgh Point, N. 





HEYWOOD-WAKEFIELD CO., Gardner, Mass. 
Auditorium chairs. 
“ENCORE” LINE: No. TC-700, coil-spring seat, 


padded back, ail-steel construction; No. TC-701, coil 
spring seat, spring-filled back, all-steel. 


“AIRFLO” LINE: Patented “Rocking chair” ac- 
tion. TC 702 has spring-fillbed back, coil spring seat. 
No. TC 703 same, with spring-filled pillow headrest. 


“MEDALIST (TC-704): Steel except for wood veneer 
back; coil spring seat. 
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“ARISTOCRAT” (TC 705): Steel frame, wood veneer 
back and seat. 


OPTIONAL SEAT CUSHIONS: “Contour” foam rub- 


coiled spring cushion (both formed 
available for all models. 


“Sit-In’”’ 
to body 
(ALSO SEE PAGE 3) 


BRANCHES & REPRESENTATIVES: 1 Park Ave., 
New York 16; 666 Lake Shore Dr., Chicago 11; 937 


ber, or 


relative curvature) 


Heywood-Wakefield's TC-700 En- 


core model with contour cushion. 
S. Alameda Blvd., Los Angeles 21; N. C. King, 1907 
St. Paul St., Baltimore; 666 Lake Shore Dr., Chicago. 


DOMESTIC DISTRIBUTION: Direct and unaffiliated 
dealers. 


EXPORT: N. Y. Branch, 1 Park Ave.; Frazar & 
Hansen, Ltd., 301 Clay St., San Francisco 11, Calif. 


STANDARD GROUP: Steel construction. No. 3342, 
coil spring seat, padded back; No. 2241, coil spring 
seat, plywood back; No. 1141, plywood back and seat. 
DOMESTIC DISTRIBUTION: 
supply dealers. 


Authorized theatre 





THEATRE SEAT SERVICE CO., 160 Hermitage 
Ave., Nashville, Tenn. 


Auditorium seating service and supplies, 


cushions and upholstery fabrics. 
REPAIR SERVICE: Periodic inspection and service, 
installation and rehabilitation in the theatre; complete 
rehabilitation of worn and fire-damaged theatre seats 
in factory, including sandblasting, sanding and baked- 
on enamel, 


Typical "before" and "after" seat rehabilitation. 


CUSHIONS AND FABRICS: All of cushion con- 
struction, and various makes of standard fabrics. 


DOMES“ IC DISTRIBUTION: All 
dealers, and direct. 


(ALSO SEE PAGE 78) 


theatre supply 





[For Box-Office Equipment see Ticket Sales} 





Drive-In Theatre Equipment 











IDEAL SEATING CO., Grand Rapids, Mich. 
Auditorium chairs. 


“STREAMLINERS”: Three models, two without self- 
raising seat (‘‘Mercury” and “Challenger”; and 
“Chief,” with self-raising seat having external tension 
adjustment. Die-cast steel backs and seat pans, coil 
spring seats, padded or spring backs optional. 


“SLIDE-BACK” TYPE: Seat automatically slides 
back, rises and locks, back moving to vertical position, 
when occupant stands; action reversed when patron 
releases seat; steel construction, coil seat springs, 
spring or padded back optional. 


(ALSO SEE PAGE 84) 


DOMESTIC DISTRIBUTION: Authorized theatre sup- 
ply dealers (name for specific territory on request 
from manufacturer). 





ASIA SEAT CORP., Union City, 
nd. 


Auditorium chairs. 


COIL SPRING MODELS: All steel] except Model 101A, 
seven end standard styles. M 1A, insert panel 
back, spring-edge seat; 101A, back 7/16-in. veneer, 
lacquer finish, spring-edge seat; 301A, padded back, 
wire-on fabric attachment, spring-edge seat;201A, 
padded veneer insert back, spring-edge seat; 350AH, 
padded welted back, wire-on fabric attachment, spring- 
edge seat. 


DELUXE LINE: #2000 form fitting long back, spring 
edge seat; #2300 same as $2000 with added back 
padding; #2400 same as #2000 except uses rubberized 
hair back padding; #2450, No-Sag spring back; #2500, 
50 coil spring back chair. 


DOMESTIC DISTRIBUTION: Theatre Equipment 
Section, RCA-Victor Div., Camden, N. J., through 
dealers marked with asterisk, page 6. 


EXPORT: Norpat Sales, Inc, 113 W. 42nd St., 
N. Y. C., or Intl. Seat Corp., Union City, Indiana. 





IRWIN SEATING CO., Grand Rapids, Mich. 
Auditorium chairs. 


COMET, NO. 4452: Steel construction, spring arch 
seat. 


BETTER THEATRES Section, Guide Number of 1954 


For projection, sound, ticket booth, attraction advertis- 


see those divisions (Index page 5). 
service products see Better Refresh 
> 


(Index page 52.) 


ing equipment, 
For refreshment 
ment Merchandising Catalog Data 





AMERICAN PLAYGROUND DEVICE CO., And- 
erson, Ind. 

Drive-in playground and picnic equipment. 
PLAYGROUND EQUIPMENT: Castle Tower and 
Castle Walk climbing structures; Horizontal Ladders, 
all steel; Merry-Go-Rounds; Slides, a] steel, extra 
heavy duty; Slides, nursery and kindergarten; Swings 
and Swing Sets, extra heavy duty; Combination 
swing-slide-see-saw units; See-Saws, extra heavy 
duty; Wave Stride units. 











DOMESTIC DISTRIBUTION: 


National Theatre Supply. 







BRANCHES: 187 Walton St., N. W Atlanta 













Winchester St 3oston 16; 1325 S. Wabas Av 
Chicago 5; 1637 Central Parkway, Cincinnat 4; 2128 
Payne Ave., Cleveland 14; 300 S. Harwood St., Da 

1; 2111 Champa St., Denver 2; 2312 Cass Ave., De 
troit 1; 223 W. 18th St., Kansas City 8 1 S. Ve 
mont Ave., Los Angeles 7; lenwood Ave., Minnearm 

3; 356 W. 44th St., New York 36; 1225 Vine St., Pl 
delphia 55 Golden Date Ave San Francis 

2319 Second Ave., Seattle 1 

ARVIN INDUSTRIES, Inc., Columbus, Indiana 






In-car theatre heater 
















rtable heater, w 
speaker post and is | 


208 volts, 60-cycle A( 


Fan-forced m electric 
specially wired 
floor 500 watts, 

744" high, 5” deep, with 1%” extended guard rails 


Wt. 5 lbs. 2 oz. Model T90-1 





ot Car 

















DISTRIBUTION: Authorized distributors Ar 


electric housewares 











J. E. BURKE PLAYGROUND EQUIPMENT CO., 
Fond Du Lac, Wisc. 












] 


Drive-in playground equipment 










Hobby-horse, glider, climb-around 





(ALSO SEE THIS PAGE) 





DISTRIBUTION: Direct 














45th Street, 





CREST WIRE COMPANY, 45 W. 
New York 36, N. Y. 





Underground wire for Drive-In Theatres. 


NEOPRENE, JACKETED ELECTRIC CABLE for 
direct trench burial for in-car speaker systems and 
other wiring. #14AWG and #12AWG twisted pair 
rubber insulated and Neoprene jacketed, hard drawn 
copper. 












EPRAD COMPANY, 1206 Cherry Street, Toledo 
4, Ohio. 
Drive-in speakers. 







































American Playground's combi- 
nation swing-slide-see-saw unit. 


BENCHES AND PICNIC EQUIPMENT: Park 


Benches, Picnic Tables, Picnic Grills, Shuffleboard 
(ALSO SEE PAGE 75) 
DOMESTIC DISTRIBUTION: Direct. 





AMERICAN SEATING CO., 991 Broadway, N. W., 
Grand Rapids 2, Mich. 


Drive-in stadium seating. 


MODEL No 93: Walk-in chair. Comfortable, durable 
all-weather stadium chair for walk-ins and for seating 
around concessions stand. Deep-curved hardwood seats 
and backs. Weather resistant baked-enameled cast- 
iron standards. 

FOLDING CHAIRS: For incidental use everywhere, 
indoors and out. Durable, comfortable design and con- 
struction. 




















BURKE 
PLAYGROUND EQUIPMENT 


, Complete line of playground, 
home, playschool play devices. 








EXCLUSIVES Write for 
* HOBBY-HORSE = special literature cat- 
‘ paral alog, price list, book- 
ROUND let “Planning Your 





Playground "or speci- 











fications. 


RRAPY 


THE J. E. BURKE 
PLAYGROUND EQUIPMENT CO. 


Factories at 
FOND DU LAC, WISCONSIN 
BOX 986, NEW BRUNSWICK, N. J. 





















SPEAKERS: In-car equipment in three designs; com- 

parts identical, only difference in housing 

’ model has stamped steel housing; ‘‘Univer- 

die cast aluminum; and “Custom,” sand cast 

aluminum Speakers can be supplied with either 

straight cords or Koiled Kords. Junction boxes sup- 

plied in four colors and can be equipped with a down- 
light, giving them a glow-top effect. 

DISTRIBUTION: Independ 


lent theatre supply dealers 





DAWO CORP., 145 N. Erie St., Toledo 2, Ohio 
Drive-in speakers and signs. 


SPEAKERS: In-car equipment in two models, Stand- 
ard and Special, each with or without coiled cords, or 
junction box ramp light; weather-treated, water drain- 
age at both cone level and case bottom; junction box 
fits pipe 134-in. to 2%-in. diam. Speakers also for car- 
side and snack stand installation. 


DIRECTIONAL SIGNS: Exit, entrance, restroom and 
similar markers, ramp indicators, traffic control and 
ticket booth signs on glass for insertion in light box 
mountable on posts or wall; box cast aluminum, ham- 
merloid finish. 


DISTRIBUTION: Unaffiliated theatre supply dealers. 


FIRST-AMERICAN PRODUCTS, INC., 
Wyandotte St., Kansas City 8, Mo. 





1717 


Drive-in screen towers and extensions, 
screen paints, in-car speakers, underground 
wire, directional signs and ramp markers, 
roadway lights, drag brooms. 


SCREEN TOWERS AND EXTENSIONS: Prefabri- 
cated steel] all-bolted truss construction, engineer for 
90 m.p.h. wind plus 50% safety factor. Complete towers 
or extensions to existing to show wide-ratio 
pictures. 


towers 


SCREEN TOWER FACING: Two types—polished 
weatherproof aluminumh optically fluted vertically, 
bonded to lightweight backing in large sections which 
join invisibly, for 3-D or standard pictures; and seam- 
less stucco-plaster materials for all-over application 
without joints or sections 


SCREEN PAINTS: 


3-D type, or 


For indoor or drive-in screens, 


“white”; also flat black border masking. 


IN-CAR 


in. speake 


sizes, 


SPEAKERS: Choice of 


2-tone housings with juncti 


First-American Super-Chief in-car speaker. 


coiled or straight cords also stationary types, car-sid 
on post or build 
ing or booth monitor. 


wall-mount for inside refreshment 


UNDERGROUND WIRE: Transposed drive-in sound 
twisted black and red paid. UL-approved 
for buried service without wrapping or conduit, hard 
drawn copper, heavy plastic jacket. 


system wire, 


REPLACEMENT CORDS for in-car speakers, either 


straight or genuine Koiled-Kords 


DIRECTIONAL SIGNS AND RAMP MARKERS: 
All types, sizes, styles and wordings used by drive 
ins, all internally lighted with easily replaceable glass, 
heavy-gauge weatherproofed steel in green hammer 
loid finish. 


ROADWAY LIGHTS: Post or fence-mount, rectangu- 


lar style; domed “mushroom” type in choice of sizes 


86 


DRAG BROOMS: Tough fibre bristles, easily attached 
behind any vehicle for smoothing gravel of ramps and 
drives. 


(ALSO SEE PAGE 71) 
DISTRIBUTION: All dealers. 





GENERAL ELECTRIC CO., Electronics Park, 
Syracuse, N. Y. 


Speaker units for in-car reproducers. 


MODEL $400C22: Aluminum base PM voice coil, 
moisture-resistant cone designed to prevent warpage, 
gasket of non-absorptive cork to insure correct position 
of speaker in housing, special treatment of metal parts 
for outdoor protection; 4-in. input rating 4w, coil 


impedance 3.2 ohms, magnet wt. 1.3 ozs. 


MODEL S525C18: Same as above except 5%4-in. 





= EQUIPMENT CO., Box 630, Belton, 
ex. 


Drive-in stadium seating. 


Model 10S OUTDOOR CHAIR: Stationary type, cast 
standards, baked finish; contour fitting hinged seat, 
slatted back. 


DOMESTIC DISTRIBUTION: Authorized theatre 
dealers (mame for specific territory available from 
company on request). 


EXPORT: Fally Markus, 1560 Broadway, New York. 
N. Y. 





HABITANT FENCE, INC., Bay City, Mich. 
Rustic wood fences and enclosures. 


STOCKADE FENCE: White cedar structures for 
drive-in theatre area enclosures; available in various 
heights; factory-fabricated to fit individual ground 
plan. 


PICKET DESIGNS: Spaced pickets and post and 
rail bumper guards for driveway markings and play 
area enclosures. 


SPECIAL PANELS: Rustic picket panels for out- 
side of screen tower, ticket booths and marquees. 


DOMESTIC DISTRIBUTION: National Theatre 
Supply branches (see listing on page 00). 





IDEAL SEATING CO., Grand Rapids, Mich. 
Drive-in stadium seating. 


STATIONARY CHAIR for attachment to flat or in- 
clined floor, indoor or outdoor; cast grey iron stand- 
ards, slatted wood seat and back; silent direct-attached 
ball bearing seat hinges; available with wood slats 
either natural or enamel finish. 
DOMESTIC DISTRIBUTION: 


EXPORT: Joe Hornstein, Inc., 630 Ninth Ave., New 
York City. 





KING AMUSEMENT CO., 82 Orchard St., Mt. 
Clemens, Mich. 


Playground equipment. 


AIRPLANE RIDE: Five chrome-trimmed planes, 
cap. each 2 children; suspended from steel tower, 
traverse 25-foot circles; automatic clutch button-con- 
trolled. 


ROCKET RIDE: Five rocket-type planes, cap. each 4 
children; otherwise as above. 


SPEEDBOAT RIDE: Five miniature speedboats, cap. 
each 5 children; powered by electric motor, operate in 
18-foot tank. 


MINIATURE TRAINS: Electric and gasoline models, 
track sizes and designs built to order. 


PONY-AND-CART RIDE: Eight cast aluminum 
ponies that gallop, pulling miniature carts, cap. 2 
children; all enclosed in canvas top and wall; elec- 
tric motor operation with push-button clutch. 


FIRE ENGINE RIDE: Eight red fire engines with 
bell; total cap. 16 children; electric motor operation 
with push-button clutch. 


ELEPHANT RIDE: Ten miniature cars shaped like 
elephant, cap. each 2 children; cars attached to cen- 
tral pole; electric motor operai twonith push-button 
clutch. 


DOMESTIC DISTRIBUTION: Direct. 
EXPORT: Home office. 





KOILED KORDS, INC., BOX K, Hamden, Conn. 


Retractile electric cable for in-car speakers 
and heaters. 


KOILED KORDS: Extend at ratio of 5 to 1! retract 
to compact coil on release; adapted to either speakers 
or heaters for in-car use. 


YYW A 


(ALSO SEE PAGE 73) 


DOMESTIC DISTRIBUTION: All theatre supply 


dealers. 





MAGIC FOG, INC., Cissna Park, Ill. 


Insecticide fogging, general spraying equip- 
ment. 


Dispensers for insecticide fogging of Lethane and 
Pyrethrins in two sizes; large unit attached to exhaust 
of truck; operation from driver’s seat; JUNIOR 
MODEL fits most power mowers or lawn tractors. 


DISTRIBUTION: Direct. 





MINIATURE TRAIN CO., Rennsselaer, Ind. 
Playground equipment. 


MINIATURE TRAINS: Three models, Model G-16 
in two styles (‘‘Limited” and “Suburban”) designed 
on one-fifth scale, with electric diesel type locomo- 
tive; and Model G-12 “Kiddieland” type. 


DOMESTIC DISTRIBUTION: Direct. 


MIRACLE WHIRL SALES CO., Box 275, Grin- 
nell, Ia. 


Playground equipment. 


Carousels, power driven rides, ‘“‘Miracle” pony ride 
and “Miracle Merrie’ chair ride. ‘Miracle Whirl’ 
manually opeated, built in 10 ft. and 6 ft. diameters. 
Slides and swings. 


DISTRIBUTION: Direct. 





PERKINS THEATRE SUPPLY CO., INC., 505 
Pearl St., Buffalo, N. Y. 


Drive-in screen frames and screens. 


DRIVE-IN "DAY-LITE” SCREEN: All-weather 
translucent screen at end of shadow extending from 
projection room, with protective canopy above screen 
to intercept extraneous light; special reversing short- 
focus lenses with f/2.0 speed projects picture 40 ft. 
wide at distance of 56 ft. 


(ALSO SEE PAGE 96) 
DOMESTIC DISTRIBUTION: Direct. 


i academe 
* 


Perkins ‘'Day-Lite" drive-in screen frame. 
CANADIAN DISTRIBUTION: Perkins Electric Co., 


Ltd., 1197 Phillips Pl., Montreal, Que. Branches: To- 
ronto, Vancouver, Moncton. 


POBLOCKI & SONS, 2159 S. Kinnickinnic Ave., 
Milwaukee, Wis. 


Drive-in signs, grounds cleaning carts, and 
projection screen facing. 
SCREEN FACING: metal 


*Permalum” screen, all 
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Permanent, extruded aluminum with special face de- 
sign and finish for 2-D, 3-D and wide-screen pictures 
fir drive-in screen tower facing. 


SIGNS: Attraction panels and name signs, all types, 
designed to fit all needs. 


MOBILE SIGN EQUIPMENT: Electrical metal sign, 
choice of plastic sign inserts to mark ramps, give 
traffic directions, etc. 


CARTS: Basket mounted on wheels detachable for 
dumping or burning debris. Without basket to carry 
concession items and changeable letters, etc. 


(ALSO SEE PAGE 74) 


DOMESTIC DISTRIBUTION: All 
dealers, or direct. 


theatre supply 





RAYTONE SCREEN CORP., 165 Clermont Ave., 
Brooklyn, N. Y. 


Drive-in screen paint. 
FLAT WHITE COATING: For all types screen struc- 
tures, painted or titanium With resin base to preserve 


diffusive characteristics under varying weather condi- 
tions. 


STEREO SILVER PAINT: For 3-D, 2-D and wide 


angle projection. For drive-in and indoor screens. 


DOMESTIC DISTRIBUTION: All 
dealers. 


theatre supply 


(ALSO SEE PAGE 9) 


EXPORT AGENT: Westrex Corp., 111 Eighth Ave., 
New York City. 


THEATRE SPECIALTIES, 
St., Los Angeles, Calif. 


INC., 1615 Cordova 


Drive-in speakers. 


BEVELITE JEWEL-TONE: 4-in. in-car speaker 
with case of Tenite II. Speaker and volume control 
mounted on single yoke which can be removed or 
replaced without special tools or soldering equipment; 
achieved through use of “quick-disconnect” wrist-lock 
connections, a type of electrical contacts. Junction 
box for speaker is illuminated and has a die-cast 
aluminum base with cover of Tenite IT. 


SPEAKER SECURITY CO., 718 Tenth Ave., New 
York, N. Y. 


Securing device for drive-in speakers. 
GALVANIZED AIRCRAFT CABLE: Made of high 


strength, high carbon steel to protect speakers from 
petty thievery. '%-in. diameter cable, consisting of 


vitW OF AMRCRAFT Caste 
ORAWN THRU SPEAKER Amm 


Speaker Security speaker cable. 


133 strands, with a breaking strength of 2,000 Ibs. 
Complete unit consists of cable, plus %-in, Nicropress 
sleeve, and malleable galvanized wire rope clip. In- 
stalled with Nicropress tool. 


DISTRIBUTION: Direct. 


TODD SHIPYARDS CORP., 
Elmhurst, N. Y. 


81-16 45th Ave., 


Insecticidal fog applicator. 


Dry fog insecticide dissemination equipment, Series 
#-E, gasoline motor-driven, self-contained for one- 
man operation, for insecticide effective against flies, 
mosquitoes, etc., without moist or discoloring residue; 
equipment 24x32 in., 36 in. high, adapted to jeep or 
trailer mounting; ship. wt. 650 lbs. 


SERIES 15-M, electrically driven, portable for indoo1 
operation for insecticide effective against flies, moths, 
beetles, ants, etc., without moist or discoloring resi- 


due; equipment 21 x 42 in., 36 in. high; ship wt., 325 


lbs. 


DISTRIBUTION: Dealers and direct 





WALDOM ELECTRONICS, INC., 911 N. Larra- 


bee St., Chicago 10, Ill. 
Loudspeaker reconing. 


Suppliers of replacement components for drive-in lou 
speakers 


Waldom loudspeaker components. 


DISTRIBUTION: Reconing stations through the U.S 
(ALSO SEE ADJOINING COLUMN) 





WELCH EQUIPMENT, 
Ave., Chicago 4, Ill. 


INC., 224 S. Michigan 


Insecticide fogging, general spraying equip 
ment. 


SUPERCLOUD MACHINE: For mounting on Willys 
Overland Jeep (any model), and readily detachable: 
provides aerosol fog generator for insect controi, and 
has attachments for various uses, as follows: hand 
spray, for direct-pressure application all liquid insecti 
cides to buildings, shrubbery, swamp areas, etc.; 6- 
foot boom applicator, for direct-pressure liquid insect. 
fungus and weed destroyers to lawns, driveways, etc.: 
6-foot road oil distributor for oiling drives, ramps, 
etc.; special nozzles handle road oils to viscosity of 100. 
lay down oil in mist to prevent messy residue; spray 
painting and tire inflation air supply, for painting 
screen, buildings, etc., and for tire inflation service to 
patrons. Machine detachable from Jeep in 15 min. Ship 
wt. 410 pounds. Also mounts on Ford, Chevrolet 
Dodge and International. 


BRANCH: 2875 Glendale 


DOMESTIC DISTRIBUTION: Direct; inquire als 
through any theatre supply dealer, Willys Overland 
dealers. 


Blvd., Los Angeles. 


WHITNEY BLAKE CO., Box K, Hamden, Conn. | 


Underground wire for drive-in theatres; 
straight cords for in-car speakers. 


“TELESEAL” NEOPRENE JACKETED ELECTRIC | 


CABLE for direct trench burial to wire in-car 


speaker systems, and for comparable wiring, 
either No. 14 wire (Cat. No. 14-TSC-2) or No. 12 
wire (No. 12-TSC-2). 


DOMESTIC DISTRIBUTION: Graybar Electric Com- 
pany. All theatre supply dealers. 


(ALSO SEE PAGE 6) 





Floor Coverings 


with | 











AMERICAN MAT CORP., Toledo 2, Ohio 
Rubber Mats. 
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What we have to say 


can Save you Money! 


-——~ 


Solve your Speaker x 


’ 
/ 
i 
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s 


Problems with Reconing , 


* 
bt o 
= ao" 
-—_ -_ 
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You GAIN in every way 


f Any speaker can be re- 
coned. 


A speaker can be reconed 
again and again. 


Outdoor theatre speakers 
are reconed with weather- 
proof components. 

The performance of Re- 
coned Speakers is equally 
as good, and in many 
cases better than original 
speakers. 


Reconing costs less. 


WHO recones speakers? 


There is a reconing station 
located near you. Write today 
to — 


WALDOM 


ELECTRONICS INC. 
909 B. Larrabee St., Chicago 10, Illinois 


Suppliers of 


Component Parts to Speaker Reconers 








LINK TYPE LOBBY MATS: “Ezy-Rug” heavy-duty 
rubber link matting; available in black or colors. 


PERFORATED TYPE: Entrance matting, perforated 
and corrugated; available in black or colors. 


SPONGE RUBBER RUNNERS: Air-Tred Sponge 
Rubber Runners, colors black or maroon, thickness 
%4"’ sponge rubber base, topped with resilient long 
wearing semi-hard surfaces, width 36” x 48”, 1 

@ feet to the roll. 


DO-ALL: Lobby and entrance matting of corded rub- 
ber. Available in runners. Colors red, green, blue, 
black and mosaic pattern. Also used for carpet pro- 
tection. 


DOMESTIC DISTRIBUTION: Direct and all dealers. 





BIGELOW-SANFORD CARPET CO., INC., 140 
Madison Ave., New York 16, N. Y. 


Theatre carpeting. 


PATTERN WILTONS: “Delwood” (4-frame) and 
“Marshfield” (3-frame) all-wool fabrics for heavy-duty 
service; available in numerous stock patterns and color 
schemes, or available in special color combinations or 
patterns on order. 


BROADLOOMS: Wilton and Velvet weaves in etand- 
ard broadloom widths. 


“CUSHIONLOK”: Heavy-duty Velvet all-wool car- 
peting with foam rubber backing (foam rubber blown 
into backing to bind tufts, increase resilience, eliminate 
lining); available in 27-inch widths with pre-trimmed 
edges, pattern or solid colors. 


DOMESTIC DISTRIBUTION: Through branches and 
authorized dealers in furnishings field; direct inquiries 
to home office contract dept. 


EXPORT: Through home office contract dept. 





THOMAS L. LEEDOM CO., Bristol, Pa 
Carpeting. 


RCA THEATRE CARPETING: Exclusive patterns 
designed especially for theatres, in three Wilton 
weaves (“‘Headliner,” “Top Performer,” “The Show- 
man”) and one Saxony Wilton (“‘Achievement”’). 


LEEDOM WEAVES in contract grades, available in 
solid colors and variety of stock patterns and color 
1 1 special colors to suit interior. Grades 

” “Laverock,” “Radcliffe,” ‘“‘Rad- 

* “Woodcliffe.”’ 


BRANCHES: 295 Fifth Ave., New York; 1881 Mer 
lise Mart, Chicago; 1311 St. Clair Ave., Cleve- 


West 8th St., Room 306, Los Angeles 17 


cl 


DOMESTIC DISTRIBUTION: RCA line through 


CL IDIIIS IS IIIISOOS Si ey ap 


PROTECT YOUR 
Flixcraft Cables; 


CIOGTIIFLSIISOTI #4 g 


Aircraft Cable is made 
of galvanized high strength, 
high carbon steel that will stand up 
for years under outdoor exposure. This 
cable is \g‘’ in diameter... 
steel developed by metallurgical science. 
PRICE SCHEDULE 
Aircraft Cable, 1000 feet rolls (minimum). . 
(About 5 feet required per speaker) 
Ve"' Locking Sleeves 
(One to a unit required) 
Galvanized Malleable Wire Rope Clips. . 
Pressing Tool Se a 6 i op eee 


Immediate Delivery 
WE WILL PREPAY FREIGHT CHARGES 


RCA theatre supply dealers (see dealers marked by 
asterisk on page 100; Leedom line direct 
branches and representatives. 


and through 





Cc. H. MASLAND & SONS, 295 Fifth Ave., New 
York, N. Y. 


(Alexander Smith Inc., Sole Selling Agents.) 
Carpeting. 


VELVET WEAVES in standard and de luxe grades. 


WILTON WEAVES in heavy-duty grades and de luxe 
qualities. Special colors and designs for minimum 
weavings. 


DOMESTIC DISTRIBUTION: Local branch offices; 
National Theatre Supply branches and carpet con- 
tractors. 





ALEXANDER SMITH, INC., 295 Fifth Ave., New 
York, N. Y. 


Carpeting. 
CRESTWOOD, CRESTMONT: De luxe specialty 


carpet in a wide assortment patterns and color effects. 
Also available in special design for specific interiors. 


DOMESTIC RISTRIBUTION: Local branch offices; 
National Theatre Supply branches and carpet con- 
tractors. 





RADIO CORP. OF AMERICA, Engineering Products 
Dept., Camden 2, N. J. 
See under THOMAS L. LEEDOM CO., Bristol. 
Pa, 





[HEARING AlDS—See Projection and Sound] 
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(Complete detailed illustrated instructions included. 


Lighting 





GENERAL ELECTRIC CO., Lamp Div., Nela 
Park, Cleveland 12, Ohio. 
Filament and fluorescent lamps; black-light 
sources; germicidal lamps projection lamps. 
(See Projection and Sound.) 


GENERAL SERVICE FILAMENT LAMPS: All 
standard wattages up to 1,500 watts in inside frosted 
type; clear lamps regularly in wattages above 100 (also 
10 watts). These require protection from weather; 
for outdoor use, vacuum lamps are available from 6 to 
40 watts, either frosted or colored. Round and flame 


ATTENTION 
DRIVE-IN 


—_— 
— 


PE 


8c ea. 


DON’T DELAY! 
Start Saving Speakers 
ORDER NOW! 


$18.50 





SPEAKER SECURITY CO. 





tippiliated with Wire oye Trading Co., of W. y. 


718 10th AVE., NEW YORK, N. Y. 








shapes available in outside-colored in small 


wattages. 


lamps, 


LUMILINE LAMPS: Tubular filament type in clear 
and inside-frosted varieties, also inside-colored (straw, 
orange, blue, green, pink); 30 and 6 watts (17% 
inches), 40 watts (114 inches), 


FLUORESCENT LAMPS: Phosphor-coated tubes in 
various diameters up to 2% inches; lengths in inches 
for popular wattages—I5w, 18; 20w, 24; 30w, 36; 40w, 
48. New simplified line of white types. Standard cool 
white and standard warm white for highest efficiency; 
deluxe cool white and deluxe warm white for best 
appearance of room finishes and patrons’ complexions. 
Colors—pink, gold, blue, green, red. 


SLIMLINE LAMPS: Most popular sizes—8, 6’, 4 
lengths in 1%” diameter. Also available in 42” and 
64” lengths of %4”’ diameter and 8’ and 6’ lengths of 


1” diameter. 


CIRCLINE LAMPS: Fluorescent lamps of circular 
shape; diameters, 8, 12 and 16 inches; white. 


PROJECTOR LAMPS: (PAR38) Filament type with 
built-in reflector, hermetically sealed for outdoor as 
well as indoor use; available for spot and flood ap- 
plications; 150 watts; base for regular sockets. New 
200-watt PAR4 and 300-watt PARS6 narrow beam 
spotlamps and 300 watt PARS6 floodiamp. 


REFLECTOR LAMPS: Filament type with built-in 
reflector fabricated for indoor use; a spot and a flood 
variety; 75, 150 and 300 watts, base for regular sockets. 
New 300 and 500-watt spot and flood with heat resis- 
tant glass bulb for outdoor use. 


BLACK LIGHT SOURCES: Filament ultraviolet 
(Purple X) lamps, 250 watts, bulb dark glass to filter 
out visible light (relatively low output), for inter- 
mittent burning; fluorescent tubular blacklight lamps 
in regular fluorescent lamp sizes and wattages avail- 
ible with bulbs of clear glass or dark purple filter 
glass; mercury ultra-violet lamps (Type H), used with 
filter for visible light. Popular sizes: 100-watt EH4 
va and CH4 (spot) sealed beam type, and 250-watt 
AHS. 


GERMICIDAL LAMPS: Ultraviolet tubular lamps 
for placement in air ducts, and for room installation 
in special fixtures. 


OZONE LAMP for odor reduction. 4 watts S11 bulb. 


DISTRIBUTION: Lamps most used by theatres 
stocked by many theatre supply dealers; others by 
electrical supply dealers; orders through either for 
lamps not in stock. 





KLIEGL BROS., 321 W. 50th St., New York 19, 
ie 2 


Stage borderlights, footlights, spots, floods, 
switchboards, auditorium, downlights, cove- 
lights, architectural, display, lighting control 
equipment. 


STAGE BORDERLIGHTS: Individual Alzak-finished 
reflector-type, 60w to 100w for glass roundels; com- 
partment-type 100w to 200w individual Alzak-finished 
reflector for gelatine or glass color frames; reflector 
lamp compartment-type, 150w to 300w for gelatine or 
glass color frames; open trough type 60w to 100w 
painted or Alzak-finished, continuous reflector. 


STAGE FOOTLIGHTS: Individual Alzak-finished re- 
flector-type, 60w to 150w, single or double-row with 
glass roundels; open trough type, 60w to 100w, painted 
or Alzak-finished, continuous reflector; disappearing 
type with individual Alzak reflectors, 100w to 150w, 
or with continuous painted reflector in 60w to 100w 
sizes. 


STAGE SPOTS: Fresnel lens type, 100w to 5000w, 
3- to 16-in. lens; plano-convex type, 250w to 2000w, 
4%- to 8-in. lens. 


STAGE FRONT LIGHTS: Auditorium recessed ceil- 
ing lights for front stage lighting, “‘Klieglight” type 
with or without remotely operated color changing 
color frames; balcony front “Klieglight” or Freznel 
lens units with balcony front housings 


“KLIEGLIGHTS”: 250w to 3000w types with ellip- 
soidal reflectors, 6- to 12-in. lenses, drop-in or built-in 
square shutters, iris shutters and curtain shutters. 
STAGE FLOODS: Compartment or reflector types, 
all sizes, for hanging and stand use. 


FOLLOW SPOTS: 2000w to 3000w “Klieglights” with 
rear-operated iris and curtain shutters, color frame 
boomerang; arc types 60 amp., 6- or 8-in. lens units. 
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SWITCHBOARDS: ‘“‘Klieglboards,”’ rotolector (selec- 
tor switch) type, patch boards, electronic boards, all 
sizes and capacities to specifications; also portable 
types. 


AUDITORIUM DOWNLIGHTS: 200w to 1000w, re- 
lamped from above ceiling; plaster ring, 6-in. opening. 


AUDITORIUM LENS UNITS: Flush ceiling mount- 
ing, above or below ceiling relamping, 100w to 500w, 
lenses 414- to 16-in. diam.; recessed lens type with 
lenses 2 in. above ceiling line. 


AUDITORIUM LOUVRE TYPE: Flush ceiling 
mounting, relamping above or below ceiling, 100w to 
500w, cast aluminum concentric ring louvres. 


AUDITORIUM COVE STRIPS: All sizes, all shapes, 
with or without Alzak-finished reflectors; use stand- 
ard filament lamps, lumilines, fluorescent, slimline 
and reflector lamps. 


AUDITORIUM EXIT SIGNS: All sizes, all finishes, 
surface or flush mounting, sheet metal or cast frames, 
glass or sheet metal stencil letters. 


DISTRIBUTION: Through electrical contractors, and 
direct. 





aii amaaba CO., 35 W. 52nd St., New York, 


Blacklight equipment. 
BULB: 2-watt, argon glow lamp. 
LAMP: For close range; consists in 2w bulb, 3-in. 
reector, cord with plug; with filter gives dark rays. 


FILAMENT BLACKBULB: 


hours; for intermittent 


ULTRA-BLUE LAMP: low, with replacement tube; 
for 110v a.c. or d.c.; blue filter glass included. Also 
30w and other sizes. 


MERCURY LAMPS: 


plied by mercury 


250w, average life 50 


service. 


Intense ultra-violet light sup- 
arc bulb operated from autotrans- 
former on standard 110v, 60 cycle, a.c.; consists of 
bulb and 5-in. filter roundel, attachment ring, small 
stand and housed transformer. Available in 100w, 250w, 
275w sizes. 


DOMESTIC DISTRIBUTION: All 


dealers, and direct. 


theatre supply 





WESTINGHOUSE ELECTRIC CORP., Lamp Di- 
vision, Bloomfield, N. J. 


Filament and fluorescent lamps, neon indica- 
tors, germicidal Sterilamp and black-light 
lamps; projection lamps (see Projection and 
Sound). 


FILAMENT—GENERAL SERVICE, SIGN AND 
DECORATIVE: Regularly available inside-frosted 10- 
1000 watts; clear bulbs 6- 10-w, and wattages above 
100; coated colored 10-40 watts; also 15w, 25w, 40w 
round and 15w and 25w fiame shape. Vacuum lamps 
for outside exposed use, 6w to 40w. 


FLUORESCENT (F-Lamps): White, Daylight, Stand- 
ard Cool White in 6, 8, 13, 14, 15, 20, 25, 30, 40, 85, 
watts in lengths 9-60 inches, diameters $% to 2% inches; 
Soft White and Warm White (light quality similar 
to filament lamps) in 15, 20, 25, 30, 40, 85 watts; colors 
(blue, green, pink, gold, red) in 15, 20, 30, 40 watts. 
“Circline”’ 22 and 32 watts. 


SLIMLINE FLOURESCENT: T-6 type, 42- and 64- 
inch; T-8 type, 72- and 96-inch; both in all standard 
whites. T-12 type, 48-, 72- and 96-inch. 


PROJECTORS AND REFLECTORS: Self-contained 
with sealed-in reflector for either spot- or floodlight. 
Projector type for both outdoor and indoor use, 75w, 
\SQw. Reflector type for indoor use, 75w, 150w, 30w. 


LUMLINE: Tubular filament, inside-frosted, straw, 
orange, blue, emerald, pink, white in 30w and Ow 
(17% in. long), and 40w (11% in.). 


BLACK-LIGHT SOURCES: Fluorescent tubes (Type 
360BL) in 6, 15, 30, 40 watts; mercury vapor bulbs 
(particularly C-H4 spotlight, E-H4 floodlight); 250- 
watt filament, purple X filament, ultraviolet with 
visible light filter. 


GERMICIDAL STERILAMPS: 
for air disinfection installation 
special room fixtures. 


Tubular ultraviolet 
in air ducts, or in 


NEON INDICATORS: Indicator lights in variety of 
sizes from 1/25 to 1 watt. 


DISTRIBUTION: Stocked by 
electrical supply dealers, otherwise 
Westinghouse Lamp Division office. 


theatre supply and 
consult nearest 





Maintenance and 
Wash Room Equipment 











BREUER ELECTRIC MFG. CO., 5100 Ravens- 


wood Ave., Chicago 40, Ill. 
Maintenance equipment. 


“TORNADO” Theatre Blowers Nos. 48T, 50T, 52T. 
3/5 h.p. to 1-1/3 h.p. May also be used as pack car- 
ried vacuum cleaner and insecticide sprayer. 


“TORNADO” commercial wet and dry pickup. 3/5 h.p. 
to 1-1/3 h.p., three models; also noiseless models. 


“TORNADO” NO. 7000 Series: Floor maintenance ma 
chines in four sizes, eight models. Scrub, shampoo, 
wax and polish. 


DOMESTIC DISTRIBUTION: Authorized dealers 
(name for specific territory available from company 
on request). 


CHICAGO HARDWARE FOUNDRY COMPANY, 
North Chicago, Ill. 





Electric hand driers 


PEDESTAL MODEL NO. 5A: Drier equipment 
mounted on pedestal with push-button switch with 
automatic shut-off, drier housing and pedestal finished 
in porcelain enamel in white; standard 115 volts; 19.6 
amps. 


WALL MODEL NO. 8A HAND DRIER: Mounts 
to any type wall. Push button switch with automatic 
shut-off. New type circuit breaker eliminates blowing 
of fuse when air stream is blocked. Finished in white 
porcelain enamel; standard 115 volts; 19.6 amps. 
STOOLS AND TABLES: Solid bronze, aluminum 
and cast iron finished in porcelain enamel. 


DOMESTIC DISTRIBUTION: Direct and all theatre 
supply dealers. 


FIRST-AMERICAN PRODUCTS, 1717 


Wyandotte St., Kansas City 9, Mo. 


INC., 


Ladders. 
SAFETY LADDERS: Variety of models adapted to 
preference of theatres and drive-ins, either 
aluminum or wood. 


indoor 


(ALSO SEE PAGE 71) 
DISTRIBUTION: All dealers. 








REFRESHMENT MARKET 
CATALOG DATA: Market in- 
formation on equipment and 
merchandise for refreshment 
services of both regular and 
drive-in theatres is presented 
in BETTER REFRESHMENT 
MERCHANDISING Section 
beginning on page 52. 











NATIONAL SUPER SERVICE CO., 1941 


N. 13th St., Toledo 2, Ohio. 


INC., 


Vacuum cleaners 
Heavy duty equi 


oth wet and dry 


Heavy-duty tank vacuum cleaner. 


ters operate at absolute minimu 
models can be quickly converted t 
developed tools for cleaning screet 
filters 


tive carpet too 


und extension tubes for over 


1 


ls for I 


removing em 
(ALSO SEE BELOW) 


DOMESTIC DISTRIBUTION: All theatre 


dealers—maintenance supply distributors. 


supply 


A Better Job For Less Money 
With Super Cleaning 


Because Super Specialized Theatre Cleaners are built and tool- 
equipped to do a complete theatre cleaning job with less labor 
in less time, Super cleaning gives you the most for your clean- 


ing dollar. 


designed tools can clean screen, sound equip- 
ment, box fronts, upholstery, air ducts, over- 
head pipes, floors, floor coverings. Wet pick- 

_ up models provide inexpensive, con- 
venient “on location” shampooing of 
carpets and floor coverings. Four 
Sy models to choose from. Ask 

- your supplies dealer or write. 
NATIONAL SUPER SERVICE CO., INC. 

1941 N. 13th Street 

“Once Over Does It” 


Model M— 

For all general cleaning and 
blowing. 

Readily 

portable. 


+ @ 
Pte 
| J 


One operator and a Super with Super specially c 


Model JS 
Quiet, npact 
low priced. Same 
power, pick-uf 
performancea 
all Upers. 


In Canada: 
Plant Maintenance 
Equipment Co., 
Toronto, Montreal, 
Vancouver 


+ Toledo 2, Ohio 


SUPER SUCTION, 


SINCE 191) 
“THE DRAFT HORSE OF POWER SUCTION CLEANERS” 


BETTER THEATRES Section, Guide Number of 1954 












































D 
—b 


Little 
did we Think 


That our four-track 

stereophonic sound system 
would receive acclaim from 
theatre showmen like 

Wolf, Reade, Dipson, Rembusch 
and Shor. 


And we're still 

running around 

with a warm feeling 

since companies like 
20th-Century Fox approved it 
for their Cinemascope. 

















We had hoped that people would 
find out how good it was 

and that they would say that 

it met all their requirements 

for superb sound systems. 
Maybe the price helped to 

warm them up, too, 

because when folks check up, 
they're immediately flabergasted 
that it begins at $3195. 


That’s why we’re making our 
whole sales story 

just this simple. 

Look ’em all over, then 
check Ballantyne before 
you buy. 


Pallant 


The BALLANTYNE Company 


1712 Jackson Street Omaha, Nebraska 


90 


tem, 20, 30, 60, 80 and 
Master 
theatres under 1,500 seats. 


PULLMAN VACUUM CLEANER CORP., 33 Al- 
lerton St., Boston 19, Mass. 


Vacuum cleaners. 
Thirty pound, portable, maneuverable cleaner for thea- 
tres. No outside filter. Use for wet or dry floor clean- 
ing. All floor, wall and upholstery tools available 
Converts in two seconds to a power blower. 


Ve 
Pullman vacuum cleaner. 


VACUUM CLEANER ACCORDION HOSES: Stretch 
from 6 to over 16 ft. Reaches up rows without mov 


Sizes to fit Pullman and al] other 


(ALSO SEE PAGE 77) 
DOMESTIC DISTRIBUTION: Aut! 


SPENCER TURBINE CoO., Hartford 6, Conn. 
Vacuum cleaning equipment. 


COMMERICAL MODEL: Mounted on 10-in. rubber- 
tired rear wheels and single front caster; 1 h.p. uni- 
versal motor operable on a. c. or d. c.; 59-in. water lift 
at end of 25-ft. hose of %-in. orifice; wt. 188 Ibs. net; 
ittachments include wet separator for wet pickup, dry 
mop cleaner; dirt pan cap. 6 gal. 


MULTI-VAC SENIOR: Motor % h.p.; wt. 58 Ibs.; 
dirt can cap. 4 gal.; 47-in. water lift at 25 ft. $-in. 
orifice. Multi-Vac Junior, % h.p., dirt cap. 1.6 gal. 

STATIONARY SYSTEMS: Central vacuum cleaning 


plants in eapacities to requirements of theatre. 


DOMESTIC DISTRIBUTION: Authorized dealers, and 
direct. 





Projection and Sound 








AMERICAN SELECTI- 
FIER DIV. of Andoc 
Enterprises Corp., 
113 W. 42nd St., New 
York 36, N. Y. 


Rectifiers 


SELENIUM RECTI- 
FIERS: 


0-400 amps 
+ am] 


‘Selectifiers’ 
, 28/125 volts, 
l.c. arc lamp power sup 
l **50,000 Hour” and 

perior”’ al 


Glass 


models in al 
2 insulated 
ransformers, 50,000 hr 
ks, 12 phase, 1% rif 


i) 


indus- 4 o? ’ 


ple, volt amp. controls, 
ntinuous duty, 


1 types 
DISTRIBUTION: N 
pat Sales, Inc., 11 W 

nd St., New York City 


(ALSO SEE OPPOSITE PAGE) 
AMPEX CORP., 934 Charter St., Redwood City, 
Calif 


Stereophonic sound systems. 


| STEREOPHONIC SOUND SYSTEMS: Available in 


three series, Super 60, 80 and 120-watt 
theatres seating 1,000 or more, Deluxe sys 
120-watt sizes for theatres of 


30-watt sizes fo: 


system 30, 


any size. system, 20 and 


Circuit Construction 
City; Radio Shack, 
Cro bh E t T 


DOMESTIC DISTRIBUTION: 
Co., 233 W. 49th St., New York 
167 Washington, Boston; Bing 


9030 Sunset Blvd., Hollywood; United Theatre Supply, 
172 Golden Gate, San Francisco. 
EXPORT: Rocke International Corp., 
New York City. 


13 E. 40tn St., 


Cc. S. ASHCRAFT MFG. CO., 36-32 38th St., Long 
Island City, N. Y. 


Projection arc lamps, rectifiers for d. c. 


projection arc supply. 


75-115 AMPERE REFLECTOR LAMP: “Super-High” 
using 9 m/m x 20 in. or 10 m/m by 20 in. rotating 
positive (water cooled)—5/16 x 9 and 11/32 x 9 in. 
negative—16 in. F1.9 reflector. 


60-85 AMPERE REFLECTOR LAMP: “Hydro-Arc”’ 
using 9 m/m x 20 in. or 8 m/m x 14 in. positive (water 
cooled) 7 m/m x 9 in. neg. 15 in. reflector. 


Ashcraft "Super-High" lamp. 


40-5 AMPERE REFLECTOR LAMP: “Suprex C70” 
using 7 or 8 m/m x 14 in. positive, 6 or 7 m/m x 9 in. 
negative, 14 in. reflector. 


RECTIFIERS: Selenium 60-90 amperes and 60-100 am- 
pere. 3 phase. 


WATER CIRCULATORS for water cooling positive 


carbons 


DOMESTIC DISTRIBUTION: Authorized theatre 
supply dealers (name for specific territory on request 
from manufacturer). 


EXPORT: Westrex Corp., 111 Eighth Ave., New York 
11; except in Canada: Dominion Sound, 114 Bond St., 
Toronto. 

(ALSO SEE PAGE 25) 





AUTOMATIC DEVICES CO., 116 N. 8th St., 


Allentown, Pa. 


Motor-generator sets for d.c. supply from 
a.c. lines. 


BUILT-UP UNIT TYPE (“Stabilarc” No. 195): 
Available in output ranges from 20-40 amperes to 
1000-1500 amperes. Generator, rheostats and starter 
separate units. Regularly available in 42, 60 or 80 
volts for @-cycle lines; sizes 20-40, 30-60 and 40-80 
amperes mounted on sub-base. 


STANDARD MODEL (“Stabilarc” No. 1373): A 
complete unit with generator, ballast resistors, across- 
the-line starter and contro] panel; available in Model 
195 output ranges and regular voltages, 60 cycles 
(other line conditions accommodated on_ special 
order). 


DISTRIBUTION: All theatre supply dealers. 





THE BALLANTYNE CO., 
Omaha, Neb. 


1712 Jackson St., 


Projectors, Arc Lamps, Rectifiers, Pedestals, 
magazines, Soundheads, Amplifiers, Horn Sys- 
tems, Drive-In Speakers, Drive-In Directional! 
Signs, Prefabricated drive-in screen towers. 

COMPETE SOUND SYSTEMS: Arranged in five 
capacity groups—to 1250 seats (with No 39 
horn systems), Models 530, 630, 730; up to 900 seats 
(with No. 20 horn system) Models 520, 620, 720; 
Up to 600 seats (with No. 14 horn system), Models 
514, 614, 714; up to 350 seats (with No. 11 co-axial 
two-way speaker), Models 511, 611, 711; up to 350 
seats (with HF-7 “Silver Spiral” speaker). Models 
507, 607, 707. Sound systems also available with 
Western Electric or Altec-Lansing horn systems. 


COMPLETE STEREOPHONIC SOUND SYSTEM 
arranged in three models, Model 6400 series (60 watt) 
for larger Model 3400 series (30 watt) for 
medium sized theatres and Model 2400 series (20 watt) 
for smaller theatres. 


theatres, 
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SOUNDHEADS: Designed for use with all standard 
makes of projectors, and adaptable to Power’s. Model 
6 has directly connected all-gear fiexible soundhead- 
projector motor drive, vibration-filtering exciter lamp 
mounting, isolated sound feed sprockets, gyroscopi- 
cally controlled rotary scanning drum, constant axis 
optical system carriage, prefocused exciter lamp. 
Gear boxes for 25-, 50- or 60-cycle current; boxes 
interchangeable. Model 9, a later development with 
new film travel, gear box, simplified drive, oil damped 
filter fly-wheel, patented tilt-out exciter lamp holder, 
with all moving parts in sealed ball-bearings. 


STEREOPHONC SOUNHEAD: Models S44 and 
SX400 button-on both with 4-track pick-up. 


HORNS AND SPEAKERS: Three two-way systems 
with cellular high-frequency horn (alnico 5 PM 
driver), 15-inch PM _ low-frequency speaker unit 
mounted in acoustically reinforced horn baffle; and 
two small theatre models (HF-7-SS and No. 11). 
Model 30 has two low-frequency units; dividing net- 
work crossover at 500 cycles; five-step high-fre- 
quency attenuation for acoustical adaptation to au- 
ditorium. Model 20 similar to No. 30, but with single 
low-frequency unit. Model 14 has smaller low-fre- 
quency baffle with simpler high-frequency cellular 
horn mounted on top for adaptation of units to smaller 
theatres. Model HF-7-SS, for auditoriums up to 350 
seats, has a “Silver Spiral” speaker mounted in horn 
baffle for full frequency output. Model 11 has two-way 
speaker unit, combining cellular high-frequency horn 
by means of an acoustical coupler, with dividing net- 
work and horn baffle mounting. Also can supply 
Western Electric and Altec-Lansing horn systems. 


HIGH-INTENSITY ARC LAMPS: Model 4570, 45-70 
amps., arc magnetization by Alnico 5 permanent 
magnet; 14-in. reflector at 32-in. working distance for 
optical efficiency with f/20 lens; each carbon fed 
by independent screws with 12-in. travel on positive; 
mirror flame shield and dowser operated by handles 
on both sides; finished in grey wrinkle with anodized 
aluminum trim. ‘“‘Arcmaster,” 45-50 amps., magnet 
are stabilization, manual carbon positioning, double 
cone drive for positive feed, mirror guard operated 
by dowser lever. 
















Ballantyne magnetic soundhead. 


RECTIFIERS: Six tungar tube types—SP40, 4 tubes, 
40 amperes, single-phase; SP60, 4 tubes, 60 amperes, 
single-phase; 3P60, 4 tubes 60 amperes, three-phase; 
SP80, 6 tubes, 80 amperes, single-phase; 3P80, 6 tubes, 
80 amperes, three-phase, Also 90-amp. model, single 
or three-phase. All models are finished in gray baked- 
on wrinkle paint. 


PEDESTALS: Two regular theatre models, either 
available with upward-tilt equipment carriage for 
drive-in theatres. Model 1500 is straight-column type; 
Model 1800 has forward slant (streamline effect). 
Lamp and motor switches available for mounting on 
either. 


EXCITER LAMP SUPPLY: Mcdel N50-D, tube type 
for two 10v, 5 amp. lamps. 


AMPLIFIERS: Amplification units for regular thea- 
tres, in dual or single channel cabinet; MX, RX series 
for drive-in theatres; SX series for stereophonic sound. 
Dual channel system (PD-56) has two amplifiers with 
switch changeover, monitor and its amplifier built in. 
PD-55 provides single channel in dual cabinet for 
adding standby (PD-50), single channel in single 
channel cabinet. All volume controls of step type 
with silver contacts. Also available are speaker-am- 
lifier equipment for cry-rooms, etc. (PD-52); hear- 
ing aid amplifier (PD-53); monitor cabinet (PD-54). 
The MX Series for drive-ins provides systems for 
from 400 to over 1,000 cars. MX-1 single-channel 200w; 
MX-2 dual channel 200/400w; both systems include 
MX-28A ramp control panel to monitor or cut out any 
speaker section; room panel accommodates cabinet for 
non-sync, radio, etc. The RX Series for drive-ins pro- 
vides systems for from 200 to 600 cars. RX-11 single 
channel 125w; RX-12 dual channel 125/250w; both sys- 
tems include RX-228A ramp control panel. The SX-425 
preamplifier including 4 SX-420 preamplifiers and 1 
SX-421 preamplifier power supply installed in one 
SX-422 4-unit cabinet with volume control and change- 
over; SX-428 booth monitor includes SX-426 monitor 
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and amplifier instaried in SX-427 cabinet for monitor- 
ing each channel and all channels simultaneously in 
stereophonic sound, SX-435 power amplifier includes 
4 SX-430 power amplifiers (each 30 watt) installed in 
one SX-431 cabinet; SX-465 power amplifier includes 
4-SX-460 power amplifiers (60 watt) installed in one 
SX-461 4-unit amplifier cabinet; SX-2425 complet: 
amplifier assembly including 3 SX-2422 combined power 
amplifiers (20 watt) and preamplifier installed in one 
SX-2421 4-unit amplifier cabinet, SX-2428 booth moni 
tor includes SX-2426 monitor and amplifier installed 
in SX-2427 cabinet. 


PROJECTORS: Model BW (mfd. by Wenzel Projector 
Co.), oilite bearings, drive a stationary stud turned by 
main drive gear, lens mount with adjustments front 
of case, framing light and full-size door on operating 
side, rear shutter, provisions for 4-inch lens mount. 


DRIVE-IN SPEAKER: types. AX90, Doub’l Cone, 
PM speaker with aluminum voice coil, alumizite 
treated diaphragm, and two cones, one superimposed 
on the other for protection from weather*, in a die- 
cast aluminum housing with baked finish in several 
contrasting colors, junction box of same housing de- 
sign, with or without downlights, speaker with straight 
or coiled cords. AX 45 overflow crowd speakers con- 
sisting of bell-shaped marine all-weather speakers, 
complete with box cap and volume control. 


DRIVE-IN SIGNS: New cast tluminum signs wth 
letters cast as a part of the aluminum housing for 
lamp signs, enter and exit, and directional signs. 
Available for sale on post mount. 


(ALSO SEE PAGE 90) 


SCREEN TOWERS: Completely prefabricated in 
wood, including all hardware, ship-lapping of screen 
face, and screen. Available in flat faced or curved 
Shipped on company *k from Omaha. Come in 
seven sizes, 56° x 38”, 56” x 32’, 59% x 56”, 64” x 
60”, 64” x 76°, 64” x 84”, 64” x 100” 


DOMESTIC DISTRIBUTION: Authorized theatre 
supply dealers (name for specific territory available 
from manufacturer). Cable Address: BALCO. Ex- 
port Agent: K. Streuber & La Chicotte, 250 West 
57th St., New York 19, N. Y. (cable KASTREUBER) 


BAUSCH & LOMB OPTICAL CO., 658 St. Paul 
St., Rochester, N. Y. 





Projection lenses. 


SUPER CINEPHOR: Coated lenses working at an 
aperture of f/1.8, available in focal lengths from 2 
through 4% inches in % inch steps, 434 innch f/1.9 and 
5 inch {/2.0. In permanently sealed mounts to prevent 


internal dust, dirt or oil vapor 
LONG FOCUS SUPER CINEPHOR: Coated lenses 


{/1.8 focal length 434 inch to 6% inch in % inch steps 


6% inch and 7 inch f/1.9.4 diameter one piece bar- 
rel, increased illumination, heat resistant cement, 
regular production for prompt delivery 


CINEPHOR SERIES II: Coated lenses available in 
the longer focal lengths, from 5% to 9 inches; hence, 
maximum speed {/2.5 (down to £/3.7, depending on 
focal length). Permanently sealed. 








POPULAR-PRICED CINEPHOR: These are {/20 
lenses formerly uncoated, but now coated without 
increase in price, Available in focal lengths 34 to 
5 inches. Mounted in No. 2 barrel. 


BRANCHES: 1324 Eye St., N. W., Washington 5, 
D. C.; 16849 Grand River, Detroit 27, 30 Rockefeller 
Plaza, New York 20; 18 S. Michigan Ave., Chicago 3; 
Box 2142, 1814 Chestnut St., Philadelphia 3; 131 Claren- 
don St., Boston 16; 20 Jones St., San Francisco; 314 
W. Sixth St., Los Angeles 14; 388 Yonge St., Toronto, 
Ont., Canada. 


DOMESTIC DISTRIBUTION: NTS branches: RCA 
dealers (asterisk); and unaffiliated dealers (name for 
specific territory available from manufacturer). 


EXPORT AGENTS: National Theatre Supply Export 
Dept., 92 Gold St., New York 7; RCA International 
Division, 30 Rockefeller Plaza, New York 20; K. Streu- 
ber & La Chicotte, 1819 Broadway, New York 23; 
Westrex Corp., 111 Eighth Ave., New York 11 


(ALSO SEE PAGE 31) 





CALI PRODUCTS CO., 3721 Marjorie Way, 
Sacramento 20, Calif. 


Carbon savers. 
CARBON COUPLERS for all carbon trims 


DISTRIBUTION: All theatre supply dealers, and 
direct. 


DEALERS 
EXHIBITORS 


LOVE 


TO SELL 
TO BUY 


“SELECTIFIERS™ 


SELECT-A-VOLTAGE, 
BECAUSE :— 


Both “Superior” and “50,000 Hour” types, in models 
50 to 400 Amps, use rugged, oversized, selenium 
stacks and adjustable-in-use, glass insulated trans- 
formers. They operate continuously in any climate, 
at standard or heavy overloads, at maximum effi- 
ciency on both “Suprex” and H.I. Arcs. “Selecti- 
fiers” sell themselves to the layman and technician 
on obvious quality and dependability. 


DOC FAIGE: PLEASE QUOTE PRICES TO: 


NAME: 
ADDRESS: 


Norpar, ie. 


BRyant 9-5055 


113 W. 42nd ST., N. Y. 36, N. Y. 


SELENIUM RECTIFIERS 


AMPS: 
VOLTS: 















CARBONS, INC., 400 Myrtle Ave., Boonton, N. J. 


Carbons for projection arc lamps. 


“LORRAINE” Carbons (manufactured by Le Carbone- 
Lorraine, France), comprising a complete line of types 
and sizes for high-intensity arc lamps for 35mm motion 
picture and comparable light projection 


(ALSO SEE PAGE 28) 


DOMESTIC DISTRIBUTION: By authorized dealers 
in certain territories (mames and addresses on re- 
quest of Lorraine-Carbons, Inc.) and elsewhere direct 





CENTURY PROJECTOR CORP., 729 Seventh 


Ave., New York 15, N. Y. 
Projectors, pedestals, magazines, sound- 
heads, amplifiers, rewinders. 


PROJECTOR MECHANISMS: Single rear shutter 
(Model C) and double shutter (Model CC) with two 
rear shutters operating in one casing. Mechanisms 
also supplied with water cooled apertures. 4 diam- 
mount standard equipment. Magazines, 


eter lens 


Century Projector Mechanism. 


3,000-foot for standard and for drive-in theatres. 
An air deflector (CI-T-100) is available for mounting 
om any mechanism of rear shutter type where lamp 
shows sensitivity to air disturbance. 


PEDESTALS: Model C for regu 


drive-in theatre upward tilt 


STEREOPHONIC EQUIPMENT: Penthous 


wit hyadr sors. (1 


sul 


Before you 
uy Any 
rojector 


- See 


CENTURY 


mechanisms and sound 


eads 


SOUNDHEADS: Two series, each with “Hydro Flut- 
ter Suppressor,” rated to reduce film-flutter to .08% 
or less. The “Master” (Model R2) is further equipped 
with an “electro-tension governor” for flutter elim- 
ination, and vertical drive motor with flexible coupling. 
The “Standard” (Model R3) is of simplified design, 
with hydro flutter suppressor. 


AMPLIFIERS: Main amplifier, W3-11, 15 watts, with 
low-capacity cable connector to photocells; main am- 
plifier, W5-17, 18 watts, used with pre-amplifiers. 


POWER amplifiers W5-16 (40 watts), 
Watts), 287-W (250 watts). 


W5-19 (200 


REWINDERS: Two heavy-duty models—M & P clamp 
type, and MM & PP bench type. 


(ALSO SEE BELOW) 


3RD DIMENSIONAL DEVICES: Synchronizers and 
Polaroid Booth Filters for Century equipment and 
adaptable for most other makes of projectors and sound 
reproducers. 


ACCESSORIES AND PARTS: Replacement parts for 
Century Model C, Model K and Kaplan projectors; rear 
shutter attachment (No. D-90) for converting front 
shutter mechanisms; double bearing (No. BB) and 
super movements (No. BBB) for Kaplan mechanisms; 
tools for repairing projector mechanisms, and “Century 
Certified” projected oil available in 1 gal. tins. 


DOMESTIC DISTRIBUTION: Dealers 


EXPORT: Westrex Corp., 111 
York 11, 


Eighth Ave., New 





CONTINENTAL ELECTRIC CO., Geneva, III. 


Electronic tubes for sound systems and cur- 
rent rectification. 


“CETRON” LINE of photocells for motion picture 
soundheads; tungar tubes for projection a. c. power 
line rectifiers (also Thyratron tubes for lighting con- 
trol consoles and comparable current control). 


DOMESTIC DISTRIBUTION: All 
dealers. 


theatre supply 


Cable Address: CONTINENTAL. EXPORT: E. D 
Magnus & Associates, 188 W. Randolph St., Chicago }. 





DA-LITE SCREEN CO., 2711-23 N. Pulaski Rd., 
Chicago, Il. 


Motion picture screens. 


V-1 Matte-white, flame-proof, mildew resistant (fold- 
ing type fabric). 


Motion picture projection is changing, but 
only CENTURY is leading in scientific de- 
velopment with Cinerama, Cinemascope, 
3-D and Stereophonic sound. - 


ULTRA-MODERN PROJECTORS 


3 AND 4-CHANNEL 
SOUND REPRODUCERS 


EPH sce 


STEREOPHONIC AMPLIFIERS 
AND CONTROLS 


MECHANICAL AND ELECTRICAL 
INTERLOCKS AND SYNCHRONIZERS 


ALL ACCESSORY EQUIPMENT 


uRY Projector CORPORATION 


NEW YORK 19, N. Y. 


V-3 matte-white, fiame-proof, mildew resistant. 
V-4 White Magic crystal-beaded, fire resistant, mildew 
resistant. 


DISTRIBUTION: All theatre supply dealers. 
DOMESTIC DISTRIBUTION: Unaffiliated dealers. 


FIRST-AMERICAN PRODUCTS, INC., 1717 


Wyandotte St., Kansas City 8, Mo. 


Projection screen frames, auditorium speak- 
ers, lamphouse exhausts, porthole blowers, 
projection cooling systems. 


FRAMES: 


nd tilt for 


Heavy-gauge steel idjustable 


SCREEN 


curvature 





First-American screen frame. 


AUDITORIUM SPEAKERS (stereophonic systems): 
Wall-mounting auditorium models with 12-in. duplex 
speakers in large acoustically-treated cabinets; choice 
of finishes 


LAMPHOUSE EXHAUSTS: 


fumes from both lamps and ventilate botl 


To carry off heat and 
is well. 


PORTHOLE BLOWERS: For indoor theatres or 
drive-ins, strong blast of air prevents insects in pro- 


jection beam and protects lenses from grimy deposits. 


PROJECTION COOLING SYSTEMS: Prevents film 
damage due to intense heat of increased light require- 
ments 


(ALSO SEE PAGE 71) 
DISTRIBUTION: Author 





GARVER ELECTRIC CO., Union City, Ind. 
Bulb type projection rectifiers. 


TWELVE TUBE: 
single and 3 phase. 


100 ampere for Angular trim, 


Garver rectifier. 


SIX TUBE: 80 ampere for coaxial trim, single and 
3 phase. 
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FOUR TUBE: 60 ampere for coaxial trim, single and 
3 phase. 


FOUR TUBE: 40 ampere for coaxial trim, single and 
3 phase. 


TWO TUBE: 30 ampere Low Intensity single phase. 


DOMESTIC DISTRIBUTION: The Ballantyne to., 
Omaha, Neb. 


FOREIGN DISTRIBUTION: Streuber & LaChicotte, 
250 W. 57th St., New York, N. Y. 





GENERAL ELECTRIC CO., Lamp Div., Nela 
Park, Cleveland 12, Ohio. 

Filament projection lamps, exciter lamps. 

PROJECTION LAMPS: Tungsten filament lamps in 


all types and sizes for motion picture and other light 
projection 


EXCITER LAMPS: All types and sizes for motion 


picture sound reproduction. 


DISTRIBUTION: Theatre supply dealers and elec- 


trical distributors. 





GENERAL ELECTRIC CoO., 420 Lexington Ave., 
New York, N. Y. 


Projector interlocking motors for stereoscopic pro 
jection. 

Self-synchronizing (‘‘selsyn’’) motors of 60 cycles in 
rating of 50-ounce-inch torque displacement, for driv- 
ing two projectors synchronously, one connected to 
each projector drive motor by sprocket-and-chain at- 
tachment 


DISTRIBUTION: 


dealers, and direct. 


Theatre supply and_ electrical 





GOLDBERG BROTHERS, P. O. Box 448, Den- 
ver 1, Colo. 

Rewinders, reels, projection room cabinets 
and tables, sand urns, box office speaking 
tube. 

REWINDERS: Fully enclosed type, motor-driven, for 
diameters 15 and 18 inches; equipped with automatic 
stop 


REELS: Fabricated of aluminum in 4 sizes—diam- 


Goldberg reel. 


eter 15 inches, hub 5 inches (2,000 feet); diameter 14 
inches, hub 4 inches. Double-slot threading. Approx. 
wt. 2% lbs. Aluminum 3,000 ft. 35mm., 17” diameter 
and 5,000 ft. 35mm., 23” diameter, and 5,500 ft. 35mm., 
24” diameter. 

BOOTH TABLES: Constructed of heavy angle iron, 
with steel top reinforced. Made in 2 sizes, 45 in. and 
60 in. long. Cabinets: Fabricated of zinc-bond steel, 
with inner reinforcements between the one inch hollow 
wall that separates each section. Made from 2 to 12 
section units. 

SPEAKING TUBES: Chrome finish in sizes 2% 
inches to 4% inches and 2% inches to 5% inches. 


SAND URNS: Bronze, red, green, blue, yellow and 
black. 


(ALSO SEE PAGES 74, 96) 
DOMESTIC DISTRIBUTION: All 


dealers. 


theatre supply 





GORDOS CORP., 
N. J. 


Rectifier tubes. 
G-83, 15-amp.; G-48, 6-amp.; G-65, 2-amp. 


DOMESTIC DISTRIBUTION: All 
dealers. 


86 Shipman St., Newark 2, 


theatre supply 


EXPORT AGENT: Bizzelle Cinema Supply Corp., 420 
W. 45th St., New York. 





GOLDE MANUFACTURING CO., 


4888 North 
Clark Street, Chicago, Ill. 


Stereopticons, spotlights, 


STEREOPTICONS: Model No. 1043 — “Air-Flo,”’ 
1000 watts, 3%4x4 slides; ship. wt. 30 Ibs. Model No. 
1048—all-purpose type, 1000 watts, 3%4x4, 2x2 and all 
other size slides; single- and double-frame film strip 


REWINDERS: Model 
100 Ibs, 


rewinders. 


DH—automatic 35mm, wt 


SPOTLIGHTS: From 150w to 1000w, blower-cooled 
six changing colors. 


DOMESTIC DISTRIBUTION: All 
dealers. 


Cable address: GOLCH. 


theatre supply 





GRISWOLD MACHINE WORKS, Port Jefferson, 


Film splicers. 


MODEL R-2, %mm: For 1/16- or 1/10- or 5/32-inch 
splice; also non-perforated type for 1/16- or 1/10- or 
5/32 inch splice; also single perforated type for 1/16- for 
1/10- or 5/32-inch splice. 


MODEL T, 35mm: For 
splice. 


1/16- or 1/10- or 5/32-inch 


DUPLEX MODEL R-2, 35mm and 16mm: For 1/16 
and 1/10-inch splice. 


NON-PERFORATED MODELS: R-3 non-perforated 
for 16 mm, 1/16- or 1/10-inch splice; Models T, R-3, 
Junior for 16 mm and 8 mm, 1/16- or 1/10-inch splice. 


DISTRIBUTION: Neumade Products Corp. 





HANOVER CONTINUOUS CARBON BURNER 
COMPANY, 113 West 42nd St., New York, 
N. Y. 


Carbon saving devices; arc lamp jaw adaptors. 


er Stedypower M-G sets are ready 
for today’s requirements and tomorrow's 
demands! Your Stedypower set can be 
used for standard 
with either the conventional or new wide 
screen projection. This same set can also 


intermittent service 


be used for continuous operation for one 
lamp or two lamps simultaneously. Every 
Imperial Stedypower M-G set offers you 
this wide range of application. Here's 
real insurance on your investment today 
against tomorrow's demands. 


I 

i 

1 

I 
WwW 


CARBON BURNER: Twin, 
sembly, pivoted to change over, from 1” stub, 
reel. 


positive carbon jaw a» 


during 


DOMESTIC DISTRIBUTION: All 


dealers, 


theatre supply 


EXPORT AGENT: Nort 
St., New York 36, N. Y 


Washington St 


HELIOS CARBONS, INC., 122 
Bloomfield, N. J. 


Projection are carbons. 


HELIOS “BIO” carbons manufactured in Germany; 
types and sizes for all projection arc lamp trims 
DISTRIBUTION: 


Exclusive distributors 





HERTNER ELECTRIC CoO., 12690 Elmwood Avs 
Cleveland 11, Ohio 


Motor-generators for projection are supply 


33-VOLT (“Transverter” LV-40/8): For lkw high- 
intensity arcs; 40 amp. continuous, 80 amp. changeover 
48 VOLT (“Transverter” HI): Two sizes for mgh 
intensity arcs employing suprex carbons—HI-50/100 
50 amp. continuous, 100 amp. changeover; HI-70/140 
70 amp. continuous, 140 amp. changeover. 


60 VOLT (“Transverter” HIH): Three sizes for suprex 
carbon arcs and spotlight arcs, in continuous ar 
changeover ratings of 50/100, 70/140, 100/200. 


75 VOLT (“Transverter” HS 115/230) for 50-63 volt 
high-intensity and spot arcs. For National Excelite 
55,000 type lamp, 75 volt. 115 amp continuous, 230 
amp changeover, HS 115/230. 


909 VOLT (“Transverter” HT 135/270) 
high-intensity luding 
135 amp. continuous, 230 amp. cl 

for 3-D and wide-screen pr 


MA SPECIAL “TRANSVERTER”; 85 volts, with 
ampere ratings as required for motion picture projec- 
tion and spotlight equipment in combination. 


and spot arcs inci 


Hitex 


yyectior 


CONDENSER TYPE LAMP SUPPLY: CP “Trans 


The Chart below shows just 
Imperial Stedypower M-G sets and 
how each set can be adapted t 


3 different projection applications 





STEDYPOWER 
M.G SET LINE 
MODEL VOLTAGE 


| CONVENTIONAL OR 
| WIDE SCREEN INTERMITTENT i 


AMPERES _ 


CONTINUOUS DUTY 
-LAMP 2-LAMPS 


AMPERES | AMPERES 








4B 60 


80-160 | 120 60 





110-220 


165 82 





| 

| 

6B | 80 | 
90 | 





125-250 


190 95 








Distributed by Independent Theatre Supply Dealers or Write to: 


THE 


IMPERIAL ELECTRIC COMPANY 


GENERAL OFFICES: AKRON, OHIO 
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verter,” 100 volts for straight high-intensity motion 
picture projection lamps and spotlights; ampere ratings 
according to requirements. 


DOMESTIC DISTRIBUTION: National Theatre Sup- 
ply branches. 
HEYER-SHULTZ, INC., Cedar Grove, N. J. 


Metal projection arc lamp reflectors. Stand- 
ard rhodium and “52” Aluminized metal pro- 
jection arc lamp reflectors. 





For use in the following lamps: 


MODEL 1625: Strong Utility H; 14,000, Strong Utility 
A.C. 14,500 and 14,600, Strong (Early Model Mogul) 
A.C. and Hi, Smplex Acme Hi and Lo, Morelite Sun- 
lite, Ballantyne Arcmaster, Peerless A.C. 


MODEL 1025-T: Strong Trouper Spotlight. 


MODEL 1137-A: Simplex Hi 19,000, Motiograph 19,750, 
Strong Utility 14,045 and 14,050 and Victory 22,000. 
Utility 


MODEL 1137-B: 19,746, Strong 


14,046 and 14,100. 


Motiograph 


MODEL 1200: Brenkert Senarc and Radarc. 
MODEL 1350-A: 33%” W.D 
MODEL 1350-B: Drive In Enare 31%” 
MODEL 1350-C: Hi-Enare 2914” W.D. 


Standard Enarc 


W.D. 


MODEL 1400-A: Peerless Magnarc, Morelite Monarc 
Strong Mogul, Forest Universal, Ashcraft Model E. D 


| C70, Ballantyne Lightmaster. 
MODEL 1434: 
MODEL 1500: 


Same lamps as listed for model 1400-A 
Ashcraft Hydro-Arc, RCA Hy-Arc. 


MODEL 1550: Motiograph Hi-Power 


MODEL 1600: Ashcraf RCA Brite-Arc 


t Super-High, 
MODEL 1600-F: Forest Electronic Type H. 


MODEL 1650: Strong Mighty “90,” National “E 


(ALSO SEE PAGE 22) 
Model 1434 gives 7% more center screen light t 
jel 1400-A). 
52” Aluminized reflector gives 15% m 
light than Standard rhodium type, in all models 
DOMESTIC & EXPORT DISTRIBUTION: 


dealers 


re total screer 


HAL I. HUFF MANUFACTURING COMPANY, 
3774 Selby Ave., Los Angeles 34, Calif. 


DISTRIBUTION: Al 


lealers 


CARBON COOLER: Copper water jacket surrounding 
I rl r arc, feeding current to positive 
water continuously 


nozzle with high 


Sitive carbon, ne 
ishes ir voler body 

ugh jacket Is carbon; 

to eliminate arcing between 

; he concentrated to within 1%-in 
ide for all popular nfakes of lamps 

RECIRCULATING WATER PUMP: Standard model 

S-77 ha p. motor; radiator 8% x 8% in., 2% in 

ywer type fan; cast ninum base. Deluxe 

} 1 } 


h.p. motor; radiator 10 x 10 in., 


D-88 has 


»; blower type 


switch—automati« 
Projection Port 
for balancing 


ACCESSORIES: Water 
y ning wl water supply 
Glass: Carbon Cushi 


rtures 


light from tv 
DISTRIBUTION: 


IMPERIAL ELECTRIC CO., Akron, Ohio. 


Motor-generators 


Motor-generator equipment for supply of d.c. current 
to all types and capacities of motion picture projec- 
tion arcs. 


(ALSO SEE PAGE 93) 


DISTRIBUTION: Independent theatre supply dealers, 
and direct. 
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INTERNATIONAL PROJECTOR CORP., 55 La 
France Ave., Bloomfield, N. J. 


Projectors, magazines, sound systems, in-car 
speakers, pedestals, stereophonic sound. 


PROJECTORS: Simplex X-L professional models 
and Simplex Type SP semi-professional 35m sound 
reproducing equipment. 


SOUNDHEADS, MAGNETIC: Multi-track pick-up 
head for instant replacement, film driven; tight loop 
system; adjustable pick-up mount permits alignment 
in all directions. 


SOUND SYSTEMS: Simplex X-L soundheads (op- 
tical or magnetic) amplification units in assem- 
blies, with cabinet and control panel in power ampli- 
fication ratings to cover all types and sizes of indoor 
and drive-in type theatre installations. 


Simplex X-L magnetic soundhead. 


PEDESTALS: Four models including two with upward 
tilt for drive-in theatres. 


IN-CAR SPEAKERS: With Genera! Electric 4-in 
PM speaker unit; cast aluminum housing, gray lacquer 
finish; straight or coiled cords; junction box with or 
without concession signal and post light; Simplex 1950 
in-a-car speakers with straight or coiled cords, junctior 
boxes with post and dome lighting. 


MAGAZINES & ACCESSORIES: Upper and lower 
35mm magazines; replacement parts and accessories 
for Simplex projectors and sound equipment. 


DOMESTIC DISTRIBUTION: National Theatre Sup- 
ply branches. 


(ALSO SEE FOURTH COVER) 


Cable Address: PRESIMPLEX and NATHESUPPLY, 
New York. EXPORT: National Theatre Supply Export 
Dept., 92 Gold St., New York 17, N. Y. 





KOLLMORGEN OPTICAL CO., 30 Church St., 
New York City and 347 King St., Northamp- 
ton, Mass. 


Projection lenses, soundhead optical units. 
Focus, 


SUPER SNAPLITE: Speed t/1.9 for 35mm projeetors, 


coated optics; sizes 2” to 4%” in standard barrel 
2781” O.D.; sizes 5” to 7” in large barrel 4.00” O.D. 


SERIES I] SNAPLITE: speed f/2.0 for 35 mm pro- 
jection, coated, sizes 3% to 5 in.; at slightly slower 
speeds from 5% to 7 in. 


MONETTE: Focus scope &x with adjustable bracket. 


SOUNDHEAD OPTICAL UNITS: Straight and 
curved slits for 35mm and 16mm reproduction. 


(ALSO SEE PAGE 22) 


DOMESTIC DISTRIBUTION: All 
dealers. 


theatre supply 


Cable Address: KOLLMORGEN. EXPORT: Na- 
tional Theatre Supply, Export Dept., 92 Gold St., 
New York. 





LaVEZZ!I MACHINE 4635 W. Lake 


St., Chicago 44, Ill. 


Projector and soundhead replacement parts. 


PARTS AND SUB-ASSEMBLIES for various proj- 
jectors and sound reproducers; CinemaScope conver 
sion kits; aperture plates in the various aspect ratios ; 
tools for projector repairing; intermittent movements. 


(ALSO SEE PAGE 70) 


DISTRIBUTION: All theatre supply dealers. 








MAGNASYNC MANUFACTURING CO., LTD., 
5517 Satsuma Ave., P. O. Box 707, North Holly- 
wood, Calif. 


CinemaScope_ stereophonic sound repro- 
ducers, magnetic film recorders and repro- 
ducers, magnaphonic theatre sound systems. 


CINEMASCOPE REPRODUCERS: Model P-435 with 
coil spring damping; Model P-1435 with silicone dash 
pot. Both models for adaptation to all popular pro- 
jectors. 


RECORDERS: Model SW-602 portable 39-pound rec- 
order for master sound recording. Model SW-335-RP 
stereophonic portable film recorder. 


SOUND SYSTEMS: Preamplifiers, control tracg sup- 


pressors, speakers, power amplifiers. 


DISTRIBUTION: 


Authorized dealers. 





ot  "ampies INC., 4431 W. Lake St., Chicago 
24, Ill. 


Projectors, sound reproducing systems, 
projection arc lamps, motor generators, drive- 
in theatre in-car speakers and amplification 
systems. 


PROJECTOH: Model AAA with cylindrical rear shut- 
ter, upper and lower magazines, and pedestal in same 
AA series; Model S pedestal; pedestals with upward 
tilt for drive-in theatres. 


INDOOR THEATRE SOUND SYSTEMS, M9 Se 
ries soundheads and amplification in assemblies ac- 
cording to seating capacities from small to over 6000, 
single- and dual-channel. 


STEREOPHONIC SOUND SYSTEMS: Available in 


5 models for 800, 1300, 1900, 2200 and 5000 seat systems. 


DRIVE-IN THEATRES SOUND SYSTEMS: Avail- 
able in three series with a total of 12 models with 
capacity to serve theatres from 300 cars to 2000. 


IN-CAR SPEAKERS: Available in die-cast aluminuh, 
with straight or coiled cords, with or without con- 
cession signal light. 


REFLECTOR ARC LAMPS: Three models—1 
46-ampere, 75-115-ampere. 


kw., 


MOTOR GENERATORS: Three models—50/100, 70/140 
amps. and 125/250 amps. and duplex continuous duty 
generators in 85 and 115 amp. sizes. 


DOMESTIC DISTRIBUTION: Dealers 8, 10, 13, 24, 
27, 30, 32, 34, 36, 40, 42, 51, 53, 54, 57, 59, 64, 67, 70, 
75, 85, 91, 100, 104, 109, 111, 115, 118, 120, 123, 129, 132. 


Cable Address: FRAZEN, San Francisco. EXPORT 
AGENT: Frazar & Hansen, Ltd., 501 Clay St.. San 
Francisco 11. Also 120 Broadway, New York 5, N. Y. 


Motion Picture Herald, March 27, 1954 











NATIONAL CARBON COMPANY, A DIVISION PAYNE PRODUCTS CO., 2451 W. Stadium Blvd DOMESTIC DISTRIBUTION: Direct 







OF UNION CARBIDE AND CARBON COR- Ann Arbor, Mich. CANADIAN DISTRIBUTION: Perki lectri 
PORATION, 30 East 42nd St, New York 17, Carbon savers. Ltd., 1197 Phillipe x M coy a Pe s 
N. Y. “CRON-O-MATIC” TYPE: Takes carbon stubs of from | Toronto, Vancouver, Moncton. : 

Projection carbons. 1% to 6 in.; operates automatically in association with 





. : ee: carbon feed; designed for adaptation to Ashcraft “D”, 
Carbons for all types of motion picture projection arc RCA-Brenkert “Enarc,” Peerless “Magnare,” Strong 


o> ng one oro henge, ne ee Mogul” lamps. Carbon head constructed of heat- PROJECTION OPTICS COMPANY, INC., 330 









resisting, non-magnetic alloy, Lyell Ave., Rochester 6, N. Y. 
(ALSO SEE PAGE 8) =e , ‘ : 
DOMESTIC DISTRIBUTION: NTS Albany, Memphis Projection lenses for 35mm theatre projec- 
DISTRIBUTION: All theatre supply dealers. and Denver, also unaffiliated dealers. tors. 












as ee ae “HILUX,” speed f/1.8, coated optics, in focal lengths 










NATIONAL THEATRE SCREEN REFINISHING 2” to 9’, in standard barrel 2.781” O.D. Focal lengths 

CO., 129 Zenner St., Buffalo 11, N. Y. PERKINS THEATRE SUPPLY CO., INC., 505 43%4"’ to 9” in large barrel 4° O.D. Super-Lite Series 

Screen paint; luminous surround screen Pearl St., Buffalo, N. Y. 111, speed f/2.0, coated optics, in focal lengths 3%” to 
system. Wide-screens and frames. 5’; in slightly slower speeds from 5%’ to 8 






SCREEN PAINT: White coating for indoor coated 
screens, and outside white diffusive paint for drive-in 





“PANORAMASCOPE” SCREEN AND FRAME: DOMESTIC DISTRIBUTION: All theatre 







screens. Screens for 2D and 3D projection, metallic base front dealers. 
LUMINOUS SCREEN SURROUND: “Halo” system to back, seamless. Frame for wide-screen installation, 
: alo yrefabricated of aluminur 
providing surface behind edge of screen illuminated prefabricated of aluminum. (ALSO SEE BELOW) 
by light sources concealed behind screen, projected (ALSO SEE PAGE 36) EXPORT: All leading export houses. 





picture spilling off screen into this lighted area, 
eliminating black masking. 


(ALSO SEE PAGE 63) 


DISTRIBUTION: For paint, theatre supply dealers 
and direct; “‘Halo” surround, National Theatre Supply. 














NORPAT SALES, INC., 113 West 42nd Street, 
New York 36, N. Y. 

Voltage boosters, magnetic recording ac- 
cessories, studio communications receivers. 
3-D accessories and engineering services. 

VOLTAGE BOOSTERS: 85/135 volts, 60 cycles, 
portable variable-metered transformer with input/output 
receptacles and cable; for loads to 1500w; suitable for 
theatre amplifiers and 16mm equipment. 
MAGNETIC RECORDING ACCESSORIES: 
“Visimag”’ solution to make tracks visible on magnetic 
tape. Splicers for magnetic tape. 

STUDIO COMMUNICATIONS RECEIVERS: Mobile 
and stationary, 30-50 MC, 72-76, 108-149, 152-163 MC, 
152-174 MC. 

3-D ACCESSORIES: Custom built interlocks, elec- 
trical and mechanical; 4 and 6 ft. magazines; blowers; 
filters; lenses; screens. 


ENGINEERING SERVICES: Surveys and specifica- 
tions for 3-D installations. 
DOMESTIC DISTRIBUTION: All 
dealers. 


Cable address: NORPACREST. 



























theatre supply 












with the 
brightest 
clearest 
picture 












OXFORD ELECTRIC CORPORATION, 3911 S 

Michigan Ave., Chicago 15. 

Drive-in speaker replacement units. 

MODEL 5CM-S1: 5-inch speaker; all parts plated with 
cadmium; gasket of waterproof fiberboard used to 
reduce possibility of delamination under extreme con- 
ditions of humidity variance. Magnet material is 
Alnico V and weighs 1.47 oz. 
MODEL 5BA-3: 5-inch speaker same as above except 
magnet weight is .68 oz. Alnico V. 
MODEL 4CM-13: 4-inch speaker with cadmium plat- 
ing. Has an overplate of “‘iridite’ (dust and fungus 
inhibitor). Cork gasket covers face. Magnet is 1.47 oz. 
Alnico V sprayed with silver lacquer. 
MODEL 4AM-65: 4-inch speaker version of “the two 
5-inch ones described above. Employs a .68 oz. Alnico 
V magnet. 
DOMESTIC DISTRIBUTION: Direct. 
EXPORT: Roburn Agencies, New York City. 








































epee CO., 2040 W. North Ave., Chicago, 





Sound projectors, amplifications systems, in a NEW FORMULA ANASTIGMAT 
Ce SENOS, SOE ene ONE PIECE HERMETICALLY SEALED ANODIZED MOUNT 










THEATRE PROJECTION-SOUND SYSTEM (‘12,000 4 
Series’): Unified projector-soundhead with or without NO CEMENTED OPTICS - NO RECEMENTING, EVER & 
the complete amplification system built up according ALL AIR-GLASS SURFACES HARD-COATED 

to capacity of theatre from amplifier units noted below, MINIMUM VIGNETTING 







and available with Altec-Lansing two-way horn system 
Pedestal designed for downward or upward tilt, with 
built-in rectifier for exciter supply. Heads designed 







Now your patrons can enjoy the brightest, clearest pictures ever projected—with the sen- 









for removal by units for servicing, including sprocket sationally fast f/1.8 Super-Lite HILUX! Just note the exclusive features of the new HILUX— 
assembly. Shutter rear barrel double-action type. a true fully corrected anastigmat of the finest quality with absolutely no cementing to 
Chain drive. fail from the extreme changes encountered in today's hi-intensity projection. Comes in a 
TRANSPORTABLE 35mm SOUND PROJECTOR one-piece hermetically sealed mount, permanently preventing oil, moisture and dust from 
(Model 2810): Mazda illumination to 1,000 watts; car- entering. Send for literature today on the amazing new Superlite HILUX—truly designed 
ried in all-metal case, except for amplification and for today's projection. 







speaker; with portable amplifier and 12-inch heavy- 


duty PM speaker, or adapted to permanent sound PROJECTION OpPrTrics COMPANY, INC. 


system. 
330 LYELL AVENUE e ROCHESTER 6, NEW YORK 







PORTABLE 35mm SOUND PROJECTOR (“Suitcase” 
Model No. 1): Mazda illumination to 1,000 watts; wt. 
approx. 60 Ibs.; with portable amplification and speaker 
as above, or adapted to permanent sound system. 
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“NOW! 


ANYONE CAN AFFORD 
A NEW ASPECT RADIO 
SCREEN! 





~ 
“ 


, 
7 


RCA, the greatest name in 
how business, offers a Viny! 
screen for all pur- 


base sound 
po 

Wide screens, 3-D, every- 
thing comes out beautifully 


on the RCA "“DYNALITE" 
SOUND SCREEN. 


e Electronic seams are 
completely invisible 


¢ Still the lowest priced 
screen on the market 


SEE YOUR NEAREST PERKINS 
ELECTRIC COMPANY, LTD. 
OFFICE FOR FULL DETAILS 


Ask also about our 


CINEMASCOPE LENSES 
STEREOPHONIC SOUND 
WIDE-ANGLE LENSES 
3-D EQUIPMENT 
GENUINE POLAROID 
VIEWERS ts 


PERKINS 


ELECTRIC COMPANY LIMITED 


Toronto 
Vancouver 


Montreal 
Moncton 





| Screen Div., 








ASK YOUR 


Sold thru Theatre Supply Dealers Exclusively 
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RADIANT MANUACTURING CORP., Theatre 
2627 W. Roosevelt Rd., Chicago 8, 
Ill. 


Projection screens. 


SILVER, LENTICULAR, PERFORATED: Optically 
“Magniflow Astrolite’ for wide- 
black and white 


lenticular 
B, color, 


engineer, 


screen, 3-D, z 


Authorized dealers 


DISTRIBUTION: 


RCA VICTOR DIVISION, Theatre Equipment 
Section, Camden 2, N. J. 
Sound reproducing systems, projectors, pro- 
jection arc lamps, drive-in theatre im-car 
speakers 


REGULAR INDOOR THEATRE SOUND SYS- 
TEMS: Three basic types, each complete with rotary 
stabilizer sound amplification, two-way horn 
systems—PG-315, PG-320 for small theatres; PG-330, 

for medium-sized theatres; PG-342, 


dheads, 


the itres, 


STEREOPHONIC INDOOR THEATRE SOUND SYS- 
TEMS: Three basic types, each complete with mag 
soundheads, amplification, two-way horn sys 
tems PG-303, PG-312, 
°G-313 for small the 
atres; PG-301 for larg 
theatres. Illustrated 


feur-channel amplifie: 


netic 


cabinet. 


DRIVE-IN THEATRE 
SOUND SYSTEMS: 
basic amplification sys- 
tems: PG-270, single 
channel driver amplifier, 
one 70w power unit; 
PG-271 single channel 
driver with two 
power units; »G -272, 
single channel driver with 
fe 70w power units; 
PG-275, channel 
two 70w 
PG-276, 
driver with 
units. 


dual 
driver with 
power units; 
dual channel 


four 70w power 








IN-CAR SPEAKERS 

JUNCTION 

Die-cast alum- 

inum housing with “Star- 

light” finish (“K” series) 

or natural aluminum fin- 

ish (“T” series). Speak- 

ers: MI-9442-K or MI- 

2-T, with neoprene-jacketed straight cable; MI- 
2-AK or MI-9442-AT with Koiled Kord; MI-9442 
MI-9442-CT with 3-conductor theft-resistant 
Junction Boxes: MI-9490-K or MI-9490-T stand- 
MI-9490-AK or MI-9490-AT with built-in dual 
und post light; MI-9490-AG (green) and 
(red), translucent lighted cover and 
Speaker Baskets: MI-9695 


beam roadway 
MI-9490-AR 
post 


aluminum speaker basket 


with 


and roadway lighting. 


PROJECTORS: Two basic types—RCA “100” for large 
theatres; double rear shutter, automatic lubrication, 
extra visibility in operating compartment and on gear 
RCA for medium and small theatres; aut 

matic lubrication, double (RCA ‘62”’) or single shutter 


side. “60” 


D.C. REFLECTOR ARC LAMPS: 
RCA Hy-Arc, RCA Enarc. 


RCA Wide-Arc, 


POWER SUPPLY UNITS: A complete line 
generators, selenium rectifiers and tube type 


are available. 


of motor 
rectifiers 


THEATRE SCREENS: RCA Dyna-Lite Silver Screen 
with the electronically vulcanized seams for any as 
pect ratio including 3-D. Also RCA Snowhite line of 
vinyl plastic, light or heavy weight, perforated or un 
including the RCA’s deluxe Snowhite light 
vulcanized seams 


perforated, 


weight screen with electronically 


(ALSO SEE PAGE 27) 


DOMESTIC DISTRIBUTION: Theatres supply 
rs marked with asterisk on page 00 
EXPORT: RCA International Div., 30 
New York City. 


deal 


Rockefeller 


Plaza, 


RAYTONE SCREEN CORP., 165 Clermont Ave., 
Brooklyn, N. Y. 
drive-in screen 


— picture screens, 


paint. 


“HILUX” STEREO SCREEN: All purposs 


CinemaScope, wide-angle, 3-D, 2-D. 


NO. 37 SCREEN: Vinyl-coated, flat white, diffusive; 
any size to order; rated brightness at 1.5 degrees .96; 
whiteness ratio .93, reflectance factor .85; grommets 
fastened through screen material and webbing. Can 
be shipped folded. 

“PANTEX’” SCREEN: All vinyl film, fiat white 
diffusive; rated brightness at 1.5 degrees .106; white- 
ness ratio .93, reflectance factor .85; crommets fas- 
tened through screen material and all vinyl webbing. 
Tearproof. Can be shipped folded. 


DRIVE-IN SCREEN PAINT: (See listing under 
Drive-in Theatre Equipment) 

(ALSO SEE PAGE 9) 
DOMESTIC DISTRIBUTION: All 
dealers. 


EXPORT AGENT: Westrex Corp., 111 Eighth Ave., 
New York City. 


theatre supply 


J. E. ROBIN, INC., 267 Rhode Island Ave., East 
Orange, N. J. 


Motor-generators, rectifiers, d. c. for projec- 
tion are supply. 


ROBIN-ESCO SUPER POWER: 
50 to 400 amperes. 


Motor generators, 


and 6-phase, al! 
22x14 in., 32 in 


RECTIFIERS: Selenium type, 3- 
regular projection arc amperages; 


high; approx. ship. wt. 360 Ibs. 





(ALSO SEE PAGE 32) 
DOMESTIC DISTRIBUTION: Unaffiliated dealers. 





STRONG ELECTRIC CORP., 87 City Park Ave., 
Toledo, Ohio. 


Projection arc lamps, reflectors, rectifiers, 
spotlights. 

LAMPS: High-Intensity—“Utility” ikw. “Junior 

High” lkw.; “Utility” 46-amp. and 50-amp.; “Mogul” 


70-amp.; ““Mighty-Ninety” 80-135 amp. Low-Intensity 
—“Utility” 18-30 amp.; portable 15-18-amp. For longer 
are projection—“‘Junior High” 16 mm high-intensity. 
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RECTIFIERS: Tungar tube equipment in 40-amp., 
single-phase; 50-amp., single- and 3-phase; 70-amp. 
single- and 3-phase; 85-amp., single- and 3-phase; 90 
amp. single and 3-phase for angle trim lamps and in 
15 (portable), 20 and 30 amps. Selenium rectifiers in 
70, 90, 110 and 135 amps. 3-phase. 


National-Excelite projection lamp. 


REFLECTORS: Elliptical glass mirrors for all stand 
ard reflector arc projection lamps. 


SPOTLIGHTS: Trouper model carbon are automatic 
high-intensity light projectors mounted on pedestal for 
flexible follow of performance, adjustable from spot to 
flood. Also Trouperette model mazda spotlight and 
slide projector. 


(ALSO SEE PAGES 5, 29) 
DOMESTIC ne aretee ay lers yy a ey 
. ae oe 2 28, 29, 30, 32 
36. 37, 38, 39, — "42, 13," “a 5, e 48, 49 
57. 58, 59, 60, 61, 63, 64, 66, 67, 
; 35, 89, 90, 91, 95, 
1, 102, 103, 104 105 106, 107, 108, 110, 111, 112, 
» 138, 120, 121, 123, 127, 128, 129, 130, 131. 


Cable Address: STRONGLAMP. EXPORT: Export 
mgr., home office. 





TELESONIC —To CORP., 3 E. 48th 
St., New York 17, N. 


Theatre hearing aid equipment. 
Consists of network of low-voltage wire surrounding 


seat area and connected to theatre sound amplifier; 
deafened patron tunes small receiving unit into field. 


DISTRIBUTION: Direct. 





UNISTRUT PRODUCTS CO., 
ton Blvd., Chicago 7, Il 
Wide and curved screen adjustable frames 


METAL FRAMING: 


1013 W. Washing- 


Adjustable. 
SPEAKER SUPPORTS AND STANDS. 





VOCALITE SCREEN CORP., 
Roosevelt, N. Y 


19 Debevoise Ave., 


Projection screens. 


MATTE WHITE, DIFFUSIVE, PERFORATED: 
Vinyl Plastic mold and fungus-proof, flameproof, 
screens: Audio-Lite, Super-Lite, Suprex, ‘Super- 
wite,” H-Lite. 


BEADED: Glass beaded porous fabric, 
“Vocalite” and “Perma-Lite.” 


SILVER: All purpose—silver surfaced for all wide- 
screen projection, “Silver-Lite.’”’ 


flameproof 


RESURFACERS: Chromoloid white coating, plastic 
base, flameproof; Silverlite metallic base paint for 
silverscreen surface. Drive-in screen paints. 


UPHOLSTERY: Plastic Seat: Washable, flame re- 
sistant ‘‘Plasticover.” 


DOMESTIC DISTRIBUTION: 
dealers. 


All theatre supply 


EXPORT AGENTS: Streuber & La Chicotte, Inc., 
1819 Broadway, New York 23, N. Y. 
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WALKER oan CORP., 800 Beaumont St,. 
St. Louis, 


Projection screens. 
SOUND SCREENS in 5 types: P. 


Silver, High-Intensity, 
Plastic. 


“PM” 
Vinyl 


M. White, 
coated fabric White, 


DOMESTIC DISTRIBUTION: 
Supply branches. 


National Theatre 


EXPORT: National Theatre Supply, Export Dept., 
92 Gold St., New York. 





WENZEL 15° aed Co., 
Chicago 16. 


2905 S. State St., 


Projector soundheads, pedestals, rewinders, 
projectors and soundhead parts, projection 
accessories, amplifiers and speakers. 


PROJECTOR: PRO-50 de luxe model; PRO4 
standard model. Both models with rear shutters, 
double bearing movements, spiral gears. 


SOUND EQUIPMENT: Soundheads, amplifiers and 
speakers. Amplifiers for drive-ins. 


ASSEMBLIES: Rear shutter attachments; B B inter- 
mittent movements. 


PARTS: Sprockets for projectors and soundheads; re- 
placement parts for Wenzel; Simplex type; Powers 6B 
type; and others. Carbon savers for low-intensity and 
suprex type lamps. Parts for low-intensity lamp- 
houses of various types. 


REPAIR TOOLS: Sprocket puller; pin pushers; V 
blocks;’ punches; repair hammers; reamers; running- 
in stands. 


REWINDERS: Various hand models for 8, 16 and 
3mm. 35mm motor driven enclosed PRO-62. Special 
rewinds as per customer’s specifications. 


MAGAZINES: 18” standard upper and lower maga- 
zines; 18” de luxe deep type upper and lower maga- 
zines; 25° magazines, upper and lower for 5700’ film 
upper magazines for Powers 6B. 


PEDESTALS: Five point L type; Wenzel de luxe base 
WB-600; Wenzel #1500 and #1800 light weight; en- 
closed type. 


DOMESTIC DISTRIBUTION: 
supply dealers. 


Authorized theatre 


WESTINGHOUSE ELECTRIC CORP., 
Division, Bloomfield, N. J. 


Lamp 


Filament and exciter 


lamps. 


projectoin lamps 


Filament projection light sources for 
standard line voltage, 100-1500 watts; 
lamps with medium prefocus base 
ventilation, 300-1000 watts. 


operation on 
biplane filament 
requiring forced 


Photocel] exciter lamps in standard types. 


DISTRIBUTION: Theatre supply dealers, or consult 
nearest Westinghouse Lamp Div. office. 


WESTREX CORP., 111 Eighth Ave., New York 
11, N. Y. 


Sound reproducing and recording equip- 
ment; distributes complete theatre equipment 
outside U. S. 


COMPLETE SOUND SYSTEMS: Deluxe 


ind economy systems, all with ‘‘H 
’* in soundhead; amplifiers 


Westrex R9 stereophonic reproducer. 


multi-channel 
horns and 


type cabinets ; 
high-frequency 
Three and four 
tems tor magnetic 


1 
channel amplif 


and photo tr 


WILLIAMS 


All-Purpose 


of 1954 





SOUNDHEADS 
with 


(Photographic): Designed for us¢ 
leading makes of projectors; “Hydro Flutter 
Suppressor” reduces mechanical flutter to only .07%; 
“Equilight Diffuser” for equal illumination of photo- 
cell for both variable density and variable area rec- 
pre-amplifier mounted on chassis, 
timing-belt drive, hand wheel 


ordings; plug-in 
push-button changeover, 
for threading. 


STEREOPHONIC REPRODUCER (Magnetic, Model 
R9): Scans 4 tracks; film-driven, with Davis drive, 
flutter suppressor; uses tight loop, 32-tooth sprocket 
and film pads which, when lifted, lock sprocket for 
threading; idler roller positions match lengths of film 
paths of different projectors 

series of units with output 
control and 


AMPLIFIERS: Complete 
as required; mounted with rectifiers, 

meter panels in floor cabinets with illuminated white 
enamel interior; barmonic distortion rated 1% over 
1000 cycles, 2% at extreme low end; separate fuse and 
switching panel controls power line circuits; power 
supply panel each amplifier; rectifier for each exciter 
lamp; device for emergency operation on a.c.; monitor 
amplifier separate unit with provisions for hearing 
aids, accessory speakers, monitor. 


LOUDSPEAKER SYSTEMS: Incorporate one to fou 
low-frequency speakers, and one or two high-frequency; 


1 
horns 


SOUND SYSTEMS ATTACHMENTS: non-synchro- 
nous turntable; hearing aid; projection room and stage 
announcing. 


IN-CAR SPEAKERS: Units designed for 
pipe mounting; speakers together with junction boxes 
made of aluminum, 


standard 
die-cast 
(ALSO SEE PAGE 4) 


BRANCH: Hollywood Division, 6601 
Hollywood 38, Calif. 


Romaine St., 


DISTRIBUTION: Westrex sound reproducing equip- 
ment and complete theatre equipment of other manu- 
facture, distributed outside U. S. only, through sub- 
sidiaries in principal countries. (Recording equipment 
distributed throughout world including U. S. 





WILLIAMS SCREEN CO., 1674 Summit Lake 


Bivd., Akron 7, Ohio. 
Motion picture screens. 
sizes ul 


silver screens in 


All-purpose 
(ALSO SEE PAGE 97) 
DOMESTIC DISTRIBUTION: The Ballantyne Co., 


1712 Jackson St., Omaha, Neb., or direct 





(For Seating see Auditorium Chairs! 





Stage Rigging 
And Curtain Controls 








AUTOMATIC DEVICES CO., 
Allentown, Pa. 


116 N. 8th St., 


Curtain control equipment. 


CONTROLS: No. 145, %-h.p. resilient for medium wt. 
curtains, track to 50 it.; No. 290, %-h.p. for heavy cur- 
tains, track over 50 ft.; No. $3 “Junier,” %-h.p. track 
to 40 ft. Also steel machine stand, 22 in. high. No. 
67 “Tom Thumb,” track to 16 ft., for lightweight 
curtains. Stop, start and reverse machines for wide, 
curved screens (available in all models, 
button units). Lift machine for contour curtains, 
h.p., lifting 500 Ibs 


single or 


TRACK: Two types of 14-gauge steel. Nos. 280 and 
Special 250 for any wt. or span; No. 170 for medium 
curtains, tracks to 36 ft. Two types of aluminum 
No. 130 I-Beam for walk-around cycloramas; No. 104 
for lightweight curtains; curved track No. 310 for 
wide curved screens 


DISTRIBUTION: All theatre supply dealers, scenic 
studios and drapery houses. 


Cable Address: GERKINETO. Export Office: 220 W 
42nd St., New York. 





J. R. CLANCY, 
Syracuse, N. Y. 


INC., 1010 W. Belden Ave., 
Stage hardware and rigging. 
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COMPLETE MECHANICAL EQUIPMENT FOR 
STAGES: Including rigging, hardware, asbestos and 


Clancy curtain control. 


other curtains and draperies, with stage installation 
design service. 


ELEVATORS: Designed and built to specifications, 
for lifting orchestra or consoles into pit or on to stage 


DOMESTIC DISTRIBUTION: Direct. 
(ALSO SEE PAGE 16) 


Cable Address: CLANCYCO. EXPORT: Westrex 
Corp., 111 Eighth Ave., New York 11, N. Y. 





VALLEN, INC., 225 Bluff St., Akron, Ohio. 
Curtain control equipment. 
CONTROLS AND TRACKS for every curtain oper- 


ating need. Equipment for preview rooms, wall cur 
tains, l Midge t 


panorama windows, glass wall curtains. 


Operators 
(ALSO SEE PAGE 19) 
DISTRIBUTION: All 


scenic studios. 


theatre supply dealers and 


(For Stage Lighting Equipment see Lighting) 


TRAD TELEVISION 1001 First Ave., 


Asbury Park, N. J. 


CORP., 


Direct-instantaneous system. 


Instantaneous reproduction, TV image _ projected 
optics, to theatre screens up to 24 feet wide at dis- 
tances up to 150 feet. Continuity of performance 
protected by duplicate-channel picture tube, Schmidt 
optics, video sweep circuits, and high-voltage and 
low-voltage power circuits. 


DOMESTIC DISTRIBUTION: Motiograph, Inc., 4431 
W. Lake Street, Chicago 2, IIl. 





Third-Dimension: Glasses 
And Single-Strip Systems 


[For other 3D accessories refer to 
PROJECTION AND SOUND) 














Television, 
Theatre Screen 








GENERAL PRECISION LABORATORIES, Pleas- 
antville, N. Y. 


Direct-instantaneous and intermediate sys- 
tems. 


DIRECT PROJECTION: Instantaneous reproduction. 
TV image projected via Schmidt optics to theatre 
screens up to 2 feet wide. 


FILM-INTERMEDIATE: TV image photographed on 
motion picture film, which is then automatically de- 
veloped and projected to the theatre screen with time 
lag under 1 min., Available for 16 mm. film. 


DOMESTIC DISTRIBUTION: National Theatre Sup- 


ply. 


PARAMOUNT PICTURES CORP., 1501 Broad- 


way, New York City. 

Intermediate system. 
TV image photographed on standard motion picture 
film, which is automatically developed and projected; 


time lag less than 1 min.; 16mm. and 35mm. 


DOMESTIC DISTRIBUTION: Century Projector 


Corporation, 729 Seventh Avenue, New York, N. Y. 





RADIO CORPORATION OF AMERICA, Theatre 
Equipment Div., Camden, N. J. 


Direct-instantaneous and intermediate sys- 
tems. 


DIRECT PROJECTION: Instantaneous reproduction, 
TV image projected via Schmidt optics to theatre 
screens up to 2 feet wide. 


FILM-INTERMEDIATE: TV image photographed on 
motion picture film, which is automatically dev 

and projected; time lag under 1 min.; two types, 
33mm and 16mm film. 


DOMESTIC DISTRIBUTION: Dealers marked with 
asterisk on page 74. 


DEPTH VIEWERS, INC., P. O. Box 6, Cincinnati 
36, Ohio. 


3-D glasses and projection port filter. 


Model MI1-A regular; Model MI-B clip-on; Model 


M1-C Lucky “7” for children; Model M1-D Sta-On; 


M10-C rimless; Model MI10-A_ permanent; 


Model 
Model M100-A deluxe permanent 


DOMESTIC DISTRIBUTION: National Theatre Sup- 
ply Branches; Nord 400 East First 
St., Minneapolis, Minn. 

EXPORT: National Theatre Supply, 92 Gold St., New 
York City. 


Processing Co., 





POLAROID CORPORATION, Cambridge, Mass. 
3-D glasses and projection port filters.. 


GLASSES, MODEL 727-9: All plastic frame in yellow, 
or gray and blue; lenses of full-vision area, con- 
toured temples. 

asterisk 


DISTRIBUTION: marked with 


page 100. 
POLA-LITE COMPANY, 
York, N. Y. 


Single-track 3-D projection unit, 3-D glasses 
and projection port filter. 


See dealers 


19 Rector St., New 


POLA-LITE SYSTEM: Engineered attachment which 
clamps onto present projectors and projects a 3-D 
picture from a single strip of film. Contains its own 
filters. 


3-D GLASSES: Made entirely of plastic with hinged 
bows. Clip-on type has plastic bows at outside edges 
of frame to snap over edges of frames of corrective 
have wide viewing area and are 
variety of colors. Also special models 


glasses. Glasses 
available in 


for children. 


DISRIBUTION: 


branches. 


Direct and National Film Service 





Ticket Sales and 
Admission Control 








BRANDT AUTOMATIC CASHIER CO., Water- 
town, Wis. 


Coin changing equipment. 


MODEL 251: Depression of one key makes change 
from penny to a dollar, inclusive. Coins roll on 
quickly and with minimum clatter down delivery chute 
to cup. Chute may be set at any point within radius 
of 180° on either side of the machine. An automatic 
control prevents short changing when the supply of 
coins is too low for proper payment. 

MODEL 131: Amounts require 
depression of two keys. 


DOMESTIC DISTRIBUTION: Through appointed 
sales representatives; direct inquiries to manufacturer 


involving pennies 





1223-7 South 


COINOMETER CORPORATION, 
Wabash Ave., Chicago 5, Ill. 


Coin changing machines. 
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SERIES '5S “A”: Direct-paying type, with integral 
penny keys, combining odd amounts in one operation; 
also four special keys for split change of 10, 25, 50 
cents and dollar. 


SERIES ’55 “B”: Changer type, requiring only de- 
Pression of keys of admission price; keys arranged by 
color for changing dollar, 50c, 25e or 75c, and penny 
change. 

SERIES ’55 “D”: For operations requiring no pennies; 
otherwise direct changer type like Model “B.” 
DISTRIBUTION: Authorized distributors. 





GENERAL REGISTER CORP., 43-01 22nd St. 
Long Island City 1, N. Y. 


Admission Control Equipment. 


ELECTRIC TICKET ISSUING MACHINE: Motor- 
driven, automatic issue, 1 to 5 tickets from each unit 
simultaneously or individually; constructed in units, 
with housing dating 1 to 5; deal plate dimen- 
sions—12 in. wide, 1 to 3 units; 18 in. 1 to 2. Ship. 
wt. from 135 (1 unit) to 190 Ibs. 





MECHANICAL TICKET ISSUING MACHINE: 
Same design and dispensing as above, but by me- 
chanical action. 


TICKET TAKER BOX: Manually operated ticket col- 
lection machine which automatically collects and files 
ticket stubs in the sequence of their collection. Final 
record sealed and divided by time and personnel; 
capacity of box 14,000 tickets; 17” wide, 144” deep, 
42” high; ship. wt. 160 Ibs. 


TICKET TAKER BOX SPECIAL: The function the 
same as above but made to special size and design for 
Drive-In and other particular work. 


BRANCHES: 1018 Wabash Ave., Chicago 5. 


DOMESTIC DISTRIBUTION: All 
dealers. 


theatre supply 


GOLDE MANUFACTURING CO., 
Clark Street, Chicago 40, III. 


4888 North 


Admission equipment 
TICKET DISPENSERS: From one to four units. 
TICKET BOXES: Red, blue, burnt orange. 
DOMESTIC DISTRIBUTION: All 


dealers. 


theatre supply 





NATIONAL DISTRIBUTORS 


CONCESSION SUPPLY CO., 31916 Secor Road, 

Toledo 13, Ohio. 

Distributors of a complete line of equipment 
and supplies for refreshment stand operation, 
including popcorn machines, warmers and ser- 
vice accessories, candy and nut display cases 
and sales supplies, food grills and deep fryers, 
bun warmers, beverage dispensers, ice cream 
cabinets, soda fountain appliances, etc. 


e 
NATIONAL THEATRE SUPPLY (division of 

National-Simplex-Bludworth, Inc.), 92 Gold 

St., New York, N. Y. 

Distributors of a complete line of motion 
picture theatre equipment and operating sup- 
plies, through branches in leading film centers 
(for cities and addresses see Territorial Dealers 
on following page). 


& 

NORPAT SALES, INC., 113 West 42nd St., New 
York, N. Y: 
Distributors of selected lines of equipment of 

leading manufacture, including rectifiers, car- 

bon saving devices, screen frame, coin changers, 
carpeting. 





Ss. 0. S. CINEMA SUPPLY CORP., 602 West 52nd 
St., New York 19, N. Y. 


Distributors in U.S. 
and abroad of motion 

icture equipment, 

th 35mm and 16mm, 
including projection 
and sound reproducing 
equipment, booth ac- 
cessories, auditorium 
chairs and other 
equipment and _ sup- 
plies for theatres, also 
camera, lighting, re- 
cording and _ editing 
equipment for studios, 
also film = 
equipment. Illustrated 
is amplifier cabinet 
for stereophonic sound 
system. 
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GENERAL INQUIRY COUPON 


for types of product NOT ADVERTISED in this issue 


Please use coupon and refer to item by its number in listing when- 
ever possible; otherwise explain in space indicated for numbers. 


ADVERTISING 


101—Cutout devices 
102—Display frames 
103—Flashes 
104—Lighting fixtures 
105—Letters, changeable 
106—Marquees 
107—Signs, attraction 
108—Signs, theatre name 


AIR SUPPLY 


201-——Air cleaners, electrical 
202—Air washers 
203—Blowers and fans 
204—Coils (heat transfer) 
205—Compressors 
206—Conditioning units 
207—Control equipment 
208—Cooling towers 
209—Filters 

210—Grilles, ornamental 
21!—Heaters, unit 
212—Insulation 
213—-Motors 

214—Oil burners 
215—Outlets (diffusers) 


ARCHIT'RE & DECORATION 
301—Acoustic plaster 
302—Acoustic tiles 
303—Black-light murals 
304—Decorating service 
305—Fabric 
306—Luminescent paints 
307—Mirrors 

308—Porcelain enamel tiles 
309—Tiles, ceramic 
310—Wall boards and tiles 
311—Wall paper and plastics 
312—Wood veneer 


DRIVE-IN THEATRES 
401—Admission control system 
402—Box-offices 

403—Design service 
404—Electric cable (underg'd) 
405—Fencing 

406—In-car heaters 
407—In-car speakers 
408—Insecticide foggers 
409—Lighting fixtures (outd'r) 
410—Screen paint 
41i—Screen towers 
412—Signs, attraction 
413—Signs, name 

414—Signs, ramp and traffic 
415—Stadium seating 
416—Vending carts 


EMERGENCY 
50!—Fire extinguishers 
502—Lighting equipment 


GENERAL MAINTENANCE 
601—Blower, floor, cleaning 
603—Carpet shampoo 
604—Cleaning compounds 
605—Deodorants 
606—Disinfectants 
607—Gum remover 
608—Ladders, safety 
609—Lamps, germicidal 
610—Paint, aud. floor 
611—Polishes 

612—Sand urns 

613—Soap, liquid 
614—Vacuum cleaners 


FLOOR COVERINGS 
701—Asphalt tile 
702-—Carpeting 
703—Carpet lining 
704—Concrete paint 
705—Linoleum 
706—Mats, rubber 


LIGHTING 

801—Black-light equipment 
803—Dimmers 
804—Downlighting equipment 
807—Luminaires 

(See also Advertising, Stage) 


LOUNGE FURNISHINGS 
901—Chairs, sofas, tables 
902—Cosmetic tables, chairs 
903—Mirrors 


PROJECTION and SOUND 
1001—Acoustic materials 
1002—Acoustic service 
1003—Amplifiers 
1004—Amplifier tubes 
1005—Cabinets, accessory 
1006—Cabinets, carbon 
1007—Cabinets, film 
1008—Changeovers 
1009—Cue markers 
1010—Effect projectors 
1011—Exciter lamps 
1012—Fire shutters 
1013—Hearing aids 
1014—Lamps, reflector arc 
1015—Lamps, condenser 
1016—Lenses, condenser 
1017—Lenses, projection 
1018—Lenses, anamorphic 
1019—Magazines 
1020—Microphones 
1021—Mirror guards 
1022—Motor-generators 
1023—Non-sync. turntables 
1024—Photoelectric cells 
1025—Projectors, standard 
1026—Projectors, 16-mm. 
1027—Projector parts 


1028—Projection, rear 
1029—Public address system 
1030—Rectifiers 

1031—Reel and alarms 
1032—Reels 
1033—Reflectors (arc) 
1034—Renovators, film 
1035—Rewinders 
1036—Rheostats 
1037—Safety devices, projector 
1038—Screens 

1039—Screen frames 
1040—Speakers and horns 
1041—Splicers 
1042—Splicing cement 
1043—Soundheads, optical 
1044—Soundheads, magnetic 
1045—Stereopticons 
1046—Tables, rewind 


SEATING 

1101—Chairs 
1102—Expansion bolts 
1103—Fastening cement 
1104—Foam rubber cushions 
1105—Upholstering fabrics 


SERVICE and TRAFFIC 
120!1—Crowd control 
1202—Directional signs 
1203—Drinking fountains 
1204—Lockers, checking 
1205—Uniforms 
1206—Water coolers 


equip t 


STAGE 

1301—Curtains and drapes 
1302—Curtain controls & track 
1303—Lighting equipment 
1304—Rigging and hardware 
1305—Switchboards 


THIRD-DIMENSION 
1401—Filters, port 
1402—Interlocks, projector 
1403—Monitors (synchron 
1404—Selsyn motors 
1405—Spectacles 
1406—Aligning Film 


TICKET SALES 
1501—Box offices 
1502—Changemakers 
1503—Signs, price 
1504—Speaking tubes 
1505—Ticket choppers 
1506—Ticket registers 


TOILET 

1601—Hand driers, 
1602—Paper dispensers 
1603—Soap dispensers 
(See also Maintenance) 


electric 


GENERAL INQUIRY COUPON 


(TO BE MAILED IN SIGNER'S BUSINESS ENVELOPE) 


To Better Theatres Service Department: | expect to buy products as indicated 
by the reference numbers below, and | would like to have the manutacturer 
thereof, or their dealers, get in touch with me. 


Name. 


Address 


Theatre 
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TERRITORIAL DEALERS 
IN THE UNITED STATES 





ALABAMA 


i—Queen Feature Service. 19122 Morris Ave., Birmingham. 


ARIZONA 
2—Girard Theatre Supply, 532 W. Van Buren St., 


ARKANSAS 
3—Arkansas Theatre Supply, 1008 Main St., 
4—Theatre Supply Ce., 102i Grand Ave., Fort 


Phoenix. 


Little Roek. 
Smith. 


CALIFORNIA 


Fresno: 
5—Midstate Theatre Supply, 1906 Thomas. 


Los Angeles: 


F. Shearer, { 


San Francisco: 
National Theatre Supply, 255 Golden Gate Ave. 
9—Preddey Theatre Supplies, 187 — Gate Ave. 
10—B. F. Shearer, 243 Goiden Gate Ave. 
12—United Theatre Supply, 112 Golden G ate A 
13—Western Theatrical Equipment, 337 Golden Gate Ave.* 


COLORADO 


Denver: 
National Theatre Supply, 211i Champa St. 
14—Service Theatre Supply, 2054 Broadway. 
15—Western Service & Supply, 2120 Broadway.* 


CONNECTICUT 


New Haven: 
National Theatre Supply, 122 Meadow St. 


DISTRICT OF COLUMBIA (Washington) 
16—Brient & Sons, 925 New Jersey Ave., N.W 

i7—Ben Lust, 100i New Jersey Ave., N.W. 

18—R & S$ Theatre Supply, 920 New Jersey Ave., N.W. 


FLORIDA 

19—Joe Hornstein, 329 W. Flagler St., Miami. 
20—Southeastern Equipment, WwW. Bay a... setae.” 
2i—United Theatre Supply, 110 Frankiin St., pa. 
22—United Theatre Supply, 329 W. Flagler ‘st “iami. 2 


GEORGIA 


Albany: 
23—Dixie Theatre Service & Supply, 


Atlanta: 
24—Capito! City Supply, 161 Walton St., N. 
National Theatre Supply, 187 Walton St., N.W. 
25—Southeastern Theatre Equipment, 201-3 Luckie ene 
26—Wil-Kin Theatre Supply, 301 North Ave., N.E 


ILLINOIS 


Chicago: 
27—Abbott Theatre Supply, es S. Wabash Ave.* 
28—G. C. Anders Co., 317 S. Sangamon St. 
29—Gardner Theatre Service, 1235 8. a 
30—Movie Supply, 1318 S. Wabash A 
National Theatre Supply, 1325 S. Wabash Ave. 


1014 N. Slappey Dr. 


N.W.* 


INDIANA 
Evansville: 

3i—Evansville Theatre Supply, 2900 E. Chandler Ave. 
Indianapolis: 

32—Ger-Bar, ime., 442 N. Illinols St. 


33—Mid-West Theatre Supply N 


Company, 448 N. Illinois St.* 
National Theatre Supply, 436 N. Illinois St. 


IOWA 


Des Moines: 
34—Des Moines Theatre Supply, 1121 High St. 
National Theatre Supply, 1102 High St. 


KANSAS 


Wichita: 
35—Southwest Theatre Equipment, P. 0. Box 2138. 


KENTUCKY 


Louisville: 
36—Falls City Theatre yy 4 .. sees st. 
37—Hadden Theatre Supply, 209 S. 


LOUISIANA 


New Orleans: 
38—Hodges Theatre Supply, oy bet Ave. 
39—Johnson Theatre Service, 223 S. Liberty St. 
National Theatre Supply, 220 S. Liberty St. 
40—Southeastern Theatre Equipment, 214 S. Liberty St.* 
Shreveport: 
4i—Alon Boyd Theatre Equipment, P. 0. Box 362. 
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MARYLAND 


Baltimore: 
42—J. F. Dusman Co., 12 East 25th St. 
National Theatre Supply, 417 St. Paul Place. 


MASSACHUSETTS 


Boston: 
43—Capitol Theatre Supply, 28 Piedmont St.* 
44—Independent Theatre Supply, 28 Winchester St. 
45—Major Theatre colons’. 44 Winchester St. 
46—Massachusetts Theatre Equipment, 20 Piedmont St. 
National vee Supply, 37 Winchester St. 
47—Standard Theatre Supply, 78 8Sro ~ a. 
48—Theatre ‘onde & Supply, 30 Piedmont St. 


MICHIGAN 


Detroit: 
49—Amusement Supply, 208 W. Montcalm St. 
orbes Theatre Supply, 214 w Montoalm St. 
51—MeArthur Theatre E 44 W. St. 
National Theatre Supply, 2312-14 Cass ion 


Grand Rapids: 
52—Ringold Theatre Equipment, 106 Michigan St., N.W. 





MINNESOTA 
Minneapolis: 
ae 4 Theatre Equipment, 1110 ay Ss Ave. 


National Theatre Supply, 56 Gienwood A 
56—Western Theatre E 45 GI 





MISSOURI 


Kansas City: 
57—Missourl Theatre Sey 115 W. 
National Theatre Supply, 223 W. 18 
58—Shreve Theatre aly 217 W. {8th S 
59—Stebbins Theatre Equipment, 1804 Wyandotte St. 
St. Louis: 
60—McCarty Theatre Supply, 3330 = St. 
National Theatre Supply, 3212 Olive 
6i—St. Louis Theatre Supply Co., 310 Olive St.* 


18th St.* 


MONTANA 
62—Montana Theatre Supply, Missoula. 


NEBRASKA 


Omaha: 
National Theatre Supply, 1610 Davenport St. 
<2—Ouality Theatre Sueoly, 1515 Davenport St. 
Western Theatre Supply, 214 N. (5th St.* 


NEW MEXICO 


65—Eastern New Mexico Theatre Supply, Box 1009, Clovis. 


NEW YORK 


Albany: 
66—Albany Theatre Supply, 448 N. Pearl. 
National Theatre Supply, 962 Broadway. 


Auburn: 
67—Auburn Theatre Equipment, 5 Court St. 


Buffalo: 
68—Eastern Theatre Supply, op +5 val 
National Theatre Supply, 498 P 
69—Perkins Theatre Supply, 05 P 
70—United Projector & Film, 228 Franklin St. 
New York City: 
7i|—Amusement Supply, 341 W. 44th St. 
72—Capitol Motion Picture Supply, 630 Ninth Ave. 
73—Crown Motion — — 354 W. 44th St 
74—Joe Hornstein, 630 N 
National ~~ Supply, $30, sath a 


77—Star Cinema Supply, 447 W 


Syracuse: 
75—Central N. Y. Theatre Supply, 210 N. Salina St. 


NORTH CAROLINA 


Charlotte: 
78—Bryant Theatre Supply, ~ S. Church St. 
79—Charlotte Theatre Supp 227 S. Church St. 
80—Dixie Theatre Suapiy. 3s W. 3rd St. 


83—Theatre Equipment 220 S. P 
84—Wili-Kin Theatre Supply, 229 S. Church 


Greensboro: 
85—Standard Theatre Supply, 215 E. Washington St. 
86—Theatre Suppliers, 304 S. Davie St. 


OHIO 


Akron: 
87—Akron Theatre Suppiy, 120 E. Market St. 


Cincinnati: 
88—Mid-West Theatre Supply, 1638 Central Parkway.” 
National Theatre Supply, 1657 Central Parkway. 


Cleveland: 
National Theatre Supply, 2128 Payne Ave. 
89—Ohio Theatre Equipment, 2108 Payne Ave. 
90—Oliver Theatre Supply, E. 23rd and Payne Ave.* 
Columbus: 
91—American Theatre Equipment, 165 N. High St. 
92—Mid-West Theatre Supply, 962 W. Third Ave. 
Dayton: 
93—Dayton Theatre Supply, 111 Volkenand St. 
94—Sheildon Theatre Supply, 627 Salem Ave. 
Toledo: 


95—American Theatre Supply, 439 Dorr St. 
96—Theatre Equipment Co., 1206 Cherry St. 


OKLAHOMA 


Oklahoma City: 
97—Century Theatre Supply Co., = N. Lee St. 
i Walker Ave. 


99—Oklahoma Theatre Supply, 628 W. Grand Ave.* 


OREGON 


Portland: 
100—Modern Theatre Supply, 1935 N.W. Kear 
— Motion ty Bg 916 N. Ww. 
F. Shearer, 1947 N K St. 
103—Inter- State Theatre anne 


y St.* 
19th St. 


PENNSYLVANIA 


Philadelphia: 

104—Blumberg Bros., 1305-07 Vine St.* 

National Theatre Supply Co., 1225 Vine St. 

105—Superior Theatre Equipment, 1315 Vine St. 
Pittsburgh: 

106—Alexander Theatre Supply, 84 Van Bramm al 

107—-Atias Theatre Supply, 402 Miltenberger 

National Theatre Supply, 172! Bivd. of allies. 
Wilkes Barre: 

106—Vineent M. Tate, 1620 Wyoming Ave., Forty-Fort. 


RHODE ISLAND 


109—Rhode Island Supply, 357 Westminster St., Providence. 


SOUTH DAKOTA 


110—American Theatre Supply, 316 S. Main St., 


TENNESSEE 

Memphis: 
i11—Monareh Theatre Supply, 492 S. Second St.* 
National Theatre Supply, Hi S. Secon 
112—Tri-State Theatre Supply, 320 S. Second St. 


TEXAS 


Dallas 
113—Hardin Theatre Supply. 714 South Hampton Rd. 
114—Herber Bros., 408 S. Harwood St. 
115—Modern Theatre Equipment. 1916 Jackson St. 
National Theatre Supply, 300 S. Harwood St. 
116—Southwestern Theatre Equipment, 2010 Jackson St.* 
117—Sterling Sales & Service, 2019 Jackson St. 


Houston: 
118—Southwestern Theatre Equipment, 1622 Austin St.* 


San Antonio: 
119—Alamo Theatre Supply, 1303 Alamotee St. 


UTAH 


Salt Lake City: 
120—Intermountain Theatre Supply, 264 S. East First St. 
121—Service Theatre Supply, 256 S. East First St. 
122—Western Sound & Equipment, S. East First St.* 


VIRGINIA 
123—Norfolk Theatre Supply, 2700 Colley Ave., Norfolk. 


WASHINGTON 


Seattle: 
124—American Theatre omer. 2300 First Ave., at a =. 
125—Inter-State Theatre Equipment Co., 2224 Second 
126—Modern Theatre Supply, 2400 Third Ave.* 

— ; Supply, 2319 Second St. 
127— . Shearer, 2316 Second Ave. 


WEST VIRGINIA 
128—Charleston Theatre Supply, 506 Leo St., Charleston. 


WISCONSIN 


Milwaukee: 
129—Manhardt Co., 1705 W. Clybourn St.* 
National Theatre Supply, 1027 N. Eighth St. 
130—Ray Smith, 710 W. State St. 
{3i—Theatre Equipment & Supply, 341 N. Seventh St. 
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1923 N.W. Kearney St. 


Sioux City. 
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textbook on 
motion picture 
projection and 
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advancement of the art © 


662 pages 
cloth bound 
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